mdgszMe rafflo and tv advertisers use 



peaking of pmieers. . . 



; have some particular pioneers to salute 




{since this issue of SPONSOR salutes the 
pioneer television stations of /Imerica ) 



RECEIVED 

APR 19 1954 

NBC GENERAL UBRARV 



WAAM Baltiitiorc 

(on the air November 2, 1018) 

WBEN-TV 

(on the air May 14, WIS) 

WFM Y-TV GrccnsUoro 
( on the air September 22, 1919 ) 

WDAF-TV^-.„w6v,v 

(on the air October 16, 1949) 

WHAS-TV Lonisvillc 

(on the air March 27, 1950) 

(on the air December 3, 1947) 



RADIO'S 
NEW LOOK 

Neslfe uses, all 4 air 
for 




packag&ij W% 

page 34 



Meo)ie>a*s: forrnu a fdr 
men/s (attetries: sell 
them while they shave 



■ I pa«e 36 




Like ourselves, they staked their faith in 
television early. We have all grown 
,^ether with this great medium . . . they, 
through service to their communities; 
'fc, through giving them the best possible 
representation we know how to perform, 
t has been a richly satisfying experience 

for us both. 
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Harrington, Righter and Parsons, Inc. 

Neve York 
Chicago 



Sau F 



an r rancisco 



tablished 1949 — the first and only representative devoted 

exclusi\ elv to television. 



Adverfis^K scoff at 
"[eiws^op." talk, plan 
budget bao'sljs 

pa,g8 3* 



P^ych&logy of medlar 
How to i^a Mi; % 
fereate h^M effects 

page 40 



THE FIRST 108 
TV STATIONS 

smarts p3^Q 



ltalion-f])-statl7 
listing oftYpioij^rs 
ch-arts grow:th 
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THE BAYER COMPANY do 



ES A COMPLETE JOB 



SO DO HAVENS AND MARTIN, Inc. STATIONS . 






Maximum power — 
100,000 watts at Maximum Height- 
1049 feet 



WMBG 
WCOD 
WTVR 



Consumer confidence in Bayer Aspirin has 
been buill by years of research and 
know-how in producing a reliable product. 
There's laboratory control over every 
process at the modern Bayer Company 
plant. This quality control has been one 
part of a complete job that makes the 
Bayer Company a leader in its field. 

Laboratory control can be applied to broad- 
casting. Skill in programing the best 
ingredients of fine entertainment and public 
S3rvice builds the audience. The roster of 
advertisers on WMBG, WCOD and WTVR 
mirrors the large and loyal audiences that 
you too can reach. Join the other advertisers 
using the "First Stations of Virginia." 



I 



"1 



v^ 



WMBG AM WCOD WTVR^ 



FIRST STATIONS OF VIRGINIA 

Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 
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Radio copy 
short-shrifted? 



ARF seeks top 
research man 



Study charts 
"The New Radio" 



U.S. clients prep 
for British tv 



Vhf in "old days" 
bucke«^ gloom 



When it comes to copy for commercials, radio is getting short shrift 
from some of major agencies. SPONSOR asked agencymen whether radio 
copy approaches were being modified to keep pace with changing lis- 
tening patterns. Replies indicated radio copy was frequently "adap- 
tation" of tv approach. This recalls days when radio copy was just 
magazine copy with sentences made shorter. 

-SR- 

American Research Foundation is looking for man to head research 
activities. He must be excellent technician who will have respect 
of leaders of field. Pay described as top dollar. 

-SR- 

Ask average adman if radio has changed appreciably in recent years 
and he's likely to say "no," except for pointing out network billing 
declines. Yet medium has undergone basiG_ uphe a yal f arbeyond network 
sales difficulties. Charting where radio and tv sets are moving to 
now; how set ownership breaks down by regions, city size, tv owner- 
ship, is mission of ARF-supervised Alfred Politz study for BAB and 
networks. Study is effort to fill in dimensions of what SPONSOR 
terms "The New Radio" (see page 31). 

-SR- 

U.S. sponsors with distribution in England are already preparing for 
emergence of commercial tv there nsxt year. One major Midwestern 
client has been shipping negatives of his American tv commercials to 
be printed in British Isles. Reason for processing abroad: Customs 
inspection, firm says, is cumbersonie procedure in which "nume rou s 
copi e s of single commercial ma y hav e to be screened." Thus it's 
simpler if you just send the negative. 

-3R- 

Admen who are bearish about "u" stations can look back at early years 
of "v" history for reminder things weren't always so rosy. Remember 
when: (1) They said tv was " line-of -sight " and would do well to get 
out 40 miles. (2) Interference was considered stumbling block to tv 
progress. SPONSOR'S section this issue on tv's pre-freeze stations 
may help recall the "old" days. Sse "Tv Pioneers," page 43. 



Menilelson numeil SPO\SOIl v. p. in churge oi utlvvvtlsinfi 

Appointment of Robert P. Mendelson as SPONSOR vice president in charge of adver- 
tising was announced on 7 April. Mendelson' s 20 years in radio and television 
include ownership of his own advertising agency in Buffalo and, more recently, 
5 years as executive vice president and sales manager of Richard H. Ullman, 
Inc., radio and tv syndication firm in Buffalo. Among his duties, Mendelson 
will supervise SPONSOR'S sales offices in New York, Los Angeles, Chicago, 
Atlanta and Dallas. 
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Uhf isn't tv 
on a radio budget 



What tv stations 
charged per set 



Stanton on 

eye vs. ear 



More dangerous 
than H-bomb? 



Hero of CF show: 
Director Levy 



What, are uhf ' s problems? One not mentioned frequently was cited to 
SPONSOR by broadcaster who had just junked short-lived uhf station. 
" Sensit ivity" of signal licked him, he said, among other factors. He 
contended uhf signal drifted, was inconsistent. "I couldn't always 
get my own station in my own home." But broadcaster in question 
hadn't constructed tall tower in effort to hold costs dov/n. Other 
uhf operations with prime facilities have done well (see page 128). 
It's uhf-er who wants to operate like r a dio station who has run into 
most trouble. 

-SR- 

Interesting cost statistic in SPONSOR study of pre-freeze stations 
concerns relationship between numb e r of sets in market and station's 
rate . Average at start for all pre-freeze stations was: 90^J per 

In January 1952 figure was about 22<^ . 



1,000 sets installed, 
first of this year it dropped to just under 150 

-SR- 



By 



Twenty-one years ago Dr. Frank Stanton, then Ohio State U. instruc- 
tor, ran series of sight-vs . -sound tests which showed sound was 
superior method of communicating advertising. Asked other day about 
tests, CBS president told SPONSOR nothing's happened since to change 
his mind about his research then. Addressing Chicago bankers re- 
cently, he predicted total tv advertising expenditures, nearly §700 
million in 1953, would zoom to §1^4 billion in 1957 with 90% set 
saturation by that time. 

-SR- 

If you want to know why William Esty Co.'s Dr. Wallace H. Wulfeck 
fears motivation studies more than hydrogea bomb, don't fail to read 
"II. Psychology of media," starting page 40. Piece contains tips 
from half a dozen psychologists on how you can get more mileage 
from media by knowing what "moods" they create. 

-SR- 

One of most astonishing production facts about General Foods' 25th 
Anniversary Show honoring Rodgers-Hammerst ein team was this: Dress 
rehearsal ran 2 hours, ended just after 7 p.m. By 8 p.m. Producer- 
Director Ralph Levy had trimmed 30 minutes out of show. On air it 
went through without hitch. Critics panned show because they ex- 
pected more than they got. Actually it was THE highlight of t:v 
season. Cost: over $500,000. 



i\(>ie nntional spot rcicfio and It* business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Bjrcolcnc Co. Boston 
Eskimo Pic. NY 

McKesson & Robbins. 

Bridgeport. Conn 
Nestle Co, White 

Plains. NY 

SimOniz Co, Chi 
Yardley & Co. NY 



Barcolene All-Purpose 

Cleaner 
Ice cream bars 

Tartan 

Nestle Instant Coffee 



Simonii Automotive 

Paste Wax 
Men's shaving line 



Silton B.-os. Boston 

Buchanan & Co. NY 

Ellington & Co. NY 

Sherman & Marquette. 
NY 

SSCB. NY 

N. W Ayer. NY 



I 14 New England Cities 

30 major cities 

IS East. South. West Coast 
cities 

1 Eastern tv city. 11 Eastern 
radio stns 

^ 60 major radio mkts 
I 50 major cities 



I Radio: 10,680 anncts; mid-Apr; 52 wks 

Radio & tv: 15 radio, 7 tv anncts wcck^ 

ly; 15 Apr; 13 wks 
Radio & tv: dayti min radio anncts, 

nightti tv I D.'s; end of May; 6 wks 
Radio & tv: 70 anncts a week on 11 

radio stns; nightti I. D.'s, dayti min, 

chnbrks on tv, 40 weekly; 19 Apr; 

6 wks 

Radio: min anncts, 4 to 10 a wk; 19 

Apr; 13 wks 
Radio: morn min anncts; Z4 May; 4 wks 



SPONSOR 



to spread the light of learning 

WGAL-TV 



NBC • CBS • ABC • DuMont 



LANCASTER, PENNA. 

Keenly aware of its educational responsibility to 
the communities it serves — Lancaster, Ilarrisburg, 
York, Reading, Lebanon, and hundreds of smaller 
cities and towns — WGAL-TV presents College 
of the Air, Monday thru Friday, 9:00 to 9:30 a.m. 
Leading educators of the area cbnduct discussions 
on five basic topics of special interest to viewers 
— Sociology, Physical Science, Mathematics, 
The Humanities, Adult Education. 

College of the Air is part of the imaginative 
programming designed by WGAL-TV to meet 
the needs and special interests of its wide, 
diversified loyal viewing audience. 



Dr. T. A. DiMUr 
Pretidrnt 
Franklin anJ Marshall Coll<*^r 




Dr. Robert Gates Dawes 
Presides t 
York Junior College 



WGAL 

AM TV FM 



Represenfec/ by ^\ E E K E R 



New York ♦ Los Angeles 
Chicago • San Francisco 



Mr. Channel 8 



Steinman Station 

Clair McCollough, President 
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the magazine radio and tv 



advertisers use 





Volume 8 Number fij 
19 April 1954 



ARTICLES 



Till* n<»if rtnlio 

A revolution Is taking place In radio right under the advertiser's nose. In line 
with "divided attention" listening and the changing home-locations of radio 
sets, buying paiterns and programing are being re-tailored to fit •* * 

H fii/ \vstU' uses all FOVR air iin'tlia 

To promote Its sales leader, Nescafe, its various other Instant beverages and 
dry-packaged foods. Nestle spent about $8 million in 1953. Heading the fir:Ti's 
media list: tv, both network and spot; radio, network and spot tS-3f 



.llc'iiiK'ir.v foriiit(((f: sell ihvm while they shuve 

For its Spray Deodorant and Skin Bracer, Mennen finds that early-morning radio 
news and wake-up shows In about 90 markets do a bang-up sales job 



H'fii/ advertisers seoff at ''reeession" talli 

SPONSOR polled 42 advertisers on their outlook for business this year, found 
them almost unanimously optimistic. To keep business healthy, most firms plan 
to intensify sales efforts, up advertising budgets 3^f 

II. I'sifvholotfy of metlia 

A baby-powder manufacturer will want to create a different atmosphere in his 
advertising than will an auto firm. How can different media be used to 
build varied effects? Part 21 of SPONSOR'S All-Media Study gives details -^0 

TV riOSF.F.nS: The first Hiil tv stations 

SPONSOR presents an exclusive historical document, a tailored-for-admen 
record of tv's pioneering days listing early executives, data on set growth, rate 
changes, business trends. Here is new perspective on the tv medium ftf-f I -I 



COMING 



Can tv alone lauueh a tiew proiluet? 

An advertiser with a new cookie-dough product to market conducts tests to 
see if he can successfully introduce his product using tv exclusively. SPONSOR 
editor went to the scene of the test to get first-hand details 'f Jiaif 



Shoalil talent sell? 

Should the star performer on a tv or radio show do the actual plugging of the 
sponsor's product? Bob Foreman debates this issue with other admen 



III. I'sfiehitlotjn of metlia 

In Part 22 of SPONSOR'S All-Media series, psychologists delve into sometimes- 
hidden reasons behind admen's selection of media, come up with some provoca- 
tive and controversial opinions 



DEPARTMENTS 



TIMEBUYERS AT WORK 

AGENCY AD LIBS 

NEW AND RENEW . 

49TH & MADISON 

MR. SPONSOR, William Engleharf 

P. S. 

RADIO COMPARAGRAPH 
FILM TOP 20 
NEW TV STATIONS 
TV RESULTS 
AGENCY PROFILE, 
Dr. E. L. Deckinger 

ROUND-UP 
SPONSOR ASKS 
NEWSMAKERS 
SPONSOR SPEAKS 
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Editor & President: Norman R. Glenn 
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KTHS 




SELLS 



IN ARKANSAS! 



One year ago, Station KTIIS was niovod from Hot Spring's to 
Little Rock, with 50,000 watts. In June, we went C'P>S, carryin<^ 
tr.e hist network and local programs to virtually the eutire State. 

Results? We're getting lots of them. Listen to this l(>tter from 
Mr. John R. ^Murphy, owner of the Shre\-eport Syrup Comj)any, 
who has three l.'i-minute morning programs per week on KTIIS: 

"We have just completed making some territorial sales 
analyses for the full year 1953, as against 1952. 

"In the 60-mile area in and around Little Rock, KTHS was the 
only advertising medium used, and sales were 11.2% greater 
in 1953, than in 1952. 

"Your station had a great deal to do with this increase in sales, 
and we especially wish to thank you for the extra merchandis- 
ing help you have given us." 

That's what hap])ens when good ])rograms go out to an inter- 
ference-free daytime coverage of more than 3'4 million ])eople — 
primary daytime coverage of more than a million people — in an 
area which is not already blanketed by top-notch radio opera- 
tions. Ask vour Dranham man for the whole KTIIS storv. 



50,000 Waftis . • ^ CBS Radio 

,^ Represerfledl by The Branfisfh Co. 

Under Same Management as^ KWKH, Shreveport 

Heftry Clay, £xecuiiv4 Vice President 
B. G. Robertson, General Manager 



KTHS 



BROADCASTING FROM 
LITTLE ROCK, ARKANSAS ^ 
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20% 



UP TO 



BUY THE lOHN POOLE 
BIG IMPACT STATIONS 

New Group Discounts: 
are now in effect 

In Central California 



KBID-TV 



FRESNO 

Channel 53 



POWER-BACKED 470,000 WATTS 
COVERAGE OF THE WHOLE 
CENTRAL SAN JOAQUIN VALLEY 



KBIF 



4 



The Valley 
Music Sfofion 



900 KC • 1,0 00 WATTS 
1117 "N" STREET, FRESNO 



In Southern California 



KBIG 



The Caialina 
Station 



7 4 0 KC 10,000 WATTS 

The Giant Economy Package 
of Southern California Radio 

Your Advertising Dollar 
Buys More when you buy 
the "B I" Stations 

Save up to 20% with 
combination discounts 

For details ask any 
John Poole station salesman 
or Robert Meeker Man 

JOHN POOLE 

BROADCASTING CO. 

KBID-TV » KBIF • KBIG 

6540 Sunset Boulevard 
Hollywood 28, California • HOIIywood 3J205 








Juvk It. Pelors, v.i>., Kastor, Farrell, Chesley 
it- C.lifjord, Sew York, says that the broadcast 
trade associations would render a valuable service 
if they standardized and encouraged tv field intensity 
surreys. "That way a timebuyer could always be 
sure that he had an accurate coverage map for 
eurli station," Peters exjAained. "By the same token, 
a strong trade association could also put through 
It uniform system of agency recognition to safeguard 
the stations which have little guarantee of payment 
other than an agency's reputation at this point." 



'Mildred FiilYnir. Biow Co., Sew York, works 
on the Biilovfi account. "One of the main difficulties 
we run into," she told ^I'onsok, "is the problem of 
getting accurate measures of audience and cover- 
age in many of the new tv markets. Salesmen for 
these markets would do well to take some of the 
optimism out of their brief cases and squeeze in 
more facts." She adds, however, that she's been 
buying new markets despite insufficient rating 
information, when the market is one with a good 
potential, be'ause Bulova wants time franchises. 



Il'<irr<»ii .SJc»ii*<irif. Grey Advertising. .\eic York, 
sees several advantages in getting timebuyers out 
into the field. "Particularly into a special market 
where a client's planning to spend a great denl," 
he adds. "In such a case, spending jour or five 
Jays in this town will give the timebuyer a better 
feel of listening habits, meaning of ratings, com- 
petitive media situation. On the other hand stations 
ct.n be cleared just as easily out oj Sew ) ork 
and often a trip into the field means more for 
the client if it's the a e who goes." 



fXtsita Wusscrman. Lawrence C. Gumbinner 
tdverti.'iing. Sew ) ork, suggests that a timebuyers 
lot could be improved "a lot " by a uniform system of 
billing from tv stations. "It would be nice," sighed 
she, "to know just uhen to expect a bill: that 
niter an irror oi yrecmption make-goods go on as 
s' lieihiled : how long niter we'ie aji/ roved 
(I schedule we will get revisions from the station. 
It's just that the resulting extra paper work and 
contusion dt tracts from the lime we cnn spend » 
deciding an schedules and choosing availabilities," 
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SPONSOR 



BOOMS OUT THE HOUR 
THAT STILL BOOMS SALES 





LOUISE WILSON, 
director of Tower Clock 
Time for the post 10 yeort. 




5780 



CONSECUTIVE 
PROGRAMS 
ON 

WHAM 



^^(^hen Sibley's Tower Clock Time strikes the morn- 
ing hour on WHAM, it is as familiar to listening women 
in Rochester and Western New York as the boom of Big 
Ben is to Londoners. Although Tower Clock Time has 
been on WHAM radio 15 minutes a day, five days a week 
for 22 years, it is still booming sales. 

This huge department store, largest between New 
York City and Cleveland, has often gained national 
recognition for the outstanding merchandising job it has 
done through this mid-morning radio program. 

The duration of Sibley's program is unique in the 
entire country, and WHAM points with pride to many 
other similar success stories of clients using its radio 
facilities continuously for almost as many years. 

Clients' sales results throughout WHAM's Western 
New York coverage area attest the effectiveness of its 
appeal. 




LET 



RADIO SELL FOR YOU 




The STROMBERG-CARLSON Station, Rochester, N. Y. Basic NBC • 50,000 watts • clear channel • 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, National R»prMntativ 
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How to Look 

a Gilt Horse 
in the Mouth 




whichever way you look at a KSDO 

gift, it means exfra listeners ^ 
In San Diego's billion dollar market. 

KSDO delivers mare home 
listeners than any other station 
in San Diego . . . HOOPER. 

More out-of-home listeners . . . PULSE. 

These extra listeners— at no increased 
cost — is our gift to you. 

May we show you how a good look 
at this gift will pay-off for you? 




i 



KSDO 



1130 KC 
5000 WATTS 



Representatives 
John f. Peorson, Co. New York 
Doren McGovren Son Froncisco 
Wolt Loke Los Angeles 




by Bob Foreman 

What brings to mind the topic which follow.s 1.- the ojipor- 
tuiiity I had recently to hear David Ogil\ y, head of the agency 
of cilin()>t the same name, speak at an A\A conclave. Tlie 
talk \sii> >o fa-cinatiiig. a^tlltely conceived and well deliv- 
ered that it >et me to thinking ahoirt other copywriter.^ who 
liavx* had and are having an important influence on our 
hiisines>. 

Among tlie "otheis" I can recall cpiickly are :-uch aide 
w()rd-merchant> a."^ Sid Ward, jii>t retired from Y&R, and 
Roy Whittier. also letired and Charlie Brower, a BBDO-er 
far from retired. (And now it's nice to .see that George Grih- 
l)in is cojiy chieftain of the whole Y&R Irihe which proves 
that hi^ recent -ojoiirn in tv coj)y didn't taint him.) 

The names of these gents and their few peer< may never 
have appeared in I'ariety or any of the other tv-radio trade 
press. In fad, i douhl if any of the hiillders of film ej)ic.s or 
peddlers of animation know them. 

All of which i> a .=hame. indeed. 

For men .>-iich a.s those mentioned have influenced the copy 
iiscd on televi-ion and radio to a degree which no one outside 
the agency field can appreciate. And this influence on copy 
ha.- a iiio-t vital hearing on the show- which are hought by 
ageivcie- and how these shows are used. The rea--oii for this 
relation i- elementary indeed. To wit: 

The prime fiiiictioii of the a(l\ertising agency — recognized 
far too iiifrecpiently in the "show biz" facet of oui" trade — i;s 
the selling messages it prepare-. The Wards. Whittiers, 
Brower- and OgiKies have much to s.ay about the basic ap- 
proaclie< to thi> copy; maybe thev created or perhaps cho<e 
the teclnii(|iie which e.xpiesre> it. So it - unfortunate that their 
rea.-oniiig i^n't more readih" available to filmers and animat- 
ofs ami time .-alesinen. etc.. \sho>e efforts are so dependent 
on it. could get a lot out of ihi- contact. .Much, of the- 

my.-teiy of "working with agencie>"' jriglil be cleared up for 
one thiiiii. 

Da\id ()gil\y"s conniieiil.- fat the A-\A) concerned good 
ta.-le ill adverti.-enient> a> well as the boredom (|uotieiit some 
are able lo attain, lie spoke to people who have a large say 
in some 80', of ail the national advertising done in radio 
and televi>ioii so his remarks -liould have an effect that will 
be felt. Too bad more radio and t\' people weren't there t:0 
liear them. 

While on tlie >ubjet of copy, let me digre-- to tlie Acadenxy 
\ Please turn to po^e llHl 

SPONSOR 
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SHORTLY AFTER Carl Rellos joined 
WFBI\r-TV as production man- 
ager in 1952, a traffic jam devel- 
oped around the personnel office. 
The phenomenon was traced to 
distaff staf¥ members sounding out 
the personnel manager on Carl's 
marital status. After "He's mar- 
ried" appeared on the bulletin 
board, things simmered down. 

"You shoulda worked with IMari- 
lyn Monroe," one director told 
Carl. "I did," he replied. 

"You shoulda been an actor," 
one old upstager was heard to mut- 
ter at rehearsal when Carl tactfully 
pinned her ears back. "I was," 
said Carl. 

"You shoulda been a Film Di- 
rector/' said a cameraman when 
Carl suggested a solution to a light- 
ing- problem. "I was," said Carl. 

If this makes him sound like a 
guy following the harvest, it 
wrongs him. Carl's work has been 
well-aimed at his present job ; his 
background is uni(piely siuted to 
television production. He has 
worked in front of and behind foot- 
lights, in front of and behind mo- 
tion picture cameras, in front of 
and behind alligators (he once did 
.a travelog of the Florida Ever- 
glades). Probably his most perilous 
experience was a hegira in Holly- 
wood, where Carl was directing in 
a theater wdiich tamed starlets. He 
had several narrow escapes, dur- 
ing which time his coolness under 
fire, learned as a A''avy flying gun- 
ner during the war, stood him in 
good .stead. He finally triumphed 




Belles Ringer 



over his will power and took up the 
less hazardous occupation of film 
making. 

This was back in the days when 
half a week was required to make 
a one-minute spot. Carl traveled 
hither and yon on assignments, 
shooting stock footaae. producing, 
acting in. and directing eonnner- 
cials. Tt was along about then that 
Carl considered lotus-eating in the 



WFBM WFBM-TV 

INDIANAPOLIS • CBS 

Represented Nationally by the Katz Agency 
Affil'ated with WEOA, Evansville; WFDK, Flint; WOOD AM & TV, Grand Rapids 



^>outh Seas as a career, strongly 
motivated by the nerve-siiattering 
aura of early tv filming. "H was 
like holding a jar of jam without 
the jar." he once remarked. 

Every once in a while Carl's past 
catches with hiin. Stock film 
and old commercials turn up for 
delivery to the WFBM-TV audi- 
ence, thereby suggesting that the 
lielles impact on the industry was 
slightly more lasting than a chord 
struck on a piano. 

Xo one doubts his impact here- 
abouts, least of all the directors of 
our I'lO Ine shows each week, who 
find Carl Belles an inexhaustible 
source of artistic help and com- 
mercial savvv. 
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LOUIS HAYWARD as MICHAEL LANYARD .. .The LONE WOLF 




FADE IN: EXTERIOR SHOT - STREET - SHANGHAI LIL-SAN FRANCISCO - NIGHT 
CUT TO CLOSE UP OF MICHAEL LANYARD WALKING - NARRATION: - Lanyard 

I am Michael Lanyard; some call me Michael . . . others call me "THE LONE WOLF." I have a simple philosophy . . . 
"live and let live." People always need help . . . when they come to me I listen. Sometimes I resort to unorthodox 
methods, and while I've been known to bend a law or two, I've never broken one. I've never believed people were 
meant to live in fear, fear in any form ... Me ... I guess I'm a sucker for people . . . DISSOLVE 




NEW ANGLE: Lanyard = CAMERA DOLLIES CLOSE UP -HAND HOLDING LONE WOLF 
MEDALLION - NARRATION: - Lanyard 

A long time ago. I was given this Ming Wolf Medallion by the High Lama Chien Fe who said: "Michael, it will always 
come home to you." . . . I've left it in some strange places ., , it always has DISSOLVE 




DRESSING ROOM SHOT - Louis Hayward - NARRATION: - Hayward 

Wy name is Louis Hayward, I play the part of Michael Lanyard, the Lone Wolf. With the Lone Wolf Company, I've 
traveled to the world's most romantic cities shooting the backgrounds for the Lone Wolf stories. Places like Cairo, 
New Orleans, Honolulu, Mexico City, Paris, San Francisco, London and Las Vegas. I've met a lot of people. . . . 

DISSOLVE 



NARRATION: - Mr. UTP 

You've met our star LOUIS HAYW/VRD who portrays THE LONE WOLF, one of America's most famous literary charac- 
ters from the pen of Louis J. Vance-. , . and now for some FACTS AND FIGURES: 

FACT - LOUIS HAYWARD has consistently been one of the most office success. 

sought after Hollywood stars. ^ ^^^^ _ ^^^^ ^^^^^ ^^^^^^ ^ ^^^^^^^^^^ 

FIGURES - During the last five years. LOUIS HAYWARD S motion |o„j„g in the past have and vyill continue to pay to see him 
pictures have grossed over $10.00D,DDD.DD. j„ ^^tion pictures. This loyal group is a guaranteed "paid-up- 

insurance policy for LONE WOLF sponsors. 



FACT — Every LOUIS HAYWARD motion picture has been a box 




FACT & FiaURiS - The LONE WOLF series is now available FACT — The LONE WOLF 

for local and regional sponsorship. There are 39 never to be y^^^ j^, ^.f^g 

forgotten half-hour shows. f.^^^ sj.week 

FACT - If you haven't already received your LONE WOLF press con^^ac^s 
book with all details. .. WRITE. .. WIRE. ..PHDNE... TODAY! totaling over $380,000 




WRITE . . .WIRE . . . PHONE . . . TODAY! 

HOLLYWOOD. . . Home Office 650 No. Bronson 
Hollywood 9-8321 TWX LA 1432 

NEW YORK. . . . 444 Madison Ave.- PLaza 3-4620 

CHICAGO ...... 360 No. Michigan CEntral 6-0041 \ 

or your local office i 



THE LONE WOLF IS A GROSS-KRASNE PRODUCTION 




top 

pdi^icipation 
shows on 

wada-tv , 




TV RANCH WITH JON FARMER-Atlanta's most 
popular disc jockey teams with the No. 1 Hillbilly Band, 
Boots Woodall and his Wranglers, to make this the 
highest rated Monday through Friday variety show on 
television — 1 to 1:30 — and a whole hour on Saturday 
1 to 2 p.m. 



SEEN MORE by more people 
in the great Atlanta market 



Represenled Notionolly by 
ihe KATZ AGENCY, Inc. 
Tom Horker, V.P. ond Nol'l Soles Dlreclor, 
118 E. 57th St;, New York 22 

Bob Wood, Midwest Nollonol Soles Monoger, 
230 N. Michigon Ave., Chlcogo 




MEMO FOR MILADY WITH HELEN PARRIS- 

tap rated local women's show, 4:30 to 5:00 Monday 
through Friday plus an additional 15 minutes Wednes- 
day and Thursday. An informal, chatty show now in its 
4th year. If you want to sell to women (and who 
doesn't?) then here's the gal who can do it! 




!, 



PERRY'S KITCHEN_a tip-top food and cooking 
show direct from our fully-equipped kitchen. The 
South's Mr. Food — Perry, food consultant, culinary ex- 
pert and master of the skillet — makes this the highest 
rated participation food show on the air. Whai q 
salesman! 




WILD WEST THEATER— the highest rated across- 
the-board Western-mavie show in Atlanta. From 5 to 6 
Monday through Friday youngsters and grown-ups 
alike take to the hills with these pistol-packing shoot 
'em boys who shoot up sales for participating sponsors. 
A corking good buy! 



NOW 100,000 WATTS 




ada-tv 

CHANNEL 5 CBS -TV, ATUNTA, 
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/Veicj oil Television IVcttvorks 

SPONSOR 



Avoset Co. (Qwip Pres- 
surized Cream I, SF ' 
Bluer & Black, Chi 
Borden Co, NY 1 

William Cooper & Nephews 
(Stay-O-Way insecti- 
cide), Chi 

Falstaff Brewing, St Louis ' 

Minute Maid Corp, NY 
Nash-Kelvinator, Detr 
Necchi Sewing Machine, 
NY 

Parker Pen Co, Janesville, 
Wis 

Phiico Corp, Phila 

Vitamin Corp of Amer, 

Newark, N) 
Whitehall Pharmacal, NY 

Yardley & Co, NY 



AGENCY 


STATIONS 


Harrington-Richards, SF 


CBS TV 50 


Leo Burnett, Chi 
DCSS, NY 


CBS TV 37 
NBC TV 43 


Phil Cordon, Chi 


NBC TV 49 


D-F-S, NY 


ABC TV 60 


Ted Bates, NY 
Ceyer Adv, Detr 
Cecil Cf Presbrey, NY 


ABC TV 51 
CBS TV 57 
NBC TV 42 


)WT, Chi 


CBS TV 104 


Hutchins, Phila 


ABC TV 58 


BBOO, NY 


Ou Mont 160 


Biow, NY 


NBC TV 63 


Ayer, NY 


CBS TV 70 



ttenewctl on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


American Chicle, Long 


D-F-S, NY 


Du Mont 


54 


Island City, NY 






American Chicle (Clorets), 


D-F-S, NY 


Du Mont 


60 


Long Island City, NY 






American Maize Prods, NY 


Kenyon & Eckhardt, NY 


NBC TV 


49 


American Tob Co, NY 


SSCB, NY 


NBC TV 


71 


(Pall Mall) 






Benrus Watch, NY 


Cecil & Presbrey, NY 


Du Mont 


11 


Carter Prods, NY 


SSCB, NY 


CBS TV 


82 


General Mills, Mpis 


Tatham-Laird, Chi 


NBC TV 


51 


Mutual of Omaha, Omaha 


Bozell Cr Jacobs, Omaha 


NBC TV 


49 


Nestle's, White Plains, NY 


Sherman & Marquette, Chi 


CBS TV 


107 


Pharmaceuticals Inc 


Edward Kletter, NY 


Du Mont 


60 


(Ceritol), NY 








Simoniz Co, Chi 


SSCB, NY 


NBC TV 


71 



PROGRAM, time, start, duration 

The Morning Show; M-F 7-9 am; 2 partic wkly; 

15 Apr; total of 13 partic over 7 wks 
House Party; F 2:45-3 pm seg; 30 Apr; 52 wks 
Jusrice; Th B.30-9 pm; 8 Apr; rcpl.iccs Treisury 

Men in Action 
Today; M-F 7-9 am; 9 July; 7 partic 



Baseball C.ime of the Week; Sat approx 2-5 pm; 

13 April; 25 wks 
Super Circus; alt Sun 5:30-6 pm; 6 June; 13 wks 
Danger; alt T 10-10:30 pm; 16 Mar; 13 telecasts 
Home; M-F 11 am-12 n; 1st wk in Apr; 13 partic 

Four Star Playhouse; alt Th B:30-9 pm; 15 Apr; 
12 telecasts 

Breakfast Club; M-F 9:45-10 am seg; 29 Ma,-; 
52 wks 

The Goldbergs; T 8-8:30 pm; 13 Apr; 26 wks 

Pinky Lee Show; M, W, F 5-5:30 pm; 9 Apr; 10 
partic 

Carry Moore Show; T 1:33-45 pm seg; 6 Apr; 52 
wks 



PROGRAM, time, start, duration 

Col. Humphrey Flack; Sat 10-10:30 pm; 10 April 

thru 3 July; co-sponsor 
Rocky King Detective; Sun 9-9:30 pm; 4 April 

thru 27 June; co-sponsor 
Today; M-F 7-9 am; 22 Mar; 40 partic 
Big Story; alt F 9-9:30 pm; 12 Mar; 52 wks 

Meet Your Congress; Sun 6:30-7 pm; 11 April 
thru 4 July 

Place the Face; alt Th 10:30-11 pm; 15 Apr; 
52 wks 

Ding Dong School; F 10:15-30 am seg; 5 Mar, 
52 wks 

Today; M-F 7-9 am; 3 partic a wk, total of 117; 
late Apr; 39 wks 

Jackie Cleason; Sat 8-9 pm; 27 Mar; 13 wks (co- 
sponsor) 

Rocky King Detective; Sun 9-9:30 pm; 4 April 

thru 27 June; co-sponsor 
Big Story; alt F 9-9:30 pm; 5 Mar; 52 wks 



(See page 2 for New National Spot Radio and Tv Business) 



Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION 



Richard Allewelt 
Robert Barker 
William Barth 
John H. Baxter 
Richard K. Bellamy 
Barrett Brady 
Byron H. Collins Jr 
David E. Diener 
Leslie L. Dunier 
Frederick M. Ford 
Ammon B. Codshall 
George H. Gribbin 
Herbert S. Hauser 

Charlene Hirst 
William E. John Jr |.' 
, Hugh H. Johnson 
William King 

George Kraus Jr 
William D. Lewis 

Robert A. Loeb 
George MacGovern 
David Mayer 



Kenyon & Eckhardt, NY, acct exec Beech-Nut 

Kenyon & Eckhardt, NY, acct exec RCA 

Gunther Bradford, Chi, exec 

Earle Ludgin, Chi, creative dir 

Benton & Bowles, NY, dir publicity & prom 

Kenyon & Eckhardt, NY, copy supvr 

Y&R, NY, acct exec 

Monroe Greenthal, NY, creative dir 

Emil Mogul, NY, radio-tv stn rels 

Ingalls-Miniter, Boston, acct exec, memb pins grp 

Automotive acct exec 

Y&R, NY, vp chg radio-tv commis 

Monroe Greenthil, NY, acct exec & dir media. 

prodn depts 
JWT. NY, timebuyer 

William Esty, NY, acct exec for Gen Mills prods, 
Kudner, NY, assoc media dir 
Kenyon & Eckhardt, NY, acct exec Ama:o Inst 
Desseri 

Paris & Peart, NY, mdsg & acct exec 
Wolfe-jickling-Conkey, Detr, media dir & acct 
exec 

Hirshon-Garfield. NY, prodn supvr radio & tv 
William Esty, NY, dir of reeasrch 
Calvert Distille's, NY, nati mdsg mgr 



NEW AFFILIATION 



Same, vp 
Same, vp 

Roberts, MacAvinche & Sennc, Chi, acct exec 
Same, vp 

Kenyon & Eckhardt, NY, prom dept mgr 
Same, vp 

Compton Adv, NY, acct exec, Tender Leaf Tea 
Same, vp 

S.ime, bus mgr radio-tv dept 
5.ime. vp 

McCann-Erickson, Detr. acct exec for Chrysler 
Same, vp chg all copy 
Same, vp 

Product Services, NY, timebuyer 

San.e, vp 

Same, media dir 

Same, vp 

Erwin, Wasey, LA. sis prom m^r 

Geyer Adv, Detr, media dir & asst ac:t cxs: for 

Kclvinator 
Levy Adv, Newark, NJ, acct exec 
Same, vp 

Grey Adv. NY, dir sis prom div 





► 



In next issue: [Sew and Reiieiced <*»i Uailio iS'ettcorks. Na- 
tional Broadcast Sales Executives. ISi-ie Agency Appointments 



lumbers after names 
refer to New and Re- 
new category 

S. R. Rintou! 1.3 1 
/. ) . McConnell (.3i 
Robert Barker (3l 
Willinm King (3t 
Richard Alleuelt (3) 
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3. 



4. 



5. 



6. 



/1(lr(>rli.s-iii(/ ^1(/(>ii('ij 1'ersonnvl C7i«ii«/«'.v (cont'd) 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



Courtcnay E McCurry 

Harmon 0. Nelson 

Sidney Olson 
George A. Rink 
Victor Seydel 
Jim Simpson 
Ed Smardcn 
Joseph A. Tery 
Nelson B. Winkless )r 



Zlv. acct exec sduthern mkts 

KNBH. LA. prog mgr 

Kcnyon & Eckhardt, NY, copy supvr 
Earle Ludgin, Chi, sr acct supvr 
Anderson u Cairns, NY, dir radio & 
AP. NY, pub rels 
Fennel! Adv, LA, branch mgr 
Free lance radio, tv, film prodr 
Campbell-Ewald. Dctr, creative stf 



tv 



West P. Woodbridge Jr Lever Bros, NY, adv mgr Pepsodent div 



Sponsor Personnel Chaufies 



Cabell Eanes, Richmond, Va, supvr new brai 

office in Norfolk 
Stromberger, LaVene, McKenzie, LA, hd radio 

opers 
Same, vp 
Same, vp 
Same, vp 

Grant Adv, NY, acct exec pub rels dept 
Western Adv, LA, acct exec 
Caples Co, NY, dir radio, tv, films 
Nccdham, Louis & Brorby, Chi, creative stf | 
radio dept 

William Esty, NY, acct exec Colgate-Palmolive i 



NAME 

Edward M. Bland 
Henry Bowes 
|ohn ). Goldschmcding 
Jr 

Carl Guy Grace 

Louis T. Hagopian 
Frank H. Russell 
R. H. Smith 
lames Street 
Parmer Van Fleet 



FORMER AFFILIATION 



NEW AFFILIATION 



Phiico Corp, Phila, dir sis training 
Phiico Corp, Phila, special tv rep 
Phiico Corp, Dallas hq, Texas div mgr 

Colgate-Palmolive Ltd, gen mgr Colombian sub- 
sidiary 

Dodge, Dctr, retail prom rep 

Phiico Corp, Phila, prom mgr 

Gen Motors, Dctr, zone sis mgr Frigidairc div 

Gen Fds, NY, mgr premium prom 

Standard Oil, Dcs Moines, personnel supvr 



Same, adv mgr 
Same, sis prom mgr 
Same, rcfrig sis mgr Appliance Div 

Same, exec vp & gen mgr; also bd dir 

Same, mdsg mgr 
Same, dir <ls training 
Same, sis mgr laundry equipment 
Gen Mills, Mpis, premium mgr 
Tidy House Prods, Shenandoah, la, dir ind'l rcif 



Station Changes (reps, network affiliation, p^&tcer increases) 



KFVS-TV, Cape Girardeau, Mo, to be CBS TV affil eff 1 Aug 
KHI-TV, LA, new Du Mont affil in LA (prev KTTV) 
KlPA, Hilo, Hawaii, new NBC Radio affil 
KLBS, Houston, Tex, new nati rep Walker 
KLZ, KLZ-TV, Denver, lie by Aladdin Radio & Tv, sold to 
Time Inc 

KMVI, Maui, Hawaii, new NBC Radio affil 

KQV, Pittsburgh, new natI rep Paul H. Raymer 

KSWS, Roswell, New Mexico, to be NBC Radio affil eff 1 



June 

KTOH, Kauai, Hawaii, new NBC Radio affil 

WDGY, MpIs, new MBS affil 

WDM), Marquette, Mich, new natI reo Walker 

WHEN-Radio, Syracuse, NY, new natI rep Katr Agenjy 

W'CK, Scranton, Pa, new natI rep Walker 

WJMR, WJMR-TV, New Orleans, new natI rep McGillvra 

WKGN, Knoxville, Tenn, new natI rep Everett-McKinney 

XEDF, Nupvo Laredo, Tex, new natI rep Richard O'Connell 



iVeiv Aycncy Appointineuis 



1 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Harriet Hubbard Ayer, NY 
Carter Prods, NY 
Clicquot Club, Minis, Mass 
EIna Sewing Machine Co, NY 

|. W. Elsworth Co, NJ 
Equitable Life Assurance Society, NY 
General Mills (Canada), Ltd, Toronto 
Guild Films, NY 

James Hanley Co, Providence, Rl 

Justescn's Stores, Fresno, Cal 
Lanolized, Inc, NY 
Liebmann Breweries, Brooklyn, NY 
Murak Corp, NY 

Necchi Sewing Mach Sis Corp, NY 

Pioneer Auto Ins, Chi 

Princess Pat, Chi 

Pro-Fcsh Prods, East Orange, N) 

Railway Express Agency, NY 

R. ). Reynolds, Winston-Salem, NC 

WGSM, Huntington, LI, NY 



Cosmetics 

Rise Push-Button shave cream 
Clicquot Club soft drinks 
EIna sewing machines 

Oyster growers & marketers 
Insurance firm 

Betty Crocker cake mixes, other prods 
Producer & syndicator of tv shows 
Hanlcy's Premium Export Lager Beer, Hanley's 
Ale 

Super market chain in San Joaquin Valley 
Hosiery finishing process 
Rheingold beer adv in Puerto Rico 
Recorded music systems 
Necchi sewing machines 

Insurance for non-drinking drivers 
Cosmetics 

Pro-Fesh gun-spray dry-cleaner 
Shipping agency 

Winston filter-tip, king-siie cigarette 
Radio station 



Huber Hoge & Sons, NY 
Robert Otto & Co, NY 
Cunningham & Walsh, NY 
Cecil & Presbrey, NY (eff I 
Apr) 

Jimmy Friti & Assoc, Hywd 
Kenyon & Eckhardt, NY 
E. W. Reynolds Ltd, Toronto 
Bozell & Jacobs, NY 
Bo Bernstein, Providence 

Jimmy Friti & Assoc, Hywd 
Abner J. Gelula & Assoc, Phila 
FC&B IntI Div, NY 
St. Georges & Keycs, NY 
Cecil & Presbrey, NY (eff V 
Apr) 

White Adv, Tulsa & Hywd 
Olian & Bronner, Chi 
Lewin. Williams & Saylor, NY 
Benton & Bowles, NY 
William Esty, NY 
Marks-Aiken Co, NY 



i\umbers after names 

refer to Xeiv and Re- 
new category 

II . /■;. John Jr. (.3) 

(ifor^e .i. Kink Ci) 

John II. lia.xttT (.}» 

Cro. Mm dot cm ( ,i I 

L. T. llagofiinn ( 1 i 

P. Van Fleet < I ) 

Joseph A. Ter\ ' 1 1 

A. n. GoJshall i.il 
Sidney Olson 

Barrett Brady (3i 




WHO 

and Get Iowa's Metropolitan Areas 
Picc4, the Remainder of Iowa! 



TAKE BUILDING MATERIALS SALES, FOR INSTANCE! 



a • e 



3.5% CEDAR RAPIDS 

2.6% TRI-CITIES' 

4.4% DES MOINES • • « 

2.3% DUBUQUE« • - - 

3.8% SIOUX CITY 

2.6% WATERLOO . » • • 

80.8% REMAINDER OF STATE 



• • • 



s.ol 



MINNESOTA 



$.A.M. DAYTIME 
STATION AUDIENCE AREA 



mm 



HiBaBEliLBi 



WISCONSIN 



ILLINOIS 



THE "REMAINDER OF IOWA" ACCOUNTS FOR THESE SALES: 

(Which You MISS Unless You Cover the Entire State) 

67.2% Food Stores 

Eating and Drinking Places 
General Merchandise Stores 
Apparel Stores 
Home Furnishings Stores 
Automotive Dealers 
Filling Stations 
Building Material Groups 
Drugstores 



63.2% 
47.9% 
57.5% 
61.4% 
65.9% 
74.9% 
80.8% 
62.0% 



Source: 1953-'54 Consumer Markets 



MISSOURI 



FREE & PETERS, INC., National Representatives 



BUY All of lOWA- 
Plu» "Iowa Plus"— with 

WIKI@ 

Dm Moines ... S0,000 Walts 

Col. B, J. Palmer, PresidenW 
P. A. Loyel, Resident Manager 
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YOU TOO 




CONQUISTADOR . . . 

"conquering" Spanish 
sales in forty five counties of 
Texas with a population 
of over 690,000 Spanish 
speaking consumers 

W'c lutrr over ford/ other 
" conqitistadons'" daUjj on 




I!. J. Col li l'r(su\ftit 
5AN ANTONIO, TEXAS 

Hi prcsi'tili d hi) 

Richard O'Conncll, Xnl't. Jilr. thr. 

40 East 49th St.. New York 17. N. Y. 
PLaza 5-9140 
LOS ANGELES — SAN FRANCISCO 




SPONSOK invites letters to the editor. 
Address 40 E. 49 St., Xew York 17. 

MEDIA STUDY 

1 r(\i(l llip fiivi of \oiir 'i's\tlioloj;y 
of iiierlia" series w itli geiiuine interest 
|.T A])ril 1931., page 'M',]. V\c liccn 
])'n king up l)it> ami ]»icc-e» of llii^^ for 
I.) \ear.-. and )(iu have [jerfornied a 
real )-er\ ice in ])utting it together in 
one |jlafe. 

Is this series of three going to he 
reprinted? If so, IVI ask ni\ secretary 
to liave it bound and ])larefi in niy 
hookcase for ready reference. 

SnEHwooD Dodge 

l^ice President 

Foolc, Cone & Held in g 

i\eic York 

• 1 iiliial urlirh*-^ in the 23-purI iiirdiu 

ti:tli.»n sfri**'- will not hv r<*i»ril»t«Ml. TIli> !tuiiini(*r 
llir uluilr ..<Tii'.< will !>«• |iriiit('*l in liook form. 
\ <»u iiiav r^•^^■r\^• a **<i|>y now li> writing: to 4<( 
K.a-I 1<> Si., New \ork 17. 



WEEK AT AGENCY 

Kegarding the artirle, "AGEXCY- 
MA.\— for a veek." [22 .Vlarch 1954, 
page 37], 1 think further such articles 
woulfl he interesting. 

1 1 might he that some of Mr. Sin- 
clair's writing abilil) would rub off on 
the agencies. That would he a most 
desirable li\ product of the series. 

l2l)\V \H0 L. GOKDY 

Research Dept. 

Standard Oil Co. {Indiana) 

Chicago 



Vour article about CXW in March 
22 issue ga\e me quite a warm glow, 
C&W is among the lops as a crea- 
tive agenc\ and Jack Cunningham. 
Bob \ewcll and John Sheehan can give 
hearts and s])ades to mo>l agencies 
when it comes to co])y and ])roduclion. 

H<)we\ er. SI'ONSOH is read by media- 
men as v\ell as others in the agencv 
field. 

Having been uiaiuiger of broadcast 
media for C&W. 1 don't feel that you 
paid enough attention to that depart- 
ment. Newman McEvoy. media \ .p.. 
certainly belongs in any Hall of Fame 
among mcdiamen and. still compara- 
tivelv young, has attracted a verv 
strong group of buvers headetl bv Hill 
White. 



Since these are the gu\s who make 
the de< isions for us in the radio and 
tv businc-s, it would seem logical to 
tell us more about tliein tiian the fact 
that McKvoy "looked over the top of 
his glasses ' at the man from SPONSOft. 

F. ROBKKT HaL ER 
Ouner 

KDli, Santa Barbara 



That sior.\. ••AGF.NCY.VIAX— Tor a 
week," is wonderfub 

It's the best fre>li idea in trade pa- 
])er editorial coverage I've seen in a 
long time. 

Mv all meaiisi do more of it, 
Lou Fll.\NKEL 
Director oj Promotion 
WATF, iXeicark 



"AGi:.\CY.MAN -for a week"— the 
best article of its kind in too long! 

To a fflafl announcer far from Mad- 
ison A\enue, Mr. Sinclair's descrip- 
tions of agency operations were a 
iiiuch-iieeded insight into the mysteries 
of the men and organization behind 
the advertising copy 1 read and hear 
daily. Such article- should lead to a 
belter understanding among all mem- 
bers of the air media of the mechanics, 
of radio and tv advertising. 

Compliments to Mr. Sinclair for a 
masterpiece of writing. }li« personali- 
zation of the events took me right 
along with him on the "10-cent tour. " 

Jo.N Holiday 

Announcer 

AT//5, Uttle Rock 



.Several rounds of applause to vou 
for vour verv fine bit. '"AGEXCY- 
MAX — for a week." Charles Sinclair's 
comprehensive picture of the inside 
vsorkings of C&Ws radio-lv depart- 
ment is not only readable but an in- 
teresting study of advertising's role in 
the broadcasting iiuhistrv. 

We are not only indebted to spon- 
sor for making our lele\ ision opera- 
tion ])osisble by giving us a television 
camera, liut also for your nianv edu- 
cational articles which have served as 
a Bible for us in setting up our own 
tv operations. 

Andrew N. Vladimir 
Executive Prod ucer 
il'YBC ct- WYliC-TV 
) ale Broadcasting Co. 
Aejc Haven 
(Please turn to page 20) 
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SPONSOR 



A SALUTE to 

GENERAL FOODS 

ASCAP — The Thirty-five hundred members of the AMERICAN 
SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS, 
will long remember with pride and gratitude the evening of Sunday, 
March 28th, 1954. 

The hour and one-half televised tribute, so warmly deserved, to 
ASCAP members 

RODGERS & HAMMERSTEIN 

presented before a nation-wide audience, unprecedented in the an- 
nals of televised entertainment, performed a two-fold public service: 

As it channeled inspiration and enjoyment into the American home, 
it brought inspiration and resolution to fellow composers, authors 
and publishers of ASCAP to the end that our members will never 
rest their creative labors in their search to bring words and music into 
the homes of not only the 160,000,000 lives of our good people, but 
indeed the peoples of the world. If songs are ambassadors of good 
will — and they are — then Rodgers and Hammerstein are truly 
Ministers with Portfolios bulging with harmony for a troubled world. 

Understandably then, and with good reason, we salute GENERAL 
FOODS on its Twenty-fifth Anniversary, the ASCAP-Iicensed tele- 
casters who with miraculous perfection bore the enchanting artists 
into your presence, and above all RICHARD RODGERS and 
OSCAR HAMMERSTEIN II for their genius that through the 
years has so richly endowed the ASCAP repertory. 




AMERICAN 
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There's been 





[n one short year WBBM-TV has turned many a viewer's head . . . 
h-as become Chicago's first television attraction. 

Today WBBM-TV broadcasts 6 of the "top 10" shows during the day 
|. S of the "top 10" at night. The score a year ago was none of the 
"top 10" in the daytime . . . and only half of them at night. 

A.nd the switch is the same, any way you count heads*— 

in top-rated quarter-hours, with a WBBM-TV increase from 87 
to 195— a 62" 0 lead over the next station 
% in a WBBM-TV average audience now^ 27% greater than Station B 
^over twice as great as either Station C or Station D. 

^hoivmanship turns heads to WBBM-TV . . . can turn people to your 

.product. Let us show you how on Chicago's SJiow manship Television S^rt^/o» ^^^B B IVI "T 

CBS Television's Key Station in Chicago 




Because the Picture 
Has Changed in The 

SOUTH BEND- 
ELKHART MARKET 

* It's a brighter picture 

* A clearer picture 
-k A stronger picture 



NOW WHILE CHOICE AVAILABILITIES 
CAN STILL BE HAD-ASK YOUR 

H-R TELEVISION MAN 

for (aci% abouf 

WSJV-TV Channel 52 

ELKHART, INDIANA 
JOHN J. KEENAN, Commercial Manager 




FAST PROCESSING 

On Vlaich 2. W J \U-TV saluted 
Wudii-ot-kft. H. I., a- part of it< series. 
"Salute to tli<' (^itic-." 

I lie Mardi (Ira> jjarade \\lii( li was 
i< lii^lili^lit of the affair started at 6:37 
|).iii. lirilliaiit .'iO-seroiid and one- 
niinute flares were >et off I)} W'JAH- 
I \ caiiK i amen, turniiif; nijrlit into 
laAli<;lit to ^et snnieient illuininaticjii 
foi the film-. \\ hen the «iui< kl) pro- 
iv'-mhI film* were >liowii at 11:15 p.m. 
the -aine e\i-ninfi, \ iewers commented 
ni)oii the -iiarpiie<- and clarity of the 
films. 

To our knowledjie. this is the first 
time that flhiis illuminated 1>\ majr- 
ne>rnm llares were uiilized for imme- 
diate processing for television. We 
wonid like to know if an\ other sta- 
tion- in the country have done ain- 
thirii; -iinilai to our venture. 

JA^ lloFFKK 
Promotion Manaicer 
WiAR-TV 
Providence 



TOP HUDSON DEALER 

How to say "thank you'' for t-uch a 
wonderful story with such poor work- 
iiig material as yours truly is quite a 
job, believe me ["How tv made Jim 
Moran top Hudson dealer in the U.S.,' 
22 March 1954, page 44]. 

I just returned from my vacation 
and with business having taken quite 
a lull, your story was the pep talk that 
I needed to inoculate myself and I 
think I'll try and be the same gu} all 
over again that Joan Marks mentioned 
in SPONSOK. 

Ma) 1 simply thank you from the 
bottom of my heart not onl\ for the 
fine manner in which it was written 
and the nice things you said, hut for 
rejuvenating and igniting im si)ark to 
do new and greater things for the 
future. 

Ji.M MoluN 
President 

Courtesy Motor Sales 



Ch 



icac^o 



INFORMS INDUSTRY 

In the March 8 i>-ue of sponsor un- 
der the heading "Hadio Ke>ult.s'" [page 
70]. w(> saw the success storj of Fa- 
mous Hrand I'erfiime-. 

I,a>t )ear at this time we were ruii- 
ninir the same deal on \\ FRO. Fed- 



eral Home Products Corp., then heated 
at 49 E. 51 St., headed by the same 
Allen C. Kaye-Martin contracted with 
ns for station time for this perfume 
promotion. We never received pay- 
ment for the time, nor was the perfume 
mailed out to our listeners who or- 
dered it. The result was that WFHO 
finally reimbursed our listeners for the 
monies they had sent in for the per- 
fume. 

We notified the Postal authorities in 
.New York but what was finally done 
we cannot sa\. We do know, however,, 
that Federal Home Products suddenly 
moved from the above New York ad- 
dress and this is the last we have been 
able to learn of this Kaye-Martin 
character. 

We feel that the broadcasting indus» 
try should know of this deal so that 
they will not be victimized by this 
outfit. 

R. C. Force 
Managing Director 
WFRO 

Fremont, Ohio 



FOREMAN ON IDEAS 

1 read with interest Bob Foreman s 
article on "ideas ' in the recent issue 
of SPONSOK [30 jN'oveinber 1953, page 
10], This interest is coupled with m\ 
complete disagreement with his thesis 
— one that scorns an idea, per se. 

In my way of thinking he is build- 
ing a strong house without a founda- 
tion. All idea jjrovides the foundation 
ujion which a show may succeed or 
fail. \\ itliout the right idea, or to be 
-oiiiewliat academic, a point of view, 
the show or j)ersonality is doomed to 
oblivion. It is unfair to examine God- 
frey, / Love Lucy, or e\en Liberace 
and analyze the show concept to be 
nil without these successful personali- 
ties. Rather, let's start at their be- 
ginning. They had nutliiiig bu.t an 
idea for a show and it was upon this 
idea alone that the powers-to-be 
launched tliem. Public approval 
showed the iiuestiiient to he sound. 
The result is more products sold and 
new personalities "discovered. ' 

The success or failure of a show is-^ 
a cliain-actjoii proc-ess that stems from 
the initial idea for the show. The best 
direction, production and casting is 
useless without a sound basic idea. 

I^et me reinforce my stand with ait 
example from Hroadway, Bette Davis 
was signed by two producers; mone\ 
was easih raised; then, frantic weeks 
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According to FCC curves, WAVE-TV 
now effectively reaches 85.5% more 
square miles than previously . . . 
54.6% more people . • . 51.5% 
more Effective Buying Income — | 
gives you far greater coverage than 
any other TV station in this area! 



HEIGHT 

COUNTS MOST! 



WAVE-TV Delivers: 

66.7% GREATER COVERAGE AREA 

Ihan any other television station 
in Kentucky and Southern Indional 

36.1% GREATER CIRCULATION 

than ihe area's leading 

NEWSPAPER! 
761.0% GREATER CIRCULATION 

than the areo's leading 

NATIONAL MAGAZINE! 

WAVE-TV delivers a perfect picture to thou- 
sands of families who get satisfactory television 
reception from no other outlet. The reason is 
simple : 

wave-TV's tower is on top the high- 
est hill in this area — is acfually 525 
feef higher fhan Louisviffe's other 
VHF sfafion! 

WAVE-TV'S Channel Is 3 — the lowest 
in fhis area! 

WAVE-TV'S 100.000 watts of radiated 
power is the maximum permitted by 
the FCC for Channel 3 — is equiva- 
lenf to 600,000 waits from our old 
downtown tower, on Channel 5! 

Ask NBC Spot Sales for all the WAVE-TV facts. 
LOUISVILLE'S 

WAVE-TV 

FIRST IN KENTUCKY 

Affiliated with NBC, ABC, DUMONT 

NBC Spot Sales, Exclusive National Representatives 
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Chicago's Pioneer Station in Television 

WBKB 7 

CHANNEL m 



Now Scrvin<^ Ncarlv 

1750,000 

Set Owners 

with 

0 MORE LIVE. LOCAL ENTERTAINMENT THAN ANY OF ITS CHICAGO COMPETITORS — 

To name hut a few Fran Allison, Tommy Bartlett, Joe Ktrlly, Twn Tnn Baker, Claudf Kirctiner, 

Wayne Griffin, Tom Duggan, Danny O'Ncil. Tojiiiny Rifjps and Bfuiah Karncy 



0 MORE LIVE. LOCAL NEWSCASTS THAN ANY OF ITS CHICAGO COMPETITORS — 

42 on the present schedule all handled with a human, realistic and factual approach by two of Chicago's 
finest newscasters — Ulmer Turner (The Dean) and Austin Kiplinger, recently voted Chicago's top [bcwsnim 



0 MORE WELL KNOWN HLM PACKAGES THAN ANY OF ITS CHICAGO COMPETITORS — 

A few which provide tops in entertainment — Wild Bill Hickock, Annie Oakley, Mr. District Attorney, 
Cisco Kid, Superman, Waterfront, Candid Camera, Life of Riley, The Visitor ^nJ Racket Squad 



CHICAGO'S PIONEER TV STATION— and the second oldest in the entire 
nation — invites your queries. We, or Blair TV will tell you promptly 
how and where your dollar can best be invested 



WBKB 



Television 

20 North Wacker Drive, Chicago 6, 
ANdover 3-0800 

American liroadcasting Company 

Division of American IJroadcasling-Paramount Thealpr, Inc. 




Represented Nat'totmliy by 
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were spent searching for idoiis to pro- 
vide the vehicle for their star. I p to 
and through the Broadway run there 
never was complete hartnoin on the 
hasic ideas for the «how'. What finally 
happened is now history. Rack in 
1943 two fellows on Broadway had an 
idea for a show. This idea was pro- 
jected and integrated with excellent 
music, lyrics, staging and casting. The 
result was Oklahoma! 

I^et's not slight ideas. r_et s encour- 
age them because they really are worth 
more than the paper they are written 
on. I was speaking before a Midwest- 
ern College radio speech class several 
years ago. I eacouraged ideas as the 
life-blood of television and the ulti- 
hiate guarantee of higher standards in 
pTograming. Several months after the 
lecture I received an idea from one of 
the students. It was just an idea writ- 
ten in clumsy longhand. It could have 
gone into the wastebasket. but it didn't. 
Instead, eight months later, that idea, 
and that idea alone, raised $8,000 for 
the financing of an educational film 
that in one month has been sold to 
over 300 school systems! 

Alan Abel 

Producer 

Bell Productions 

New York 



RADIO SET SALES 

In the January 25 issue you pub- 
lished in your fine magazine an ex- 
cellent article titled, "Radio set sales 
lead tv by 69% in big tv markets" 
[page 30]. We have just received 
from you a reprint of the article. 

If it is possible we would like 10 
more reprints of the article as we con- 
sider it very valuable for our salesmen. 

Robert E. Krieger 
Publicity & Promotion 
WAAB, Worcester 

• Ten reprlnis of ihe arllcle, "Radio sot sales 
lead tv by 69% in markets," eost Se 

apieee. Quantity priees on reqae^t. 



vision hidustry which I am most inter- 
ested in and hope to entei- after dis- 
charge from service. 

Pleat^e renew ni\ suh.-^cription to 
si'OiNsOK for one vear and bill me. 

Your attention to change of ad- 
dresses has also been most (•«)niinen(l- 
able. In spite of many service trans- 
fers 1 have not missed an issue of 
sro^SOR. The immediate action in 
regard to these changes ha^ been 
appie< ,iated. 

lllCllAUD H. C<iVLE 
//</. & II q. Svc. Co. 
Saiidia Base 
Albuquerque 

FILM SECTION 

I read your 30-page film sec-tioii in 
the January 25 issue of SHONSoa [page 
51], and thought it very informative 
and quite well done. Enjojed it very 
much and am looking forward to youi 
next edition of same. 

Bob Marx 

Fihn Craft. Los Angeles 

OUTSTANDING FEATURES 

My copy of Volume 8 Number 6 I 22 
March 1954] is the most marked and 
cut up: monstrosity you ever sa\\\ 

One article after another contained 
new information or opinions with 
which I disagreed, or items that I 
aroused my intellectual curiosity and 
1 tore out for discussion. j 

You may wish to know specifically j 
which of your features were of out- 
standing interest to a tv salesman, so 
here are a few: 

1. Network spot carriers [page 10]. 

2. Bob Foreman [page 11]. 

3. How to test media [page 50]. 

4. 44,000 radio listeners [page 48]. 
Please enter my subscription for 

your All-^ledia Evaluation Study book. 
Roy Porteou.s 
Sales Supervisor, "T oday' 
iVBC TV. Aew York 



IMMEDIATE ACTION 

I was first introduced to sponsor 
while taking a program planning 
course at Northwestern University and 
found it very informative. 

Upon entering the Army for two 
years I took out a subscription to 
SPONSOR. I felt that it was one of the 
best sources by which to keep in touch 
with the aspects of the radio and tele- 



RADIO SALESMEN , 

I think your article. "Why don't ra- 
dio salesmen ever come to sell me? ' 
[22 February 1954. page 35], is a i 
very sad indictment of the radio busi- ^ 
ness but a verv accurate description. 

F. A. Watkins Jr. j 
Assistant Manager 
KWKH, Shreveport 

(Please turn to page 115) 




TALK IS CHEAP 

(but RESULTS are beeg!) 

when you advertise your product over 
KIFN . . . Arizona's only full-time 
Spanish-language station! 

Si, senor . . if costs surprisingiy leetle fo 
fell your sales story fo Arizona's 85.000 
Spanish-speaking people! But the results . . . 
ah, amigo, the results will warm your heart 



Ask cotfee-man Senor 
Folger, who sold 708 
pounds of coffee fo Phoe- 
nicians from just 27 spots 
on KIFN' Ask Moe's Food 
Fair, which sold 2500 
pounds of pinto beans 
(along with other adver- 
tised items) in one week- 
end' Or ask the very 
pleased boss-man of 
Qualify Furniture who re- 
ceived 220 letters from 
P'ospecfivc customers, 
from a single musical quiz 
program on KIFN ! 



Ah, yes, amigo the 
KIFN audience listens 
and buvs! $20,000,000 
was spent by Spanish- 
speaking Arizonans for 
goods and services last 
year! If YOU want to sell 
this rich market, you're 
wise to speak its lan- 
guage! IWe translate your 
message into Spanish for 
free broadcast it over 
KIFN for a minimum 
charge. (Compare and 
see!) 

ASK THESE YANOUIS ABOUT KIFN! 

NATIONAL TIME HARLAN G CAKES 

SALES AND ASSOCIATES 
17 E 42nd St 672 Lafayeile 

New York, Park Place 

New York Loi Angelei, Calif, 




860 Kilocycles* 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



like tequila! 
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MONTREAL IS BIG! 

Retail Sales in 1952 for 
Montreal Island alone 
were $1,503,743,000. 





CFCF SELLS ^EM!* 

In 1953, 278 individual 
local accounts got sales 
results from CFCF. 

you can't fool a cash 
register. 




MONTREAL 



IN U,8 - WEED 
IN CANADA-ALL CANADA 





U^ifficiiii Enylehtirt 

Director of Advertising and Merchandising 
Delaware, Lackawanna & Western Coal Co., New Yorit 



'1 lip oiiK performances thai former raflio tin<;er Hill En<rleharl put? 
on llioe (la\ s is on hi? ( ircuils lo llie 'blue coal' dealers to explain 
Delaware, Lackawanna i> Western Coal Co. s adverli.^ing projirains. 

Sponsors of The Shadow on MBS for o\er 20 jears. "blue coal' 
turned 1<» spot radio in 195!. In lUoS some -oO^i of the firm'* SI 
Miillion ad hudgct went into radio announcement schedules and 
(|ui(kie projirams, the other half into newspaper-^, anrl other nieflia. 
Engleliart expects that ihi' ratio co\erat:e will maintain for his 
estimated ST.iO.OOO hudget in 19.54. (The hudget drop refletts the 
prohlems in tlie anthracite industry, which is bein<: hard ?(]uee/ed 



|)\ (III and }ias competition. 



"Our aim. of course, is to ha\ e consumers bu\ "hlue coal all \ear 
long.'' he told SPONSOR, leafing through an elaborate 'blue coal" ad- 
vertising presentation for dealer.'* and pointing to the various "blue 
coal themes. 

'■\\ e"ie on radio \ car-Vound." he added. "In winter it s just 
straiglit-scll <op\, but in spring and summer we strc?s long-term 



1)11(1 



;et plan^ 



aiifl ecoiionn . 
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To illustrate his point. Englchart pla\cd a taped recording of a 
musical 'blue coal' -pring commercial. r'Aufi the next \oice that 
\ ou bear will not be mine," he warned. I 

.'\ duel sang: ""Ju^l |jick up the phone. 

Girls \ oice aw filter: 'Aunibei, please. 

1 he duel again: "Tell xour 'blue coal' man 

" To start \ ou on the "blue coal" budg(M plan! 

Such mu>i(al jiiigle> followed h\ -15 m-coiuIs of hard-sell annouiice- 
nieiit> and a K)-se<()iid dealer tag one or two limes daib arc the 
niainstax of blue coal's" radio aclixit) lodav. In 1953 'blue coal" 
aiiiiouiiceiiieiits were heard on 1<)2 dilTercnl programs in clo e to 
150 ( ities of l'!a>tern and Midwe>terii I .S. A., through SSCH. 'blue 
coal s" agency. 

llard-s^dl adxerlising to the lower-income groups, who are the best 
( u>tomer>. has maintained "blue coal s' sales at o\er S80 million 
annual turnover thai is. "lihie coal' arcounts for 27^f of autiira- 
cile fuel iii(lu.»lr\ crvnsumer sales. 

l)(i('> Kiigleharl heal hi^ Sciirsdale lioine willi 'blue eoal''.' -'Well 
. . . he lic?ilated. "Don't tell aii\ one. but we ii\e in an apartment. 

★ ★ * 
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ss, 17437 Omira Ave., Detroit 
n hand, as did scores of viewers, 
inspired by the inauguration of 

WJBK-TV's new 1,057 foot tower 

and 100,000 watt power: 



" . . . Channel 2 is our favorite channel. We keep it on most of 
the time. I find it is always kept so clean and nice, always proud to 
turn it on for friends or children. Again, congratulations on the new 
tower. May it bring many years of success and happiness to you and 
all concerned. I am only one of the 100% of Detroit people who will 
say thanks a million.'' 



Kapresantad NathnoUy 
by me KATZ AGEN 




ional Sales Director. TOM MARKER, 118 E. 57th, New York 22, ELDORADO 5-7690 





Summer time in radio is iiigii time for selling. 
Higher than you realize, maybe. And highest of all at Mutual. 

Mutual is the only network with a higher share of audience m the summer than in 
the winter— 12% higher, according to Nielsen (July-Sept vs. Jan-Mar, '53). 

I 

I 

And Mutual is the network with highest gains in summer billings— 25% higher, '53 vs. '52. 

To sum up the summer evidence in a sentence. Mister PLUS is now 
ready to kite his clients' sales all over the map, all summer 
long— with far more stations, closer to people wherever they go. 



May we ask where you plan to spend the summer? 



THE MUTUAL*BROADCASTING SYSTEM 

NEW YORK . . . LO 4-8000: CHICAGO . . . U'H 4-5060; LOS ANGELES . , . HO 2-2133 



3 OVER 4 



three more reasons 
why sales results 
are better on 4... 




FRANDSEN'S FEATURES 

with Sales-Showman 
Tom Frandsen and 
Feature Films 1-2:15 P.M. 




KEY to the KITCHEN 

with Sales-Showman 
Mike Roy and the 
"Dream Kitchen" 2:30-3 P.M. 




McELROY at SUNSET 

with Soles-Showman 
Jock McElroy at 
Sunset & Vine 6-6:45 P.M. 

PARTICIPATION 
PROGRAMS 

Monday thru Friday 
KNBH-4, HOLLYWOOD 
NBC Spot Soles 



iVc'ic tlevelopnients on SPOI\SOH stories 

''Aiildiiiciliilc* (III llic air" 
"Iraniraticjii racliu i>iil'< llic ra//l»'- 
«Ja/.zJo ill F«»rd »>n«'-<Iay ^a^«■^'' 

16 .No\«'nilM'r 19.>,i, pag»' IH 
19 O« iol„ r 19.>:i, iKiRv iO 

AnlomoMIc- nninufaruirer: and, 

dca'tT' arc u^i^^{^ more- radio. Iv 

\-i M'ON.soH wf'iit to |)rp>* O'Mcara .Molor>. a Ford dealer in 
Hartford. Comi.. \\a> hrai iiij! il>clf for a liea\ \ t ru-li of c•u^lolllers. 
llie •■oiiipaiu was ju>l -lartiii<i an eijilil-dax «aluralioii aiiiiouiife- 
iii(>iit caiiipaifi!!! on W'DKC. Hartford, runninji 30 aiiiiouiR-eineiits oil 
\\t»('k(hi\.-. 20 on ."^unda) a total of 230. La.-t f:dl O'.Meara houglit 
100 ainionntcnients durinjr one week and <(t\(\ 1.000 car>. made about 
fi.OOO appraisal*. That sold the coniparn un using radio. 

(J'iMcara i>n t tli? ordx dealer lo he ninnin<r a hea\ \ air campaign, 
however. Ml over the eountrx dealers are bu\ ing radio and l\ lime,: 
loda\ the l>ig dealer wlio doesn t u>e air media is getting to be an 
e\( ('|)ti()U. 

Mntual s eo-op program department reports that of 1.47.5 local 
adxerti>ers cnnentK buying co-op shows, about 265 are auto dealers. 
\iid during la>t \ ear's Came of the Day series. f)30 automobile 
dealers bought eo-op time on the local le\el (there were i.OOO adver- 
tisers in all using Came of the f)ay \ . Sales this year indicate that 
just as many, if not more, dealers will be buying into ijie <o-op 
baseball series MBS sa\s. 

Mow many other local dealers are buying time on local radio and 
l\ stations ae ro>s the country is problematical. 1 he local dealers, 
have a strong precedent to follow, however: F\ery major auto 
manufacturer has upped its radio and tv budget in the past year. 
A> a group auto nicnnfacturers spent nearly SI million more iii 
January of this year compared to January 1953 for network lime 
alone. It breaks down like this: In January 1954 auto firms spent 
$2,270,074 on network tv lit was $1,511,095 in January '531; they 
s|)ent S771.578 on network radio this \ear during January (and 
S59u.l07 a year ago!. Total Januar\ .54 network air budgets, 
according to I'ubli.-hers Information Bureau: .S3.041.()52 (compared 
with $2,109,202 for Jaimar\ '53's network buys). Leading the 
network time bin 5 in both radio and tv is (General Mu'.ors. whl'li in 
January inve?ted S221.623 in radio and $o93.277 in arcording: 
to PIB (whose figures include no talent costst. 

C?eneral Motors hasn t signed for anv new network yliows in recent^ 
\veek> but its Buick Di\. has bought a \ ariet\ of rad'o network ^how< 
on a ""on-^hot"" ba>i,-. Buick bought shows on ABC. CBS and NBC 
during the first week of January and picked up a one-jhot NBC 
Radio new> show 31 March. Chevrolet Dealer? of \merica ha* been 
using participation? on MBS' "Multi-Message" plan since mid- 
February and the Salt Lake Citv Chevrolet Dealers \s>n. ha* been 
.-|)on-oring news program? on the Inlermountain Network's 31 
stations .-ince last November. The Old-mobile Di\. of CM renewed 
Douglas F^du anls u illi the \eu s on CBS T\ . And GM renewed 1 onr 
Land & Mine featuring Henry J. Taylor on \BC Had"(» for all its 
privdncts. 

F\ erv automobile division of General Motors ha? used some fpot 
radio and the divi-ion* have al>o u*ed spot tv s'nce the first of the 
vear. priiK ipallv in introducing new models. I^\ en Cadillac bought 
announcement- in 300 markets during Februarv . 

Ford Motor Co. re<-eiitl\ bought the FdwnrtI IL Murrow new* 
show on about 100 CBS Radio \\ c?tern and "-'outhwe-tern stations; 
lieforc |)icking ti|) the Murrow jjrc grrni- Fo'd wa* a heavv spot 
n-er. had a ver\ hea\ y ?pot campaign eiirlv t!i'* vear oji luindr"d< 
of -lation-. * ★ * 
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YOU MiGUT HUfE 41S.1 WliXiXKKS IN A YEAH* - 

BUT 



<m m 



PULSE REPORT— 100% YARDSTICK 
KALAMAZOO TRADING AREA — FEBRUARY, 1953 
MONDAY-FRIDAY 





5 a.m.-l2 noon 


12 noon-6 p.m. 
59% 


6 p.m. -midnight ; 


WKZO 


59% (a) 


4?% 


B 


21 


14 


23 


C 


5 (a) 


4 


6 


D 


4 


4 


4 


E 


3 


4 


7 


MISC. 


9 


14 


12 



(a) Does not broadcast for complete six-hour period and the 
share of audience is unadjusted for this situation. 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJ£F — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN— LINCOLN, NEBRASKA 
KOLN-TV — LINCOLN, NEBRASKA 

Associdted with 
WMBD — PEORIA. ILLINOIS 



WKZO RADIO 
ALWAYS WINS 
IN WESTERN MICHIGAN! 

WKZO. Kalamazoo, is (lefiiiilel) \Ve5len1 Miciiigairs- top 
radio morning, afternoon and night. V\A^c figure*, 

left, prove it. On a qiiarlcr-hoiir. 52-tiiiie i'a-i-. for example. 
WKZO gels: 

181.0% more morning listeners and 321.4% more 
afternoon listeners than Station B (and for only 35.3% 
more money!) 

Xieisen figures tell inueli tlie ?ame audience story. Tliey 
j-iiow that WKZO gets 177.7'r more average daily da)- 
time families than Station K! 

Ask Averv-Knodel for all the facts. 




CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery- Kiiodel, Inc., Exclusive National Representatives 

*This American record uas set in 1953 by fTillie Shoemaker. 
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prize '^package^^ at a down-to-earth price 



THK IM.AYIfOUSH is 52 star-studded dramas from 
the second "Schlitz Playlwuse of Stars" series . . . 
first-run in over 150 markets (second-run in all 
others) . . . whicli you can call your own at a 
fraction of their original cost. 

Strictly top-drawer stars like Broderick Craw- 
ford, Vincent Price, Ann Sheridan, Ronald Reagan, 
Edward Arnold, Joan Caulfielcl, among others. 



Scripts, too, are topnotch, include famous t^les by 
such writers as F. Scott Fitzgerald and Somerset 
Maugham. 

You couldn't duplicate this array of talent for 
many times the price. And think of the promotions 
you can build around names Hke these! Reserve 
the market you want . , . call one of these offices 
right away. 



ABC FILM SYNDICATION, INC. 



In NEW YORK: Don I. Kearnv 7 W 66'^^ S'reel SU 7-5000 

In CHICAGO: John Burns, 20 North Wacior Drive, ANdover 3-0800 

In HOUYWOOD Bill Oark, 1539 North Vine St., HOUvwood 2-314! 
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HE NEW 



hy Alfred J. Jaffe 



Jfsniio is changing rijiiit nuclei the a(l\ cr tiser's nose. 

The change is so revohitionar\ \, ouM he justified in 
duhhing present-day am l)roa(lcasting the Ne\\ Radio. 

This is not a rai)idly IjoiUng, explosix e-laden fernient. 
The change in many ways is a <iuiet one. To those <l(jse 
to radio the medium may seem to be luudly moving at all. 
Like watching the hour hand on a clock, we jiotice niovc- 
nient only when we tUr!i away for a while. 

The change does not mean that radio is being turiietl 
inside out. from stem to stern. Radio is too big to be con- 
fined to one mold. If you look about \ on. \ou can even 
spot contrary trends. Nevertheless it is clear that the 
emerging New Radio, though it ma\ not he fulh formed, 
is destined to have permanent efJects. 

Many active radio clients know what is going on. of 
Course. Tbe\' can hardly avoid knowing, being part of tlie 
change themselves. But they are som<'time> amazed, when 



the\ look back and \'u-\\ radio's development in perspe^> 
ti\e, to see how far it has come. Aiherti-ers who don't 
use radio are oidy dimb aware of what"> hajjpening to am 
broadcasting and inan\ who do are surprisingly numU 
toward the uphea\al and the effects it will have on selling. 
Radio clients who ha\en"l gotten nuuh out of the medium 
might well ask tlicmsches if tlu'\ uiulersland how to bu\ 
radio circa 1954. 

It may sonncl >t range to ?a\ so. but these ( lianges are 
not something that started recently. While tv has given a 
fillip to the alterations going on. the seeds for the \ew 
Radio were planJed e\en before the t\: tube got a foothold 
in the consumer s li\ ing room. 

The future? The end to these cdianges i> not \et hi're. 
It is not c\cn in sight. 

Ob\iousl\. an understanding of what is hajjpening to 
radio and the direction in which it i- traveling is e>>entlal 



P 

i 



Here is what the New Radio means. Here's how it is evolving 



1 



The New l-Jadio ]iai> beeoine tlio coui^taiil (•oiii})aiii()ii of tlie listener. I5ecaiise it 
is evei-ywiiere, it is easy to tui'u on. Because it is easy to tiini on, it is. 
more and more. tunuMlon wlieii tlie listtmer is doing sometliin^x else. Tlie busy 
listener Jias dcn-elojjed an ability to absorb radi() sound with bis "third oar." 



•0. 



2 



Use of the New liadio as ))aekgroimd to other activities has centered interest 
' on the psychology of divided-attention listening. It is knowir the listener 

can renienil)er a c(»nnnercial even if he doesn't focus his ear on it. P>iit there 
i is a dispute about whether the loud or .'^^ft connnercial is the l)est api)roacb. 



i 

I 



3 



1 To adapt radio to changing listening habits, new program thinking on the webs 
leans toward the low key, intimate approach. This is not new to radio since 

{ local outlets began mining this lode l)efore tv. But the webs are seeking to 
create new forms suited to their stature. "Manpiee" value is ouo suggestion. 



4 



The New Radio has created a slow but steady interest in buying circulation, 
that is, reaching as many different homes as possible at h)west possible cost. 
Spot carriers are one way this is done. S])onsors also scatter shots on the 
webs tlieir own wav. Nielsen's Audinreter shows tiiem unduplicated audience 
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Housewife tuning in kitchen radio typifies two characteristics of the New Radio: 
(t) listening white doing something else and (2) spread of sets outside living room 



to tlic a(l\eiti-('r if \w\ ^oiii^ lo ^cl 
liis tlctllar".-; worlli out of it. lO lielp 
liim orient himself. si'oNsnu takos a 
carcfiil look at the New Kadio fioiii 
both >i(l('- of tilt' >ct lo -^co ( I I how 
kiiouledgfahle sponsors ha\e l>ccu 
fliangiiij; their u>age and (2| how tlic 
listeners ha\e changed their listening. 

Here are tlie highlights of the New 
Kadio : 

1. The New Kadio i> warm, coni- 
forting. friendly. roz\ . It is alwa_\s ot) 
hand. It i« uhi<|uitous. oniiii|)re?ent» 
It i> ever\ where. It is sheer down-to- 
earth circulation. Here's what it is 
not: It is no longer glamorous. That 
fuiK tion ha5 heen taken ov er hy \ ideo. 
The New Radio lias shed the more 
flandiovant garh of show business. 

2. Since radio is ever\uiiere the 
New Listener has oid\ to reach out hi> 
hand to switch it on — no matter where 
he is or what he is doing. Since he lis- 
tens more and more while doing some- 
thing el-e. he does not alwa\s |)a\ rapt 
attention to the New Radio, lie (or 
she) has develo|)ed an amazing facil- 
ity for absorbing sound while driving 
a car. cleaning a house, making a book- 
case. |)laving on the beach, doing 
scliool homework. (The human ani- 
mal, chologist.; think, can even li<- 
t( II and learn while asleej). I 

?i. In kcc|)ing with the interest in 
sheer circulation, and also to kec|) 



riUS II K ridBIT l Olt 

We fight to convince the advertiser 
that radio has a place in the American 
home today which neither television nor 
any other medium can usurp; that there 
is a secure place for tv as well. Indeed, 
we firmly believe thai every honest 
medium has a firm niche In the rapidly 
expanding advertising flrmarrienf. 



thcm>el\es -.olveiit. the networks have 
been olleiing a continuing varietv of 
new sales rlev ice-. Spot carriers are 
the jjrime example. For low-co-t cir- 
( ulation. main admen feel thev fill 
the bill. Most of these offer audience 
(lisj)ersion through "horizontal ' pur- 
(■hase> that i-. the advertiser buvs the 
"iaiiie time of dav or night on difTerenI 
davh of the week. "^ BC Radio's Three 
I'lan marks the emergence of a s|>ot 
carrier plan with "vertical" audience 



ci-persion Here. lUo advertiser can 
bin annoiinceinent- morning, after- 
noon and evening, fn addition lo -pot 
carrier-. adverli>er- are learning to 
-cattci -hots ill their own way. l-^x- 
ample- are S. C. Johii-oii and :l,o.n- 
fiine- -W itinaucr. 

4. In tune with the New Listener 
there i- a noticeable trend toward low 
kev. |)er>oiial programing. W hile this 
a|J|)roarli actnallv pre-date- tv. with 
its begimiing- in local ])rograiniiig. the 
network- are beginning lo create f(jrms 
>uited to their -tature a: d l(j chain 
l)roadca^ting. This trend ha.' barelv 
I egun but it is bound lo, con'ti'iiue.. It 
means, in part, longer shows, a j)ot- 
jjonrri format. It will seek to cater lo 
low-level listening with scattered peaks 
of high intere-t. 

To take the last higblighl first: 

One of the best examples of the new- 
programing is the format for next sea- 
son's Edgar Bergen show, which will 
be sponsored bv Kraft, via J. Walter 
Thompson. The CBS Radio personal- 
ity will remain on Suiidav nights hut 
the show will be expanded to an hour. 

The new Kdgar Bergen will be com- 
mentator, interviewer, jdiilosopher and 
wit rolled uo into one. He will discuss 



Emerging trend is long, departmen+al'ied show which caters to "third ear" listening 
with peaks of high attention. Below: Merrill Mueller of NBC Radio's "Weekend" 
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Effort to find proper niche for radio network programs has led to a new, in^ima^e 
format for Edgar Bergen next season. One-hour CBS show will be sponsored by Kraft 



Status report 

lllllllllllllllllllllllll 

iiiipoi Unit aiidicrK I' -c^irrciil^ l)\ ^Irf*-- 
iii^ ;ij)|)c;rl. Hadio lia* a uoridci- 

fiil tiiiiil \ to liipliii'c tile kind of 

[•coplc who like ^ioiid lalk, fiood plav*, 
Jiood inii-ic, caicfiil and i omplcic anal- 
of |)cditii-al Itciid-. \ jiond pail of 
jiimip i> \\i'altlr\ find would lie a 
w oiiliw liilc a lit! it' lice for iiiaii\ £id\iT- 
li'*cis. 'Ilic piirtlia>iii^' power of (lie 
al)o\ e-SlO.OnO <j:ioup lia- incna-cd 
(|iiit(; a bit since lire 20-. ('\ en when 
\ oil pill ihis pniflia-ing power in lerins 
of I9.il df.llars.'' 

\\ liile spec ialized pro^zrani i n*; lia- in- 
( reaped on radio, neither the l)road- 
castinj: iiuhj>lr\ nor its clients, taken 
a:< a uliole. uoidd like to see the kind 
of l)road eflort sii;rgcsted al)o\e. Ha- 
dio. to them, is a mass circiilaiioii iiie- 
diinii and the\ would not like to see 
audicuco sli\ers re])laec llie pre-ent 
li-teners. 

An important element in the new: 
pro<irani trend is the long «how. \I)C 
Ivadio has surged forward in this di- 
rection recent!) with The liiti I'le- 
\ /'lease turn to page 1 H I 



all kinds of subjfX'ts, be they about 
politics, sports, entertainment, fashions 
or growing old. There will be guests 
(but no studio audience in the accept- 
ed sense of the term I and there w ill 
be musical recordings. There will alscj 
he humor and Charlie McCarthy. 

This blend of good talk. Bergen's 
personality, wit and wisdom will come 
over the radio on a low-key level with- 
out attempting to demand 100% atten- 
tion from the audience. The client and 
agency want a relaxing show and 
though they want to take the grim- 
ness out of talk about public affairs 
there will be no effort to get a laugh 
with every line. The show" will be live, 
except for music, and will originate in 
Washington, where Bergen is practic- 
ing being a reporter right now. 

While undoubtedly an off-beat show, 
the new Bergen program actually con- 
tains many familiar elements. It is the 
way they are combined that makes the 
program different. And it has what 
Alfred L. Hollender, radio-tv director 
of Grey Advertising, calls "marquee 
valine." Hollender used the term in 



telling sroNSOK some of his ideas on 
network radio programing: 

'"Some of the independents.'" he said. 
*'liave cracketl right through the net- 
work shows with top ratings for disk 
jockeys and similar types of shows. 
Why should network radio have difTi- 
culties? Networks are just strings of 
local stations. The answer is the in- 
dependents are successful because ihej 
are catering to the new t\pe of listen- 
ing, which is not always attentive. 

■'The networks can learn from this, 
not by putting on the same kind of 
shows the indepeiideirts have but by 
taking a leaf from the independents 
book and adding marquee value, such 
as top names." 

While most suggestions for revamp- 
ing radio programing, both local and 
network, urge an appeal to America in 
the mass, there is one group that feels 
radio's salvation lies in appealing to 
the sophisticates, the literate and/or 
the wealthy. 

One spokesman for this group, a 
man close to the broadcast scene, said: 
"The movies and television have lost 



Shonltl rntUo proyraiu 
for ihv "■third t'av?' 

Tlie growing stress on program 
iiig to tlie (iivifled atti'iitioii lis 
teuer evoked this reaction from 
Oordou Grey, Goueral Telcradio 
v'iec president in idrarge of \V()U, 
Now Vork: " Wiiilc we agree 
that the listener can enjoy radio 
while doing something else, 
we, along with a sizable nnniher 
of other stations thronghoiit the 
country, don't jnst invite onr 
listeners to lie Imck, relax and 
half listen. We coniniancl, and 
get, the full attention of onr 
audienee. We believe that radio 
can do its best job when that 
kind of ai)proaeh is used. Too 
much emphasis on divided at 
tention inay do more harm 
than sood." 
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Nescafe, No. Two or Three 
among instant coffees, 
represents 60% of Nes- 
cafe sales at the present. 



all FOUR air media 

r 

M:ijor porfioii oi' 88 iiiillioii 1954 hiid^'of for IVestle food 
lino will ^'o into network Fiuiio. (v. .spot riMlio, iv 



iiiiiiiu !" sius Don Cad), 
Ncsllo Co.'s \.|). in oliarge of adver- 
ti^^in^, iisiiiji llic familial |)lira>p of 
Np^cafp lo|j lelpvisioii salr>iilaii. 
Jackie (iloasctii. 

"■liislaiil foffpc .■•ale> to coii-iimcr> 
\Ncic {50'v liijilior ill Jaiiiiar\ -Fchniai) 
19.5-1 llinii (liiriiifi tlictse l\N<i monlli* in 
19.i3." 

\n(l AoMafo liistaiil ColTee. out" of 
llie lo|» lliroo instant <'olTee5. lia* sliown 
>alc> in: ica (S j)i opttrtioiiatc" to the iii- 
(luslr) .s loap. Since Nescafe i> respon- 
-il)le for a .si'oNsoK-estlniated (>t>'"^ of 
Nestle Co. s total i-ale-. its risiii<: '-ales 
curve is |)articularl\ significant for the 
foo<i products coiiipsin. 



Nestle Co.. known liiainK for it- 
cliocolate products and Nescafe, ein- 
harked on a project of major di\ersifi- 
catioii in the fo(»d line ?oinc fi\e years 
ago. I liou<ili not fienerally associated 
with the ninlti-product |]ackafie food 
jriants like (w-neral Foods, Nestle (^o. 
has expanded its line to iiu lnde siu h 
products as package soups, cookie 
mixes, package gravy, package .^auce. 
food flavoring additive-, among others. 
Radio ciul telp\ ision are plac ing a 



case history 



large role in the conipaiu's expansion 
and .Nestle is using more air advertis- 
ing than at an\ other time in its entire 
liistor\ . 

\(cording to Tea & Coffee Trade 
Journal, Nescafe ranks close behind 
General Foods" Maxwell House instant 
Coffee, is neck-and-neck with Horden s 
Instant Coffee. Nestle s chocolate bars 
rank second behind Hersliey"s. its 
agreed in the chocolate business. Nes- 
tle soU])s, sauce and gravy were added 
to tlie Nestle line within the past year, 
cannot \et be compared with more es- 
tablished brands. Nestle in-tant cocoas. 
ho\\e\er. dominate the instant cocoa 
market without a doubt. 



Nescafe spent $2 million in 1953-4 for network tv show with mer- 
chandisable star Gleason (in barber chair below) plugging Nescafe 



Integrated commercials, like chocolate products pitch on "Space 
Patrol" (bel ow), gives Nestle show identification, hero endorsement 




liweiit trends in \psllc advert isiiij;, 
«xpenilitures indicate that tlie coni- 
pan) has shifte<l into liigli gear for tlio 
1954 race, sponsor estimates i\cstle's 
totaJ 1953 adverlisino s|)en(ling at 
close to $G niilhon, witli an eihrcated 
guesrliinate of So million for |)r()jectrd 
1954 advertising ex|)cnditures. 

\estle products are advertised in- 
dividually and l)\ hrand. There's no 
institutional advertising for the com- 
pany name. Arid Nestle |jroducts are 
divided among four agencies: (I) 
Sherman & Marquette. i\e\v York, for 
Nescafe and Nestle Instant Coflee; 
1 2) Cecil c^* Presbrey, New York, for 
Nestle Chocolate Bars. EverKead) Co- 
coa, Nestle's Quik. iSe-tle Semi-Svveet 
Chocolate Morsels, Nestle's Cookie 
Mix, Nestle Brown Gravy, Nestle White 
Sauce; (31 Dancer-Fitzgerald-Sample, 
New \ ork, for Nestea, Nestle Soups, 
Maggi Bouillon Cubes, Uecaf; (4) 
Maison, Chicago, for Nestle hulk prod- 
ucts for institutional use I chocolate 
coatings for cand) manufacturers, 
syrups for soda fountain distribution). 

The major portion of Nestle Co.'s 
advertising budget is allocated to Nes- 
cafe, one of the pioneers in the instant 
coflee industry. Introduced in 1937, 
Nescafe made slow but sure gains dur- 
ing the late Thirtie- and earl) Forties 
while it was relatively lone wolf in the 
new coffee-extract field. World War II, 
however, had conditioned servicemen 
(compliments of the U.S. Government) 
to food concentrates and instant cof- 
fee. It was at this time that most major 
food companies jumped on the instant 
coffee band wagon. Hard-hitting ad- 
vertising of instant coffee by man\ 
brands inflated the post-war baby to 
gigantic size. (For round-up of in- 
stant coflee industrv see SPONSOR, 5 
May 1952.1 

Nescafe's experience shows that a 
pioneer product needs a long time to 
convert consumer taste. However, once 
there are several different brands on 
the market, backed b\ heavy advertis- 
ing, sales for the pioneer product are 
carried along by the momentum gen- 
erated from the increased adxertising. 

The following factors contributed to 
Nescafe's continuing rise today: 

1. The instant coffee industr) has 
grown 30% a year over the past eight 
years. Today one out of every three 
cups of coffee consumed in American 
homes is made from instant coffee. 
Nestle executives forecast that within 
fiv* years 50T of the coffee consumed 



iir the L.S. will he instant cnlTee, iSa\- 
Ncstlc's Don Cad) : "My teen-age chil- 
dren will inobahl} ncxer s(|ii('e/e an 
orange or brew a cn|) of colTce." I 

2. The sudden and substantial |)i icc 
hikes of regular i'ollee came as a wind- 
fall to the instant coflee indnsir) in 
winter i953-'51, bringing about a huge 
number of con\ crsions among consniii- 
ers. Instant coffees have been raising 
their jirices too, but. Lx'cause of their 
method of pro<essing and extiacttng 
the maximum from the l)ean coffee 
the) use, the\ <ontinue to be |)ro|)oi- 
tionatel) cheaper than the regular 
brands. On the a\('rage, a jar of in- 
stant coffee ( which produces the same 
immber of cu])s of coffee as one |)onnd 
of regular coffee I is 3f)c cheaper than 
one pound of regular < offee. 

3. Nescafe's revamped and hard- 
?ell advertising in all media maiiilained 
Nescafe's ranking among the top three 
in this heav) -spending industr). I SPON- 
SOR estimates that this budget break;- 
down as follows: 50'/ network t\ , 
20'^f spot radio. 5'( s|)ot t\ , 25'v 
print.) 

The most significant pattern to be 
found in Nesf'afe's ad\ertising strategy 
during the past two )ears has been the 
stress upon high-priced tv vehicles with 
meixhandisable personalities as back- 
bone of the brand s over-all advertis- 
ing effort. 

Before 1950 Nescafe (through Sher- 
man & Marquette) ad\ertised princi- 
pally through magazines and newspa- 
pers, although this soluble coffee had 
sponsored two network radio >hows in 
the late Thirties and early Forties. 

The tv debut came in 1950 with 
Take a Chance, NBC TV. Sunday e\e- 
iiiiigs, starring Don Amecfie. Time 
co.st alone per show was clo?e to $05.- 
000. Nescafe quit the show after a 
13-week run because of inadecjuale re- 
turns for its investment. 

In September 1952 Nescafe bought 
into The Kate Smith Show, NBC T\ . 
Wednesdays 4:30-4:45 p.m.. for a 26- 
week run. To gel each penny's worth 
out of this $91,000 prodirclion-onh ex- 
penditure. Nescafe ran two separate 
contests on the air — one for consum- 
ers, one aimed at dealers. 

The consumer contest tied in with 
the British Coronation, and ran in 
February and March 1953. Contestants 
were asked to \yrite a 25-word state- 
ment on why they like Nescafe. Ten 
winners, with a guest each, \yere flown 
{Please turn to page 130) 



6!EU/ NESCAFE COFFEE 

STAGES BIGGEST SPOT PROMOTION 
IN RADIO HISTORY ON 
STATION WNEW! 

• C New York's Favonte Station 

,ouJ » "'" ^^'"^ 
^l^'^jr^JIT^ Top-Rating Shows Do Greatest 



NESCAFE 

Selling Job Ever ! 




■■■■•■:sr- 



A SALES BOOSTING PREMIUM 
KIDS WILL REALLY GO FOR! 




PIENTY Of 
OfS»U 




Nestle keeps dealers informed of air advertis- 
ing strategy with dealer mailings (pictured 
above); provides them with in-siore displays 




Sostle itrt's.. tid vp svt air hitdfirt 

Nestll President Hans J. Wolflisberg (left), 
previously with Manila and Sinoaoore Nestle 
concerns, stresses brand rather than institu- 
tional advertising. Ad Manage.- Dot Cady 
coordinates Nestle strategy with six a e's 
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Meiinen's formula: sell 
'em while they're shaving 

Ifiivst filiie (II sell <i mail sliaviii^' acfossiyricvs is when liis iiiiiifl 
is <»ii sli.iviii^'. That's why Moiiiieii uses a heavy e.irly-iiioriiiug 

spot ra<li<> selie<liile on 90 (<> 125 st.itioiis in )S5 to 90 markets 



whether it's a radio announcement 
(see typical copy at top of opposite 
page) or a tv commercial featuring 
this girl, Mennen bases part of its 
message on sex appeal. Deodorant 
and lotion get bullc of radio budget 




Ity /■'. Kvith Trnntnw 

an \ou .*ell >()riielliirrjr lo a <iu\ 
hcfore lie eats breakfast? 

The .Mennen Co. Aoes. 

E\en hefore the «un is up Mennen 
luis sold a |)iell\ l)ig chunk of its 
(la\"s piodurlion of men s toiletries — 
])iinci|Kill\ afl^r-^ha\e lolion and de- 
odoranl, 

i lie\ are oid\ two of the coniiJan) s 
line of a dozen rnenV |)rodu< ts but they 
make up a big part of Mermen s sale>. 

Meinren does it> |jredir eakfa>t ?ell- 
ing with earK -morning radio, as do an 
mcreasnig number of clients nowa- 
da\?. I?ut don't think Mennen is just 
a recent convert to a.m. radio. It i>n"t. 
Alennen \\a> bu\ing morning time 20 
\ ear> ago and more. 

Mermen's sales ]jhilo>o])b\ i> sim- 
p\c 



If \on re going to sell a man 
sha\ing acressories. the best time is 
when his mind is on sha\ ing. Ob\ i- 
ou*l\ ibis i~ cither before breakfast 
when hc'y actiialK hacking away 24 
hours* growth of stubble, or when he's 
eating breakfast — ])o?>ibl\ with lii- 
face still smarting from its bout with 
die ra/oi. 

Ariollier iiii|)orlanl facet of MenrienV 
ad\crtisirig strategy is its use of cop\ 
which >trc*se^ the >e\ apjieal benefits 



of Meirnen > jjroducts for men. \\ hat 
Mermen actually is doing is adajjtirig 
the same technique used in the sale of 
women s cosmetics and perfumes. That 
i?. Mennen suggest> to the earK -morn- 
ing male listener that .Mennen ^vill 
make him attractive to the ojjposite 
>ex. For an example of a well-worded 
ada]jtatioii of sex-a|j|jeal selling of a 
male ]3roduct. see commercial on page 



at right above. 

Mennen'^ iiioriiing radio campaign 
has been pa\ irig off. It has been one 
of Mennen s most corisi?lent advertis- 
ing efforts. Before switching to morn- 
ing radio a decade ago Mennen used 
a wide \ariet\ of e\eriing radio ]jro- 
grarii>. Few of tlie.-e program? were 
ke]jt for more than a year. And the 
evening radio was all network. 

■■\\ e concentrate on spot radio in 
our men ? line, sa\s Leonard \. Col- 
>ori. Mermen ad\ertisiiig manager. 
"The bulk of our budget is in early- 
morning spot radio, sujjported by 
newsjiapers. magazines, television. 
Suridav ?u|iplcnierits. 

.Mennen prefers earlv -morning news 
and riiu>ical clock sliow>. Colson says. 

It's |)artial to 15-riiinute programs 
and frequentlv buy? them on a three- 
to--ix times-a-week schedule. But the 
coin|)ariv al>o i> on a few jiarticijia- 
tiori |)rograms and buvs some evening 
radio time. "W hen we use evening ra- 
dio." sa\s Colson. '"it's usualK late 
e\ filing, " 

Ct)lson savs Mennen reaches about 
of the I'. 5.' total drug market 
with it- radio schedule. The company 

SPONSOR 
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meii comMercialx like lltJ^ lefl giieti how to get se^ itppcal 

Men, reinembei' back to the time (»£ your first scienec classf An/l how 
the old professor tried to explain niagnctisni? lie used a uia^^net and some 
bits of iron.. So much for lab technique. Now for a living-room demon- 
stration of magnetism. Here's what you do — just before your next date, 
finish off your shave with Meunen Skin Braeer — then watcli liow fast 
your gal closes the distance between you when she gets a whiff of that 
Mennen he-man aroma. Talk about magnetism— Menneu Skin Braeer '.s 
got it. Gals really go for it. And so do men. They like the way its 
refreshing tingle wakes up their face after that morning shave — and the 
way Mennen Skin Braeer helps heal tiny razor nicks, too. Want to inereasa 
your personal magnetism? Get Menii'en Skin Bracer in the large 58-eent 
siaepr in the giant $1 .size. It's America's largest -selling after-shave lotion.^^ 



is on 90 to 125 stations in the coun- 
try's lop 85 to 90 markets. Colson 
calls radio the backbone of the com- 
pany's advertising program. 

Ask Len Colson why Mennen uses 
Spot and he'll tell you this: "We use 
spot because you've got better control 
over it. You can bolster weak markets. 
And it's flexible. You can order the 
exact time you want in each market. 
With network, 7:30 in the morning in 
New York would be 4:30 in Los An- 
geles." 

Mennen also likes the local support 
it gets with spot. Because local sup- 
port doesn't always come spontaneous- 
ly, however, Mennen sends an infor- 
mal, folksy letter to its list of radio 
stations. In connection with this Men- 
nen invites station people to write in 
telling of incidents and news about 
what the station is doing. Mennen has 
found that the newsletter builds good- 
will among the station people. And it 
also serves to remind stations of Men- 
nen activities which enables them to 
do a better selling job. 

If Gerhard Mennen (he founded the 
company in 1879) were alive today, 
he would doubtless approve Mennen's 
radio and tv advertising. His selling 
technique was the same. 

When 23-year-old Gerhard started 
selling his first product, a corn cure, 
he got s wagon, a singer and took off 
for a tour of the countryside. The 
singer would entertain at a crossroads 
village, attracting a crowd. Then after 



a few minutes of cntertainiucnt, Men- 
nen would step up and deliver a "com- 
mercial" for his Corn Killer. Hut he 
didn't sell any on the spot; lied tell 
his audience to go to their neighbor- 
hood druggist and "ask for Mennen 's 
Corn Killer. 

Seventy-five years later Mennen — 
still a family-owned company — has 
some two dozen nationally known 
products. 

Mennen is divided into two branches: 
men s products and baby products. 
Mennen advertising is sjilit among 
four agencies. Kenyon & Eckhardt 
handles most of the men's line (in- 
cludins the after-shave lotion and 
spray deodorant) : Cecil & I'resbrey 
handles Mennen Foam Shave (aerosol 
shaving preparation) and several new 
products, still in the test stage; Grey 
Advertising bandies tiie baby products, 



and Irwin Vladimir Co. the export and 
foreign acKertising. 

Account cxwutivc^ include Jamci 
.S. MacVickai at Ki^K; l);iniei Ladd, 
C&l'; Don Smith, Grey, and Irwin 
\ ladiniir at the agency bearing his 
name. Vladimir has liandl<'d the ac- 
connt for 25 years. 

The ()\er-al! Mennen advcrli-ing 
budget is <"losc to S') niillion, which is 
di\ided between the men's pro(ln< ts di- 
\ision and the baby products division. 
;\pproximately a million of this goes 
into spot radio and tv. 

The Mennen Company has made ex- 
tensive and highly articularized u^e of 
\arious media. 

As an example, Spray Deodorant 
and Skin Rracor are currently using 
the bulk of the national spot radio. 
Radio, however, is also used for satu- 
ration wa\es on other ])roducts at peak 
periods. 

Newspapers ha\e been used cxten- 
si\ely for the application of required 
pressure, seasonally and geographi- 
cally. 

Currently, Mennen is employing 
widespread use of Sunday comies on 
behalf of Spray Deodorant and Bracer. 
In the jjast, they have used Sunday 
supplements like This Week and Amer- 
ican IV eekly in saturation waves. 

On Foam Shave products they are 
currently using both national mass 
magazines and SuTiday supplements. 

I !se of magazines varies sharply 
from \ear to year, depending on the 
individual product problems and copy 
themes. Currently, spending in maga- 
zines is less heavy than in previous 
years due to Colson 's theory of apply- 
{Please turn to page 1 11 ) 



Father-sons feam manages Mennen foday. Sea+ed, William G. Mennen, company president; 
standing, George Mennen and William G. Mennen Jr., both vice presidents. Ad manager 
is Leonard V. Colson (right), who says radio is the baclibone of men's product campaigns 



case history 
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^ tlrcre a ri'cc-.>ioii or i>ii't tlicre? 

If tlicre i> one. ^ou'il luircll\ know it from a .M'()NS(»1{ 
poll of niilioiial ;ul\ erlisi'is jusl foiicliidcd. 

riioe facts .stainl out in tlie sur\('\, which co\er'^ a \a- 
riel) of l)iisine>sc> and inclndo sonic of ihc largest firms 
in the couiiliN : 



I. Mo^t of those answcriii" the 



l>oll acluail) report 



their sales have hcen runiiiiiji ahead of last )ear. 

2, iSot one of those who answered reported a cut in 
their over-all advertising hudgcts. 

3. A great majority of the respondents reported they 
ha\e increased their air budgets this year. 

'1. I he general feeling was that the recession was some- 
thing happening to somebodv else. 

The poll grew out of the mood of optinjism found at the 
S[)riiig meeting of the A.ssociation of rSational Advertisers 
last month. si'O.NSoit's Editorial Director Kay Lapica %vas 
so struck hy this mood he tiad cpiestionnaires sent to every 
one of the 191 firms which had representatives at the meet- 
ing in Hot Springs. Va. 

The (piestioiniaires sought, in addition to altitudes al)0Ul 
the recession, detailed information on sales trends and air 
advertising budgets. While advertisers are nalnrally re- 
luctant to reveal such information, 43 returned the (jues- 
tionnaires with most, if not all, of the facts requested. 



1 he answers cover the f(dlowing industries: oil, autos and 
farm machinery, textiles, drugs and toiletries, soaps and 
cleansers, applian<es and furniture, food and beverages, 
insurance, heavy industry and chemicals, paper products 
and a few miscellaneous categories. Most respondents 
askeil that specific dollar and percentage figures not be 
linked with their names. 

Here is a sunnnary of the answers, which will be fol- 
lowed by a more detailed breakdown in some of the indus-^ 
try categories: 

Of the 43 answering. 27 said their husine.«s was up over 
last year, six said business was the same, 10 said it was 
d(j\v II. 

Regarding over-all advertising budgets, 29 of the 43 
said their expenditures have been running ahead of last 
vear while 12 said the ad budget was about the same. Two 
respondents would not indicate the trend of their ad bud- 
gels one way or the other. 

About three-quarters of the advertisers are air users. 31 
to be exact. Of this latter group 27 reported details on the 
air budgets: 17 have increased their air budgets, either 
dollar-wise or percentage-wise, six are spending either the 
same amount of money or the same percentage of their 
over-all budget on air media and four said they were 
spending less. Some of those spending the same percent- 




f 



sponsor's Ray Lapica (right) struck by optimism at ANA's spring meeting with {left to right) Ralph Harrington, General Tire i 
meeting, decided to poll members on recession. He is shown at Rubber; Dick Hlldreth, Standard Oil (N.Y.J; Ben Donaldson, Ford 
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ISPOIVSOU poll ol national a<K ertisers <li.sc*lo.so.s :i 
stroni^ note of optimism. Iler« aro some key answers: 



age on air advertising are actually increasing their dollar 
expenditures since the over-all ad budget has heen in- 
creased. 

Opinions on the recession varied. Aside from the fact 
that most of die advertisers said it was the other fellow 
who was suffering, the consensus was that die dip would 
be over in three to six months. One executive opined it 
was already over. About a half dozen had no opinion. The 
same number said "What recession?"' or words to that 
effect. A few spoke as if the country's economy was level- 
ing off into a rate of production that would be slightlv 
lower than the 1953 peak, If anyone was worried, he 
didn't show it. 

One of the questions asked advertisers what business 
should do to combat the recession. A unanimous chorus 
of voices said: Get out and sell! 

Here is a more detailed picture of the answers by some 
of the industry categories represented: 

• Food and Beverages: All the firms answering said this 
year's business was better than last year or just as good. 
There is a pronounced trend toward increasing air budgets. 

George Oliva, advertising manager of the National Bis- 
cuit Co., said his firm's sales were running even with 1953. 
a record year, and felt the increasing population and '"an 
expanding market should have a healthy effect on our 
sales." This year's ad budget is 20% above last year's but 
the amount going to air media is 60% more than a year 
ago. Oliva did not think "any recession in 1954 will be 
long-lived." 

One of the large multiple-brand food firms, now spend- 
ing $6.5 million on advertising, has increased its tv bud- 
get. A soft-drink firm, anticipating its best sales year e\ er 
in 1954, has doubled its air budget, now devotes 35% to 
radio and tv. A food firm with an ad budget in the under- 
$1 million category has increased its air budget 50%. One 
of the big names in cofTee reports it is spending more 
money on radio-tv advertising. 

• Drugs and Toiletries: While two of the respondents 
said sales were down so far this year — one reported 12%, 
another -'a few percent"' — neither was cutting ad budgets. 
The former spends $1 million on. advertising, half of it in 
radio. The total budget and proportion spent in radio is 
the same as last year. The firm is now testing t\ . The 
other firm's $5 million budget is the same as last year, but 
tv money has been cut in half. 

From Pepsodent came word of a slight increase in tele- 
vision expenditures. The firm now allocates its budget as 
follows: 25% in radio, 25<^ in print, 50% in tv. R. P. 
Breckeiiridge. group adverti«ing manager, said: "In addi- 
tion to an increased advertising budget, we are also step- 
ping up our promotion and merchandising activities. ' 

J. Ward Maurer, advertising director of the Wildroot 
Co., said that with business running ahead of 1953. a 
increase is budgeted for advertising. The firm spent about 
$3 million on advertising last year, with 35% going to 
radio. About the same percent will go to radio this year. 
The firm is testing tv. Maurer feels the recession is spotty 



HOW'S BUSINESS? 

SALES UP SALES SAME SALES DOWN 

63% 14% 23% 

• I'A^- iilllllMltllllttllilMtlllltllllMtmillKKIItlltdl .UJIUllltl(lill<9tt«« "tt' 

ADVERTISING EXPENDITURES? 

BUDGET UP BUDGET SAMF BUDGET DDWN 

71% 29% 0% 

RADIO-TV EXPENDITURES? 

BUDGET UP BUDGET SAME BUDGET DOWN 

63% 22% 15% 

WHO ANSWERED POLL: Questioniiiiircs w.rc sriit 
to 191 firms which sent representatives to .XN.V 
spring mooting. DiMailc'l answers carnc from 43 



and very slight in the over-all i)icture., 

An executive of a well-known pharmaceutical house said 
his firm had boosted the over-all ad budget 17/< and llie 
air budget 15% I at present 35% goes to radio-tv I over 
last year, although sales are the same as last year. He said 
he didn't feel the recession would last beyond the summer 
vacation period. "People have money and they Just need 
a good excuse to start spending more freely. Lnemplov- 
ment will be cut back and business will go ahead (in the 
fall)," he staled. 

• Oil: Five of the top petroleum corporations answered 
spoxsor's questionnaire and, with one exception — and that 
a slight one — reported sales were ahead of last year. 

James J. Delaney. advertising manager of Sinclair Re- 
fining Co., declared: "In our business. v\e have seen no 're- 
cession'."' The firm is putting half of its ad budget into 
radio-tv. up 7^ from last year. R. M. Gray, ad chief at 
Esso Standard Oil Co. also rejjorted an increase in radio-tv 
expenditures. They now total about 30% of the total bud- 
get, which, like Sinclair, is up. 

Another oil firm, now spending S4 million on advertis- 
ing, is putting 4% into radio, 9^c into tv. This represents 
a decline for radio and an increase for tv. The fourth firm 
wliicli reported sales up, now spends 25% on radio-tv, up 
2% from last year. An executive of this firm said: "l, per- 
sonally, don't believe we will return to the so-called high 
of past years except with the natural growth of the I .S. \. " 

The only firm reporting sales down said it vvas cutting 
its radio-tv expenditures 2J^'~r. At present it puts 26*^0 
of its ad budget into air media. ★ * ★ 
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1. 



Which media seem to da mast far 
maturing af the American people? 




/Jr, Oi'erttrr4-t 



Sucli a question could 
lijirilly be aiiswcri'il. 
ICacli incdiinu lias its 
area of iiiaturiiiK ami 
each has its area of 
inuuaturity. Ju the 
area of advertising, 
for example, I would 
say that advertising 
tends most to mature 
people when it suj; 
nests new avenues 
for personal "doinjj'' of things. Thus 
food advertisinjj awakens the iinaj^ination 
and sets the creative enerj^ies at work in 
the preparation of more wholesome and 
appetizing dishes; the advertising of books 
and nmsieal records stimulates the individ- 
ual to do something himself. On the other 
hand, advertising promotes immaturity 
when it encourages ' ' conspicuous display, ' ' 
egocentric coni)ilacency (the whisky of 
distinction), competition in social status, 
the picturing of leisure as idleness. I just 
couldn't say where the good and bad are 
found in greatest measure. Actually much 
is happening in each area — newspapers, 
radio, movies and advertising — to mature 
both method and content. The reason for 
this, I think, is that the American people 
are themselves maturing, and at a very 
rapid rate. {Sec article for reason.) 



2. 



Has radia had the effect af lower- 
ing public taste in America? 



3. 



What's the "mood" of each big me- 
dium; why should capywriters care? 




Mr. Iff Forett 



(This denunciation 
of radio by Lee De 
Forest, inventor of 
audio tube, before 
NAP. [now XARTBl 
ill mid-Forties, is 
worth recalling be 
cause similar denun 
ciations are now be- 
ing made against tv 
by people who over- 
look this blunt truth: 
Social scientists now pretty much agree 
that audiences are attracted by what they 
like and skip what they don't, therefore 
mass media have little or no effect on 
raising or lowering public's taste.) 

You have debased this child. You have 
sent him out on the street in rags of rag- 
time, tatters of jive and boogie-woogie, to 
collect money from all and sundry for 
hubba liubba and audio jitterbug. You have 
made of him a laughing stock to intelli- 
gence, surely a stench in the nostrils of the 
gods of the ionosphere. . . . This child of 
mine, now 30 years of age, has been reso- 
lutely kept to the average intelligence of 
13 years ... as though you and your 
sponsors believe the majority of listeners 
have onlv moron minds. . . . 



A copywriter can de- 
^1 stroy the sales ef' 
f ■ fectiveness of his 

■r m ^c*- message by violating 
^3/ ■ the "mood" of the 

medium. For cxani- 
^^HL /^B^ I^'*^> ^^'i^n you read 

^HK/^ ' ^^^H newspaper, you're 
^^f- ^^^^H as 

^^^^H more con- 

^^^^ flict-eonseious, more 

Itr. Uichter 

competitive-conscious 
and you don 't believe as readily because 
today's news and ads — may be contra- 
dicted by tomorrow's. Magazines are dif- 
ferent. They have been endowed with an 
aura of greater dignity, greater perma^ 
iience, more leisure, a slower pace, more con- 
temijlation, more "time-binding," with re- 
lating things, giving a longer perspective. 
Radio has much more the element of devel- 
opment. It has drama. It has sequence. 
There's a beginning, a middle and an end. 
It is more fleeting. You expect it to be 
more unusual, less convention-bound. Tv 
resembles radio in these, but it is much 
closer to reality. It can transport you to 
a different world a television world. 
Therefore I think of tv as three-dimension- 
al. The clever copj-^vriter capitalizes on 
this and gets the utmost from each medium. 



/Jr. Harry Allen Orerstreety author of 
•Tlir Mature Minil," "The Mind Alive" 



II 



Lef De Forest, inventor of 
the audio tube 




Or* Ernest Dichter, president. 
Institute for Research in Mass Motivations 




Psycluilo^'ists say sonic adiiieii don't use tlic ri^iit approach to copy or 
media. Part 21 of 25-article All-Meilia Stndv offers some ailvice 



/"Msk a ])s)cliologi«t about advertis- 
ing, and lipV likely as not to say: 

"Most admen use the wrong ajijieals 
to sell the wrong products in the wrong 
media to the wrong peo])le." 

Ask him what should be done, and 
he has an an^\^er. 

lliat's fine. l)ut if you talk to an- 
other one. lie has a diilerent answer. 
In fact, vou'll find ])s\chologists don't 
agree any more than do admen — 
whether it s about I'reud or what makes 
an ad sell. 



by Roy Lnpica 

However, they do have some fine 
theories — some of them provable, if 
not in the market plaee then in the 
lab and you're bound to find some 
insight into the snbjeet of media psy- 
chology if you talk to as many of 
them as SPONSOR has. 

On the other hand, if you finish this 
article without finding much to help 
\ou with your own ])robleni, do what 
some of the bigger agencies are doing: 
Hire yourself a psychologist and let 
him write your copy. 



SPONSOR discussed the psychology 
of media with one of the nation's out- 
standing philosophers, seven psyeholo- 
gisls and a number of agencynien and 
advertisers. But before detailing their 
views, here's a brief summary of what 
several of the psychologists said about 
the advertising practices of the admen : 

1. Writing an ad before you know 
wh) your customer buys v our product 
is just a waste of time. (Sometimes 
the best-read and most widely circu- 
lated ads or commercials don't sell a 
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4. 



Why do you call air media "dynam- 
ic" and print media "static"? 



5. 



What peculiar nature of listening 
should admen be conscious of? 



6. 



How docs newspaper and radio ad- 
vertising affect housewives? 




The terms lia\-o notli 
iiig to do ^vitll eom- 
parntive " effect) ve- 
npss" of media but 
rather with the con- 
sumer's reaction to 

1^.^ 'f. them. lie must act 

■^-^^^ to AVOID hearing 
L or seeing the radio 

Ik jR flw eommercial — 

bv closing liis mind, 

Mr. „ . 

or walking away or 
ttirnin^ off the net. Tu print, whether news- 
paper or nifiR.iKine, he must act in order 
to absorb Lhi.> message — in this case, read 
it. Thf eye rluwsn 't absorb without work- 
ing. Eraeiershij; studies indicate the eye 
avoMfi what it is not interested in. Tests 
witli the p?-y(']iogalvanometer have mea- 
suTfid tlie energy expended in reading. But 
jou do not expend energy in listening, un- 
fess Qnder very strained conditions. In 
fat'l you ujsimlly have to burn up energy 
to avoid ilstpiiiJig. ilost people take the 
fhusT way out, especially when a cominer- 
ciiii in on, and listen. One conclusion the 
adTcrti&<?r earj Oraw from this is: Don't 
use yflur air acid print copy interchange- 
alHy; >'<.ni need a completely different ai)- 
proafli for entih medium. 




First, hearing alone 
of all the senses is 
non directional you 
don't have to focus 
your ears to liear the 
way you have to di- 
rect your other senses 
towani an object in 
order to see it, taste 
it, touch it or smell 
it. Second, listening 
does not preclnde 
other activity. Vou can listen while you're 
driving a car, doing housework or, as stu- 
dents often prove, while studying. You 
can even take in sounds while listening 
to something el.se. This theory goes back 
to William .Tames, who said that true at- 
tention is intermittent and fleeting even 
when a person is concentrating on some 
one thing. Third, you can hear — and learn 
— more or less unconsciously, even while 
asleep. Hypnosis proves this. Yes, a sell- 
ing message does get across to the radio 
listener even if he doesn't consciously lis- 
ten to it. I '\"e been talking for a long 
time about the failure of research to mea- 
sure unconscious absorption of radio com- 
mercials. So far little has been done. 




lir. l.asortjflii 



C^iiant itat ivcly radio 
commercials get more 
attciitidii b c c a use 
women are more ex 
posed to radio, lint 
■|ualitati\ ( ly m wspa 
per ads get better 
attention. Women 
remember more ra 
(lio than iiewspaijcr 
ads through greater 
repetition. I'ut news- 
paper ads remeuibered carry greater buy- 
ing interest than radio commercials re 
called. In vi\'idiiess of images, ideas and 
thonglit.s stinnilated, radio and newspaper 
advertising are about ef|ual. Radio com- 
mercials tend to be either liked or dis 
liked whereas newspaper ads tend to fall 
in between at a center of emotional neu- 
trality. Better educated women place high 
er credibility in iie\vspai)er advertising 
claims; women of low education favor ra 
dio advertising claims. Those who prefer 
one medium over another tend to prefer 
the advertising in that medium over the 
other; preference for medium and for ad 
vertising depends on education and income. 
Women who prefer radio advertising list 
superior presentation as their reason. 



O, Maxwell L'le, r.p., 
research dtreclor, A*<S*£ 



Or. ff'allace II. Wul/rek, rhrmn., 
exec, com., If'illiam Eily Co. 



Or. Paul f. Lasart/eld, tlirector, Qureau oj 
Applied Social Research^ ('olumbia Vnivertily 



f Itlimiiiiiminiv 



STUDY IN BOOK FORM 

sponsor's All-Media Evaluation 
Study will be published in book 
form in the summer after the re- 
maining articles in the 25-article 
series appear. Price has not yet 
been determined, but you may re- 
serve a copy now. Just send a card. 



lrililiiiiiiiiiiiiiiiirtaiiii<tiiiiii 



"llllll lllllllllll"!>4<>1lMllllllllllll>II 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiir 



nickers worth of goods.) 

2. Throwing an ad or a commer- 
I'ial jnio a medium without consider- 
ing ihe "mood" of the medium or pro- 
gram is a vvaste of money. (Typical 
tixainjtle: a strident, hard-sell commer- 



cial in the middle of a symphony pro- 
gram.) 

3. Choosing media on the basis of 
circulation, cost, coverage, impact and 
prestige without determining what 
your customer gets or expects from the 
medium may frequently be an easy but 
costly way out. 

Overstreet niirf matitrity: SPONSOR 
has long felt that the selling effective- 
ness of a medium is based partly on 
the prestige it has won in the minds of 
the public. And prestige is partly based 
on the maturity of the medium — not 
merely age, but its influence in con- 
tributing to the maturity of the pub- 



NEXT ISSUE 

Last Issue we reviewed current psy- 
chological tests involving tv and 20 
years of slght-vs.-sound testing. 
This issue tells what the psycholo- 
gists told us. Next issue part 3 of 
"Psychology of Media" will ex- 
amine the motives of agencymen. 



lie. That this is important has been 
shown in Communications Research 
1948-49, edited by Dr. Paul Y. La- 
zarsfeld and Dr. Frank Stanton, in 
which Robert K. Merton told how 
a town can be influenced bv a small 
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sponsor's All-Media Advisory Board 



George J. Abrams ad director, Block Drug Co., Jersey City 

Vincent R. Bliss executive v. p., Earle Ludgin & Co., Chicago 

Arlyn f. Cole president, Cole & Weber, Portland, Ore. 

Dr. Ernest D/c/iter-__pres., Inst, for Research in Mass Motivations 
Stephens Dietz ._v.p., Hewitt, OgiIvy, Benson & Mather, New York 
Ben R, Donaldson ad & sales promotion director, Ford, Dearborn 



Marion Harper Jr. 

Ralph H. Harrington . 

Morris L. Hite ... 

J. Ward Maurer 
Raymond R. Morgan 
Henry Schachte 



president, McCann-Erickson. Inc., New York 

ad mgr., Gen. Tire & Rubber Co., Akron 

president, Tracy-Locke Co., Dallas 

ad director, Wildroot Co., Buffalo 

pres., Raymond R. Morgan Co., Hollywood 

v.p., Sherman & Marquette, New York 
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group of ilec'i>ioii-iiiakei>, who in turn 
obtain many of their ideas from a 
small numltt'r of |)nl»licatic»iis which 
iiio>t of the C((minunit\ docs not read. 

Willi this in iniiid sponsor n«ked 
three (|uestion> of Dr. Harry Allen 
Over>treeI, one of ihe iiationV fore- 
most j)liiloso|)liers. author of The Ma- 
ture Mind, The Great Enterprise and, 
with his wife, the recent The Mind 
Alive, and, for iiian\ \ears, head of 
the pliilo>o|)li\ (lepartiiieiit of the Col- 
lege of the City of Vew Voik. Tlie-e 
were the (|uestioiis: 

1. Has an\ thing happened since 
the puhlieation of Tlie Mature Mind to 
change \our mind about your slate- 
iiient in the hook that newspapers have 
"a vesteil interest in cata>trophe"' ; ra- 
dio, one in '"iiiediocrit) ; Hollywood, 
in "emolioiiai immaturity," and adver- 
tising, in "human self-indulgence"? 

2. You stated then also that as the 
American peojile mature so will their 



mass comniiinicatioiis s\ stems, their 
entertainment and their advertising 
media. Do \ou feel this i^ still true? 

ii. From the slaiidjtoiiit of media 
evaluation, does adverti'^ing lag behind 
the j)rograin> and editorial content of 
the mass (•oiiiiiiuiiicatioiis >j steins, or 
vic e \er-a? In either ra-e, which sin- 
gle medium, if any. -eenis to contrib- 
ute more to the maturing of the Ameri- 
can people? 

From his home in Mill \alle\. Cal., 
Dr. Overstreet answered as follows: 

'"Those statements of mine were, I 
suppose, something of the nature of 
'shock therapy." No one seems to have 
resented the statements \ery seriously^ 
(I ilon t know how many growled at 
me in pri\ate) ; but many lia\e warm- 
ly approved. They were not meant, of 
course, to apply without exception but 
merely to describe what seemed to inc 
to be a major symptom in each of the 
areas. 



'"With this meaning in mind, I think 
1 would still hold to all of them; but 
I would add that in each of these 
areas much is hapjiening to mature 
both method and content. Ihe reason 
for this, 1 think, is that the American 
jieople are themselves maturing, and at 
a \er\ raj)id rate. W'e ha\e been pro- 
foundly sobered by our aj)parent in- 
ability to get rid of war and have been 
led inevitabU to worry out social 
causes and efTects. In short, we have, 
been led to think, and this means that 
we are far less amenable to mere sensa- 
tionalism or sentimental soporific. In 
our good American phrase we are In- 
creasingly 'from Missouri' when it 
comes to the great complicated prob- 
lems of our life." 

As for which medium contribulesi 
most to the maturity of the American 
people. Dr. 0\erstreets answer Is 
printed In full on page 40. 

{Please turn to page 148) 



7. 



W/iy do you say radio stimulat<ES 
imagination more than print or tv? 



8. 



Why is motivational research an im- 
portant factor in media evaluation? 



9. 



How is media rated on prestige, con- 
sumer friendliness, merchandising? 




Take tlieiii scpanite- 
ly. An advertiser 
above nil others 
.should remcniber that 
reading is work. It 
is intellectual labor. 
A very large propor 
tion of those in the 
mass market simply 
do not experience the 
lliglits of fantasy 
and the ricii imagery 
with which sophisticated peojde embellish 
tlifir reading. Tliese luillions of unskilled 
readers grapi>lo with, and extract some 
lueaiiint; from jirinted syndjols, rather than 
elaboniting prose into vivid exi)erience. 

In tv, so many details are provided 
that there isn't nnidi latitude left for 
imagination. A beautiful room is not the 
aitdi^'ncc viembrr'.s idea of a beautiful 
room. It's the.s// (h.sipiur'x. What kitch- 
en won't cause thousands of housewives 
to say, "Maylie aht likes it, but that's 
Hot the way / live?" Television's close- 
ness to reality is a donl)le edged sword. 
A'isual detail puts snubber.-j on iniagina 
tion. The human voice connnuuicates with 
easCi and it arouses as many pictures in 
peoi)le's minds as there are andienee mem- 
bers. A radio message costs a listener min 
imal effort and i.^i highly personalized. 

Dr. Cfrhart I), tt ifbr. (.US 
Hattio rt*n*arrh ps^rhotaniat 




llerzog 



There are two basic- 
reasons for niotiva 
tional researcdi in ad- 
vertising. Once you 
have delineated the 
market quantitative 
ly, (1) it guides the 
selection of the right 
media to reach this 
market; (2) it 
guides the conununi- 
cation with this mar- 
ket l)y helping us determine the most effec- 
tive appeals to hold current consumers 
and gain new ones. Moti\'ation research 
supidies the "why" behind the "why" 
the consumer can give to direct questions. 
Once one understands what makes a i^er- 
son buy, one can develop moving eopy and 
})ut it in the medium that lire selects the 
right prosi'cct. In this connection media 
too can do a lot more research on their 
audiences. For example, what kind of 
women watch fights? E(|uii>ped with such 
information, tlie skillful copywriter can 
I lien adapt his message to appeal to the 
consumer's basic pundiase motivations tjut 
to take advantage of the medium's ap- 
pciil as well. Motivation research is thus 
not a substitute for other research, but 
it offers an imjiortant supplement to it. 

t>r. ttfrla ttrrsoK, ttirrctttr, CrrnUire 
Hcifarch, M r( ann'Frickton 




Magazines are prob- 
ably the outstanding 
prestige medium be- 
cause of their high 
grade of editorial 
content and fine ap- 
pearance. Television 
offers much the 
same opportunity, 
but prestige is de- 
pendent upon the 
type of entertain- 
ment offered. This variable quality leads 
to its ranking in second place. Radio is 
placed third for the same reasons. For 
consumer friendliness, television, which can 
bring personalities into the home l>otli 
through voice and appearance, would rank 
first over radio, which can iiring the voice 
only. Magazines are third because of the 
intimate association of the editor and 
leader. .Merchandising value: Newspapers, 
the medium used most frequently by local 
merchants, has the greatest standing with 
them. Television and railio eonie second 
and third because, in most eases, they are 
so intimately associated with the daily 
lives of the retail trade as to im^iress 
dealers directly with their advertising 
values. 

(Oilier vicu-s triU apptar later.) 

From Y&R't "Evaluation and 
I sr of Afif^rtisinft Mfflia" 
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SPONSOR 




TVErONEEIlS 



The Hw\st lOS sttBtitPtBs 

Before tlie FCC freeze on new tv outlets was lifted in April 1952, a total of 108 
U.S. tv stations went on the air eonimercially. spoxson, during the ])ast three 
months, surveyed these 108 outlets. Nearly all res])onded with extended data 
about their growth, development and pioneer pi-oblems. To preserve for admen a 
permanent record of this pioneer era of tv, snoxsoR has compiled the special 
section appearing in the following pages. It includes articles, charts and a 
directory of pre-freeze television outlets packed with valuable information, 
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Tv's pioneers: they didn't know whether they were heading for a bonanza— or bankruptcy 



1^ II iiiiiii\ \\ii\^ aii\ !)()(!) wlio j}iil>- a l\ station on the air 
e\('n today is a tv j)ion('er. 

'I'ele\ ision^ Iiistory is still being w ritten; some 260-plus 
stations lia\e gone on tlie air since the lifting of the tv 
frco/e. And actually soiue of the owners of post-freeze 
(Jiitlcts missed Iieing in on the first big growth of tv by just 
a few (la\s, bin iiig liecii nipped by tlie FCC free/c. Too, 
since many of tlie jjost-free/e stations arc going on in 
hilherto-iion-t\' areas, they face the same (jld jire-frecze 
proI)h'ins of I)iiiI(Iing e\erything from a good tower to a 
sizable viewing audience. 

Hut coinineicial tv has a special pioneer era a period 
in which broadcast e\ecuti\es sat down at the l\' piano 
while e\erybody else laughed. 

ibis |)eriod starts. rcjughK. with the summer of 1941. 
At that lime, the FCC issued its first coinmcr<'ial Iv license*^. 
And a handful of stations went on the air coinmercially in 
the 12 months that followed. This grouj) included: W.MJT, 
X.V.: WCBW (mow WCBS-TV). X.Y.; WUCB. Schenec- 
tadv; WT'TZ (then owned by Pliilco). Philadelphia: and 
WBKB. Chicago (now W'BBM-TV). (This was by no 
means the first air date lov these stations. Some of these 
and others were on with t\' experiments as far back as the 
iy2()'s — see photos below.) 

The first phase of commercial tv ends. roughl\ , with the 
lifting of the FCC's freeze on new television station con- 
struction \\ April 19.^2. This ban had been clamped on 
in the early fall of 1918. 

During the 11 \cars between 1911 and the lifting of the 
freeze in 1952, connnercial tele\ ision toddled, walked and 
then began to trot briskh . From a group of stations that 
< ould be counted on one hand, the nninber of L .S. t\ out- 
lets grew; to 1()<'5. serving 65 major markets and o\er 17 
niillioii t\ -eciuipped families in April 1952. 



To get a detailed and useful picture of tv's pioneer days, 
SI'O.NSOU sent extensive questionnaires to each of the 108 
>tations which went on the air before the freeze lifted. 
More back-and-forth (juizzing followed, until the great 
majority of the stations had given sponsok editors data 
concerning the station's rates at the beginning compared 
with now and other ''then and now ' com|)arisons includ- 
ing sources of re\enue and programing. 

The then and now facts about individual stations appear 
starting page 50. A special analysis of the growth infor- 
mation furnished b\ tv stations appears starting page 46, 
along with two over-all charts in whic h statistical aver- 
ages have been computed to give a box score on liow pre- 
freeze stations grew. 

sl'o.NSOH s reason for compiling historical data on the 
pioneer days of tv is not merely to play Boswell to tv's Dr. 
Johnsons. Already, many of the early records of tv — par- 
ticularly lists of executives and data concerning tv revenue 
— are lost in the shuffle. Se\eral pioneer outlets, like Chi- 
cago's WBKB (now W'BBM-rV). Los Angeles' KFl-TV 
(now KI1J-T\'). Albuquerque's KOB-T\'. Grand Rapids' 
\\T.AV.T\' (now WOOD-TV) and Atlanta's W'COX-TV 
(now W'lAV-A) have been sold or have changed manage- 
ment in the last few years. 

The adman who wants a historical record of tv, in order 
to understand it more thoroughly; the buyer who wants to 
know how tv de\ eloped in order to plan for the future; the 
broadcaster who wants to study the trends of tv program- 
ing and commercial re\enue — all need some tangible rec- 
ord of t\'s first wave of station growth. 

This special record of the early problems and growth 
I'atterns of the 108 pre-freeze tv outlets, SrONSOR feels, 
w ill guide the Iv-conscious adman and help set the advertis- 
ing record straight. 



lW2lt: First live drama in U.S. tv was now-forgotten vehicle called 
"Queen's Messenger" televised in crowded General Electric studio 
in Schenectady. Present WRGB evolved from these early efforts 



lUliJz Audio mikes loolced like soup plates and tv cameras scanned 
only 60 lines with perforated disk when W2XAB, ancestor of present 
WCBS-TV, inaugurated first pioneer air schedule in pre-war era 





THE TV PIONEERS 



Eslablisliing a coimiici-cial tolovisioii station 
ill 1947, 1948, or 1949 wasn't as easy as it may 
uow scoin. 

It called for initiative of the highest order. 

It called for capital investments far l)eynnd 
anything that I'adio l^i'oadcastei's wore accus- 
tomed to. 

It called for men who made reconnnendations 
to owners and were willing to lay their longtime 
j()l)s on the line. 

It called for heavy moiith-after-montli losses, 
often hitting as high as $40,000 in a single month. 



When tlic losses would stoj) no one (Muild tell. 

Tlicrc were pract icalU' no sets. 

Al the stai't there was no coaxial cahle. 

How long before expensive broadcast equip- 
ment became obsfflete, how long it would stand 
up, was anybody's guess. 

l^]vei'ything was being done for the fu'st time. 

l^]verything was a problem, solved by ti"ial and 
erroi-. 

Men woi'ked around the clock. 
There were no ti"ained television ])ersoimel. 
These were the days of the first commercial tv 
stations, and the first commercial tv ])ioneers. 



There was not much of an advertising record of any sort 
when the first commercial tv outlets became a reality in 
1941. 

Advertisers and the public were interested — fascinated, 
In fact — by television in those days. But there are more tv 
receivers in the average apartment block in cities today 
than there were in the whole nation 13 years ago. 

Tv, in 1941, was very much the "rich man's plaything" — 
a cliche which haunted it until only a few years ago. 

Because of this limited audience, as well as the limited 
size of the viewing screen, advertisers maintained a luke- 
warm attitude in the pre-war tv days and during the long 
years of World War II. A few made some tv experiments 
in the commercial field. 

But these were just foot- wettings. Tv had to be nursed 
along by broadcasters who combined many of the outstand- 
ing characteristics of Solomon, Midas, Job, Daniel Boone, 
P. T. Barnum and Tom Swift. 

During the war years the earliest commercial tv stations 
faced two heartbreaking problems: low set circulation and 



lack of advertising revenue. 

In New York, for instance, WNBT and bCA distributed 
a few band-crafted tv sets among broadcast, advertising 
and civic leaders. General Ele<:tric did virtually the same 
thing in Schenectady to build a minuscule audience for 
WHGB, handling the sets on a co-ownership basis. 

What was probably the low point of audience size dur- 
ing this period was achieved by pioneer station \^n^VK in 
Richmond. Va., which went on the air experimentally in 
1944. When asked what was the set circulation in this 
market when he started, Wilbur M. Havens, owner, said: 

"One set- —and 1 went to Camden to get it! ' 

Tlie situation wasn't much better from the standpoint of 
tv revenue. 

An executive of Du Mont's WABD in New York, a sta- 
tion which started back in 1939 experimentally as W2XVT 
in nearby Passaic, recalled that "in May 1944 when we 
went on the air commercially vve made our facilities avail- 
able without cost to any advertising agency or sponsor." 
{Please turn to page 108) 



Tr liinueers "flipii-aiid-iion'" chart appears 17 Ma\i 



1032: One of the first five stations to be licensed commercially by 
FCC was WPTZ, Philadelphia. Station, now Westinghouse-owned, 
televised girl in rainstorm in June 1932 when it was Philco's W3XE 



lost): Dawn of present era of big-time tv came when Brig. Gen. 
David Sarnoff, now RCA chairman, officiated at ceremonies at N.Y. 
World's Fair to marlc start of all-electronic, regular tv programing 




108 Tv Pioneers: Study reveals "average" station took sizable loss In first three tv years 



M t took ahoul S575.()()() to ])Ut the "average" station 
among the prc-fioeze pioiu'cis on llie air l>a<k in 1947 amJ 
1948. Anil the owners didn t see any of tlii>« ti/alile s^uni 
coining ha<k into ihv till for (jnite a while. 

As thf chart on ])age 49 i^lKjws the a\eiage .elation among 
the rounlr\ V fir>t lOH l\ outlets took a big los.s in the 
first )i'ar of operation. Kxpenses (see line 121 exceedetl in- 
eome (see line li) h\ SI 42.602. 

But hy tlie third year tlii.s niatlieinatical ■'a\erage'" went 
in lli(> black to the tune of a .$211,609.70 gro?s. H\ the 
fifth \ear, the tide, for the most part, had reall} turned; 
the a\erage station grossed a si/ahle .$432,463. 

(The-e arithmetical averages, admen should note, are 
just a general guitle. Although some pre-free/c stations— 
particular!) those in large one-station markets — c;oined 
nione\. some in the competiti\e, multi-station markets are 
still having a tough fight. In addition to averages chart 
on page 49 shows maximums and mininiums. I 

These are just a few of the highlights which emerged 
from an anahsis by SI'ONsok of its detailed nationwide 
survey of all of the lOo tv stations which were on the air 
before the lifting of the FCC's ''tv freeze" 14 April 1952. 

Others: 

• Circulation : Pre-freeze stations started with aiu thing 
from zero to over 400,000 sets in their markets. (Latter 
figure is that of WOK-TV, New York, one of the last of 
the original group to go on the air in the fall of 1949.) 
As stations did in the early days of radio, most outlets 
pitched in to help retailers sell tv sets. Stations from 
Maine to California aired test patterns, staged public dem- 
onstrations in downtown store windows and generally 
whooped it up for tv. As set prices dropped (a 10-inch set 
once listed at nearly S300; a 17-inch set today can be had 
for .$139.9.5) and programing improved, circulation leaped 

I see chart page 49) . 

• Rates: Once tv became a commercial medium, rates, 
could not be niereh a matter of whatever the sales 
manager thoudit the traffic would bear. Tbev had to be 
substantial because union rates and amortization had to 



be met. The a\erage starting rate in Class A time was 
S230 per hour. Hates climbed as circulation grew. But 
tvs cost-v>. -circulation went down in just a few years* 
sI'onsok's sur\e\ .-hows that the starting figure of cost-per* 
1.000 s.et» installed was around 90<?. Hy Januarj 19.52 the 
figure was a little more than 22(J. Ami bv the first of this 
\car the figure iiad dropped to just under L5tf. 

• Revenue: As the charted figures show, most stations 
started out with the bulk of their business coming from 
local sources: the average was 57.5'^. National spot and 
network business, in those earl\ days, made up the rest. 

Then, as network lines spread across the country and 
major advertisers began to pour more and more dollars 
into tv spot campaigns, the situation began to change. 
Local business dropped off, in terms of its relation to the 
total amount, as network business grew and national spot 
increased rapidh. As of the beginning of this vear, the 
largest portion of tv station business, on the average, came 
from national spot (W.S^/r). 

(Headers may be confused by the fact that the per- 
centage figures in the chart do not, under the business and 
programing breakdowns, add up to 100%. This is caused 
by tlie fact that the number of respondents for each phase 
of sponsor's (|uestionnaire varied slightly. However, thev 
show the genera] pattern of pioneer station growth. I 

• Programing: Just a- the business shifted away from 
the local advertiser as tv grew, the programing emphasis 
shifted from the local live shows with which most stations 
started to the network and film programing aired todav. 
Today a little more than half of the programing on the 
average pre-freeze tv outlet is network. The remainder is 
divided fairly evenh between local live shows and film. 

This pattern developed a lot faster than did the pattern 
of national-vs. -local business. There has been little change 
between the relative balance of network, film and local 
programing that existed in January 1952 and that which 
was in effect in January of this year. Tlie fact that fihn 
(Please turn to page 49) 



SPOIS'SOIl stit'vetf reveids jiioneei* ptittcn'si of power ciikI fticUHies 



Whaf Is the "average" station among the 108 stations who 
pioneered before the lifting of the freeze equipped to do for 
advertisers? A three-month checkup by SPONSOR among a 
cross-section of these outlets reveals that the "typical" 
station among this group of outlets shapes up like this: 

Signal: Awrane outor limit of sales cfTcctivcno'"', accoril 
injr to station csliiiiatea, is about miles. \t the least, 
the fiKure w.'is miles, at most over 2nO. 

Power: .Slij;litly more than halt" of the rt'liortiiiK •station:' 
saiil they were oiu'r;itiii>; :it full authorized \-isual and 
aural t>ower. Others used l!.") I'l'r of limit. 



Equipment: The majority of the lOS pioneer outlets are 
RCA equippetl, although many statious use several brands. 
Du Mont au»l General Electrie were other leaders. 

Assistance: Nearly two thirds of the pioneer tv stations 
said that they assisted advertisers, partieularly regional 
and loeal, in making filmed tv coniniereials. 



Antenna heights among the pioneer tv outlets vary eon- 
sideraldy. In some areas, 700 to 1,000 foot towers are 
fairly t'ommon. Others are in the 400 to oOO foot elass 
but are often situated on mountains sometimes as high 
as 1,0,000 feet above sea level. 



f 



46 



I'or ramplete hox-scorv ml pt'e-frceze station (|roit'(Ji soe page 4.9 1^ 



Shows That Win - 
Win and Show 



1st Place 



TV 

UIDE 



to Russ Emery in all 
of New England, in 
TV Guide's television 
personality contest! 
Russ emcees Self Eng- 
land Talent Club, 
5:00 to 3:13 p.m. 
Monday through Fri- 
day. Came to WJAR- 
TV after playing 
Gogi's L.-»Rue, Hotel 
Warwick's Raleigh Room, the Copacabana, Para- 
mount Theater. On TV has been featured on 
Ken Murray Show, Kate Smith Show, Joan Ed- 
wards Show, Celebrity Time, Faye Emerson Show, 
etc. Has sung on all major radio networks, was 
male singing star on Pet Milk {Baron Munchau- 
sen) Show, guested with Paul Whiteman, Teen 
Timers and others . . . had his own Russ Emery 
Show 36 weeks on WNEW, New York. Look up 
his Columbia Records releases! 



3rd Place 



to Hum and Strum, 
harmonizing daily in 
songs with piano ac- 
companiment — now 
celebrating their 30th 
Anniversary as one of 
the most harmonious 
teams in show busi- 
ness. Hum and Struni 
have played all the 
major TV and radio 
nets, all major vaudeville circuits and night clubs 
everywhere — including southern Europe and 
Africa with the USO . . . came to WJAR-TV from 
a four year stint in Boston television, are seen 
Monday through Friday from 12:45 to 1:00 p.m. 
Popular demand recently added night shows Tues- 
day, Thursday and Sunday. Their recordings have 
international distribution. 



ABC-Sopp/ementary 
Dumont-Supp/ernentary 

' 5„,es "lATO '^'CH market- '"^'''nd's BIG, 
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There's no Puzzle about a 

SUPER SIGNAL 




CHANNEL 



SUPER 



4 



SIGNAL 



J 



• RIGHT TRANSMITTER SITE. 

KRON-TV's site provides "area-wide" coverage certainty. 

• ANTENNA HEIGHT. KRON-TV's, highest in San Francisco 
at 1441 feet, "sees further." 

• MAXIMUM LEGAL POWER. KRON-TV's 100,000 Watts has 
blanketed Northern California %\r\CQ February, 1953. 

• TOP RATED NBC and Local Programs. 
KRON-TV leads consistently. 

• GREATEST DEPENDABILITY. 

KRON-TV's double antenna system and automatic 
standby generator minimize "discrepancies." 

• SELLING POWER. Fit these pieces together and you have 
KRON-TV's Super Signal — the solution of your sales problem. 



FREE & PETERS, INC. 
National Representatives 



N FRANCISCO lU 
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Box-score of pre-freeze station growth comes from SPONSOR survey 

STATION DATA WHEN STARTED* 1 )AN '52 1 )AN. '54 

MIN: f MAX: 410.000 MIN: 13.000 M AX : 2.SOO.0OO MIN: 40,000 MAX: 4.177.000 

1. Set circulation in market AV: 27,750 AV: 328,000 AV: 617,500 

MIN: $.0 MAX: $600 MIN: $100 MAX: J4800 MIN: $250 MAX; $48U0 

2. Evening Class A hour rate .... AV: $250 AV: $728 AV: $920 

MIN: 1% MAX: 100% MIN: 10% MAX: 7G% MIN: A'.'a MAX: 50% 

3. % business from local adv.. . . AV: 57.5% AV: 33.6% AV: 23.6% 

MIN: 0% MAX: 65% MIN: 14% MAX: 55% MIN: 24% MAX: 62% 

4. % business from nat'l spot ... AV: 21.8% AV: 35.3% AV: 40.8% 

MIN. 0% MAX: 80% MIN: Oo/, MAX: 64% MIN: O^'o MAX: 45% 

5. % business from network .... AV; 17.2% AV: 29.5% AV: 27.6% 

MIN: 0% MAX: 95% MIN: 0% MAX: 84% MIN: 0% MAX: 80»/o 

6. % flours network programing . AV: 32.5% AV: 52% AV: 50.8% 

MIN: Qo/o MAX: 100% MIN:0?'o MAX: 60% MIN: 5% MAX: OO"^ 

7. % flours local live programing. AV: 35.3% AV: 23.2% AV: 24% 

MIN: 0% MAX: 85% MIN: 4% MAX: 75% MIN: 5% MAX: 60% 

8. % flours film programing .... AV: 36% AV: 27.2% AV: 26.9% 

MIN: I MAX: 15 MIN: 7 MAX: 24 MIN: 9 MAX: 19 

d. Number fiours on air daily .... AV: 5.8 AV: 13.7 AV: 16.2 

MIn: 5 MAX: 150 MIN: 18 MAX: 260 MIN: 32 MAX: 250 

10. Number of employees AV: 41 AV: 82 AV: 98 

FIRST YEAR: THIRD YEAR: FIFTH YEAR: 

11. Annual tv revenue** AV: $147,277.65 AV: $959,118.80 AV: $1,722,785.10 

FIRST YEAR: THIRD YEAR: FIFTH YEAR: 

12. Annual tv expenses** AV: $289,880.00 AV: $717,509.10 AV: $1,290,322.00 

SOURCE: SPOXSOR sent questionnaires to the lOS U. S. compiled, more than 75 replies had been received, giving 
stations wliich went on the air before the lifting of the good cross section of tv's pioneer outlets. Minimunis, 
FCC's tv freeze, 14 April 1952. When chart above was ma.xiinums help give perspective. For full data see p. 50. 

•starting dates varied from earliest 1941 commercial licenses to tliose whicli wont on the air in late 1949. 
*'Xot all respondents gave these data, .\bout 33 complied, affording a representative sampling of the group. 

^i^^^Xs-- - :,:;.::;:::;:a«s^r:.:.:::;:::::::-:;;::.:.z;i 
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{Continued from page 46) 
has declined by percentage is heavily balanced by the 
increase in the number of hours stations are on the air. 

• Hours, employees: Limited schedules were the rule 
when stations got under way in the pre-freeze days; the 
average station was on for less than six hours per day. 
3y January 1952 the figure was up to nearly 14; by the 
first month of this year the figure stood at better than 
16 hours. 

The number of employees, too, jumped from the early 
days. Although a few of the last stations to go on the air 
(see directory listings, starting on next page) went on with 
staffs not much smaller than they are today, stations like 
WABD, N. Y.; WSAZ-TV, Huntington; KFMB, San Die- 



go: WBB.M-TV (formerly WBKB), Chicago; WBE\-TV, 
Buffalo; KSD-TV, St. Louis and many others went on 
with staffs as small as five men — and not much more than 
25 at most. 

Today the a\'erage number of employees at one of the 
108 pre-freeze tv outlets is nearly 100. In several cases 
the number is well over 200. 

• Highlights: What do stations themselves consider to 
be the real highlights of their pre-freeze careers? 

For the most part stations felt that their big moments 
came when they: (a) went on the air for the first time 
with a regular program schedule, (bj were connected to 
cable or relay service for their first network programs, 
(c) increased visual, aural power to limit. ★ ★ ★ 
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The 108 pre-freeze stations: a ''then and now'' record of their growth 



The facl< about inoj>l of the 1()<"> j)re-fr(H;ze tv stations 
starling below \sere ronipilcd l»y SI'o.n.sok from detailed 
qlK'^tiumlaires. (The ^tati(>ii> arc listed alpliahelically Ij\ 
.^latcs and < ities.) You will note tlial in the <ase of many 
stations data iii< liides a "then and iiow'' if^-ord of the 
station's set coNerage. r;/tes. programing and oilier facets. 
Other stations furnished a lcs>;er amount of data because 
change>i in nianagement or mo\ing to new buildings bad 
made it diirK ult to locate the ne<-essary rt^ ords of the |tast. 

In some c-ase? station* in the same niark(U report differ- 
ent >ets covered figures fur January 19.>4. This is based 
on the station s own statement of its co\erage. Where sta- 
t/(jns list dilTering nnuibers of sets for the time they 
started, bear in uiind that this depends u|)oii the \ear the 
station went on the air. The first station on in a market 
may have had few sets, at later one, thousaiKls. 



One of the interesting fact^ to be found in the listing 
is an estimate h\ each reporting station of its selling effec- 
tiveness in miles. This ii/fonnation is termed "estimated 
outer limit of tv signal," meaning practical effectiveness 
not technical signal strength. 

To\\er height listed below is above average terrain in 
most cases uidess otherwise specified. 

Class A time rate is used to show measure of rate card. 
In pome rases stations have Class AA rate a/id this is used 
instead where stations rejjorted it. 

News .service- and film com|)anies with which stations 
have contracts arc livrled in the order given by stations. 

Channel number and call letters are current rather than 
original; man) have changed in years since going on air. 

In a future issue of SPONSOK a chart sununi/ig up the 
whole IOc>-station jjre- freeze jjicture will appear (17 May). 



ALABAMA 



CALIFORNIA 



mit.>ii.>c;ii/\>i 

W AItT On nir: I July iUttt CIIAf^XBih l.'i 

Pioneer execiilives : Fa] \orlon, chmn. of bd.; Thad Holt, 
pres. (no longer with sin. I. Present execiilives: Henry P. 
Johnston, pres. and nnig. dir.; C. 1'. Persons Jr., comml. 
mgr. (now v. p. and stn. mgr.). Present Class A hr. rate: 
$600. Present visual power: 316 kw. Present aural 
pouer: \5H kw. Toner lieiglil: 840 ft. Equipment : RCA. 
Du Mont. iXeivs: UP, AP. Original call letters: WAFM- 
TV. Present sales rep: CHS TV Spot Sales. 

\MtnC-T\ Oil utr: I July I.VI.'i ClIAWKh .» 

Pioneer executives: Kloise \\. Hanna, pres. (no longer 
with sin. I. Present executives: George B. Storer, pres.; 
J. Robert Kerns, v.p.. nmg. dir. Present Class A 
hr. rale: $550. Present visual power: 35 kw. Present 
aural power: 17.5 kw. Tower height: 910 ft. Kqitiprneni: 
RCA, Du Mont. iYeu's: INS, AP. Present sales rep: The 
Kat/ Agencv. 



ARIZONA L.a; 



imioi:m\ 



KriHO.TV On air: I novt'mhvr Hi lit CHANNEL 

WHEN STARTED: I JAN. '52: I JAN. '54: 



1. Si't circiil.itioii in mkt.. 5,0()O .■J6,()()0 8 t,20<> 

2. Kvcninj Class A hr. rate $!.■;() S2.';() St50 

:i. l)HRiness from local adv bS'/c 31% 

4. >/( business from nat'l spot 21% 31% ^il^: 

5. 9', business network ndv 11% ....23% 32% 

6. % liours 01 net procraiii' ni; Mt<^'c tO% .■;0'~f 

7. % hours lociil live shows 3.'.'~c 30%, 20% 

S. % hours lilni proeraiiiin: l\Tj% 30% 30% 

9. Xuinher lionrs on air diiily 10 II 

10. Number of einplovi i s; 2 1 Ill 7 1 

Pioneer executives: Rex Schejjp, gen. mgr. (when stn. 
launt bed I ; John Mullins. gen. mgr. succeeding Scbejip. 
Present executives: Richard R. Rav\|s. -tn. mgr.: Al Lar>on. 
coniinl. mgr. Estimated outer limit of tv signal: 3. .500 
sq. miles. Present visual power: 17. .5 kw. Present aural 
power: 8.7-5 kw. Aulh. vi.siial power: aulh. aural power: 
same. Toner height: 500 ft. Eqiiijiment: Du Mont. RCA. 
Gl'. i\ews: AP. Film sujipliers: MPTv. Qualitv, Comet. 
Assist advertisers in making film comm'ls: \e<. Present 
sales rep: 1 he Katz Agency. 



KAItC-TV On tiir; Kt SvpWnihfr liHU ClliWSEL 7 

Pioneer executives: Mark Woods, pres., ABC; Don Searle, 
\.p. (no longer v\ith firm). Present executives: Frank G. 
King, mgr.; Ellon H. Rule. sis. mgr. Present Class A rate: 
$1,200. Present set circulation in mkt.: 1,711,512. Esti- 
mated outer limit of tv signal: 100 to 150 miles. Present 
visual power: 110 kw, Present aural pouer: 59 kw. Aulh, 
visual power: 165 kw. Aulh. aural power: 82.5 kw. Tower 
height: 2,970 ft. Equipment: RCA, GE. Xews: AP. LNS. 
Film suppliers: majority of major distributors. Assist ad- 
vertisers in making fihn comm Is: iSo. Original call letters: 
KECA-T\'. Present sales rep: Edward Pelry & Co. 

KCOr Oil air: 17 .S>pr<>iiifi<>r lf>4.'> ClIAWEL i3 

WHEN STARTED: MAN. '52: 1 JAN. '54: 



1. Set oirculalion in mkt aS.oOo 1.000,000 1, 740,000 

2. Evening Cla.ss A hr. rate SoOo Sl.OOO S90O 

3. % hours net programing none...^....„.nonr nonr 

1. % hours local live shows 60*^ 60%....,, 60% 

5. '^c hours film programing *(>%....., 10%..... 10% 

6. Number hours on air daily -I 13 10 

Pioneer executives: Mrs. Dorothy Schiff. chmn. of bd.; 
M. W. Hall, pres. -bus. mgr. : Don Fedderson. gen. mgr. ; 
no longer with station. Present executives: Jack Heintz, 
v.p. and gen. mgr. Present visual power: 31.4 kw. Present 
aural power: 15.75 kw. 7"o/ter height: 2,955 ft. Equip- 
ment: RCA. A'e/C5: UP. Original call letters: KLAC-TV, 
Present sales rep: The Katz Agencv. 

KIIJ-TV On air: il Atiattst HUH ClIAWEL » 

WHEN STARTED: I JAN. '52: I JAN. '54: 



.i.ooo.rxm.... .1.700.000 
.SI. 000 SI. 000 



1, Set lircubit idii in mkt S.'jO.OOO. 

2 Kviiiing ("lass A hr. rjito 

3. % hours of net programing...., nonr nonr nonr 

4. '"r hours local live shows 100% (>o% ... 60% 

5. <"4> hours film programine nonr...., 10% 10% ., 

6. Nuniber hours on air dail}'.... 1 lOlj. ....lOVi 

7. Number of employees 68 ...71 

(Onto jor this sin'ttitn continues. pnzP 52) 



• By prcsslinic SPONSOK liinl rcceivtMi fillcxl out 
qiicstioiiiinii-cs from 90 of tlio lOJ} pre-fiecze tv 
pioneers. In \ic\s of the coii.siderahle efforH neces- 
sary to (iiid ihe data rc<iiiesle(I it was apparent gla- 
lions had gone out of their way to cooperate. 



Remember ? 

. . . this scene from the first television drama ever produced, 
"The Queen's Messenger", in 1928 by the General Electric 
Company's experimental television station? WRGB's smooth 
and efficient programming today is a result of this first exper- 
iment and 26 years of television experience. With this back- 
ground, WRGB brings the finest service to advertisers and 
audience through ' 361^600 sets in WRGB's 14,000 square 
mile area. 



A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK 

Represented Nationally by NBC Spcrt Sales 
New York « Cleveland • Chicago • Detroit 
' Hollywood • San Francisco 

THE CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION STATION 
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KIIJ-TV (taiit'il) 

I'iorieer cxcritliics: W illel II. Brown, v. p.; Don Lee 
Bdtplg. Co. (now prc^.); A. M. Oninn, t.(Ky.-lri'ap. ; C. J. 
.Mnr'^liall, as«i. set\ .-licas.; llarn K. Lulxke, dir. Iv 
cnjrrg. I'rrscril executives: John Reynolds, ni<rr. Estimat- 
ed outer limit of tv sijinal: 90 mile.*. I' resent visual pouer: 
30.-1- kw. Present aural puuer: 17.2 kw. Autli. visual 
poicer; auth. aural pouer: same. Touer height: fl. 
above ground, 3.100 fl. abo\ e av. lerr. Equipment : RCA. 
Xens: AR. I R. ////// suppliers: Slerling Tv, Inlerslale Tv, 
Tom Corridine & Assck-. Original call letters: KIT -TV 
(changed lo KIIJ-T\ in Sept. I'J.il). I'reseiit sales rep: 
ll-R Tv. 



KiVIMf On dir.- I« Jdiiiiori/ €UAX!^'i:s. 4. 







WHEN STARTED: 


1 JAN. 52: 


1 JAN '54: 


I. 


Si't iirLuhilioii ill mkt.. 


26(1.1100 


I.IHI.dOO.. 


..l.TTfi.OlH 


2 


Kvfiiiiig Cluss A Iir. rule ... 




..Sl,.-i«0 


$2,000 


3. 


'/c Ijiisiiicss from local n<Iv 




.■i:i'/< 




■i. 


liii<iiu-s-i from iiiifl spot 


uliklin>« 11.. 


..«T<rr 


...5«% 


5. 


"'c liusiiifss iKiwork a<lv... 








(i. 


'/c hours of iu'( pro^rraiiiiiij; 


-.()%,. , 


..i-7< 


..ftO% 


7. 


'/c hours local live shows.. 






1 1 Vi 



Pioneer executives: Joseph M. McConnell. pres.. XBC: 
Sidne\ \. Slrol/. \ .p. Western l)i\. (no longer wilh sin. I. 
Present executives: John K. West, v. p. Western Div.; 
Thomas McCraj , gen. mgr. Estimated outer limit of tv sig- 
nal: 150 miles. Present visual pouer: 47 kw. Present aural 
power: 23..") kw. Autli. visual pouer: auth. aural power: 
same. Tower height: 3,200 fl. Equipment: RCA. News: 
V\\ l\S. Present sales rep: .\BC Spot Sales. 



KTTV On oir; 1 JoiiiKiri/ lUlt) Cff/tiVAEL II 

Pioneer executives: Norman Chandler, pres.; Frank G. 
King, sales mgr. Present executives: Hichard A. Moore, 
V.J). -gen. mgr.; John Vrba, sis. mgr. Present Class A hr. 
rate: .$1,100. Present visual power: 30.9 kw. Present aural 
power: 16.6 kw. Toner height: 2,345 ft. Equipment; 
KCA, GIC. iSeivs: AR. I' resent sales rep: Blair Tv. 



Svi.'^ _iMi:c;<> 

KrMIS.T\ On oir; /.7 Man '•'>?.•> Cff/tVAEL ffc 







WHEN STARTED: 


1 JAN. '52: 


1 JAN. '54: 


1. 


Set circulation in nik( 




..93,00O 


...206.382 


2_ 


Kvcniiii; I'lass A hr. rate.. 




..$100 




3. 


',1 bueinens from local adv. 


70% 


.20% 


...20% 


4. 


% busiiiesfi from nat'l spot 


10 7c 






5. 


% buhiiie^H network adv .. 


20% 


..«o% 


...10% 


(). 


'/< hours of not ijrograiii.iig 




..35% 


...10% 


7. 


'/< hours local live bhows.... 


20</r 


..33% 


...307, 


8. 


"c hours lilm prograiiiin?.. 










N'umhi-r hours on air daily 








10. 




23 


. 92 


...100 



Pioneer executives: Jack Gross, pres., gen. mgr.; Bill Fox, 
prog. dir. I'rcsent executives: J. 1). Wralher Jr., pres.; 
G(!orge W hilney, gen. mgr. Estimated outer limit of tv sig- 
nal: 75 inile>. I' resent visual power: 27 kw. Present aural 
power: 12.7 kw. Auth. visual power: 316 kw. Auth. aural 
power: 1.51! kw. Tower height: 247 fl. (1.000 fl. above sea 
le\eh. Equipment: GE, Du Monl. News: AR, L R. Film sup- 
pliers: .M&A Alexander, Comet Tv Films, Simmel-Meser- 
\e\, Arlists Disl., Standard Tv, Major Tv Prod., MPTv. 
Assist advertisers in making film comrn'ls: Yes. Present 
sales rep: Fdward Relry & Co. 



K'.W'T 



On «ir: « Matj iiHil CII/l.VAEI. 2 

WHEN STARTED: I JAN. '52; I JAN. '54: 



1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 



.Set circulation in mkt , 33.-;,80(» 1,01 1,:J00 ....1,598,000 

Evonins Class A hr. rate S90U Sl,.>Oo S1,7S0 

% business from local adv 18.2% 28.9% 23.8% 

% business from nafl spot 17.2% to. 9% -13.8% 

% business network adv 1.6% 23.2% 32..i% 

% hours of net programing 20% 19% .'5.'!% 

% hours local live shows 32% 21%... 21% 

% hours film proBraniing 15%....,. 28% 28% 

Number hours on air daily 6 -...12 18 

Number of employees .......3:1 71 lo7 



Pioneer executives: Harry S. Ackernian, v.p. ; Merle S. 
Jones, gen. mgr.; Robert B. Iloag. sis. mgr.; Harry \\'. 
Zipper, bns. mgr. ( still with stn. I . Present executives: 
James T. .\ubre\ Jr.. gen. mgr.; Fdnuind C. Bunker, sis. 
mgr. Estimated outer limit oj tv signal: 100 miles. Pres- 
ent visual power: 16. }» kw. Present aural power: 23.4 kw. 
Auth. visual power; auth. aural power: same. Tower 
height: 3,110 fl. Equipment: GF. RCA. .Vt>/c5: CBS T\' 
News; AR, I R, 1\S. Film .suppliers: CBS S\ndicaled. 
MCA. UiiiU Tv, Herb Jacobs, Ring Crosby Enterp. Origi- 
nal call letters: KTSL. Present sales rep: CBS TV Spot 
Sales. 

K'f l. l On uiv: 22 Jnnmii i/ /.♦> /T CUAWEL 5 

WHEN STARTED: I JAN. '52: I JAN. '54: 



1. .Sot circulation 111 mkt. .->(i<i l,10().(l(l(l 1.850. OUO 

2. Kvoning Class A lir. rute SloO .< 1 .25()...., S1.250 

3. % hours int proi;raiiiini; nmif ntuif imnc 

.|. hour.s local live shows 75'-^ 11% IO% 

5. '', houi s lilni jirouraiiiini: 2.'i 5<>% 60% 

0. Niiinhor hour.s on air d;iily. ........... 4 T'.t- 9 

Pioneer executive: Khui- Eand-beig. \ .j). and gen. mgr. 
Estimated outer limit of tr signal: 1!10 niilo. Pre.-ient 
visual pouer: 30 kw. Present aural pouer: 15 kw. .luth. 
visual pouer: 50 kw. Auth. aural power: 25 kw. Touer 
height: 2.921 fl. Equipment: \\C.\. Du Monl. .Vf//.*,: I R. 
Assist advertisers in maLmg film com nils: \ oi^. Piesent 
sales rep: Raul II. Ra\mer Co. 



S.t.'^ iltAt\CISCO 

KfiO-Tl #u air: r> Matj I'JUi CnA^\EL f 

WHEN STARTED: I JAN. '52: I JAN. '54: 

1. Set circulation in mkt 16.000 315,000 780.000 

2. Evening Class A hr. rate S400 S750 SI, 100 

3. % business from local adv 70% 76% 50% 

4. % business from nafl spot 10%..., 14% 33% 

5. % business network adv 20% 10% 15% 

G. % hours of net programing 20% 17% 15% 

7. % hours loc:il live shows 30% 3»% 26% 

'/c hours film programing , 61% 52% 3t% 

9. Number hours on air daily 6 .....12Vi 13 

10. Number of omployoos 100 110 123 <i»:( 

(ani-tv) (ani'lv) 

Pioneer executives: Gail Grubb, mgr.; Viiice Francis, sales 
mgr. now mgr. Estimated outer limit oj tv signal: 80 
mile-;. Present visual power: 120 kw. Present aural pow- 
er: 50 kw. Auth. visual power: 316 kw. Auth. aural pow- 
er: 158 kw. Tower height: 1,261 ft. Equipment: RCA, 
GE. News: AR, INS. Film suppliers: ABC T\'. XBC TV. 
Screen Gem-. Consolidated. .MTRS. MRTv. Assist adver- 
tisers in mailing film comm ls: No. Present rep: Edward 
Relr> & Co. 

KI»IX On <iir; 2.1 f>(>( i>nif)(>r Hi IS CII/l.V.VEL .1 

WHEN STARTED: I JAN. '52: I JAN. '54: 

1. Sot cirouladoii in mkt... 3.500 315.000... 829,.iOO 

2. Evi nine Class ..V hr. rate S250 S60<i Sl.lOO 

3. % businiss from local adv 68% |6% 39% 



10. 



% business from nafl spot 
% bnsines.s network adv. 
% hours of net proffraining 
% hours local live shows.. . 

hours li m programing ."•■'"J 18% 

.Viimhor hours on air daily 1 13... 



26% 30% 33% 

(i-^'c 2 1% 28% 

•Hi'^'c l7'-'< 63% 

511'', .15% 19% 

19% 

17 



.Vumijor of tmployoes.... 



,.30., 



.lOO 



Pioneer executives: We-Iey I. Dunnn, pres.; Rhilip G 
Ea-k\. V.J), and gen. mgr.: F. .\l. Dumm, ^ecv.-lreas. : A. E 
'lowne. dir. of engrg.; Loii Simon, sis. mgr.: Richard Bell, 
as>l. 1(1 pre-. Estimated outer limit of tv signal: 85 miles 
Present visual power: 100 kw. Present aural power: 50 kw, 

( liala jnr thit %tntinn cttnliniirx pajir Si) 



Got something 

to say? 




* . . tell it where they^re ivaiting for you! 

The secret lies in tested, established local })articipation programs 
commanding loyal audiences. In Rochester, you'll find the most 
and the best of these programs on the station that has a 4-year 
head start in TV in this market— WHAi\I-TV. 



for instance: 




WHAM -TV 



''HOME COOKING'' 

with Trudy McxNall, 9 to 9:45 AM 
daily, Monday thru Friday. The only 
cooking show in Rochester TV, and 
one of the hest anywhere ! Try it anrl 
see. Participation, live or fihn, S60.00. 
Averaffe ARB rating: 10 



ROCHESTEK, N. Y.'s FIRST STATION 
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Kfl.V (<-ou('c<> 

Aiitli. vi'.stial poui'r; anth. intra! poufi; s-aine. Toner 
lici'fihf. 1,354 ft. Kquipmnu: KCA. \eus: IXS. I'l'. 
Film iUfipiu-rs: .MCA. 'I \ lv\j)l(iit;iti(iii. Atla>, I^ipix'rt. Of- 
Tk iai, Strrliiiji. /'rfsftit sales rep: Tlie Kiit/ Af.'L'iu \ . 

i\KO\-T\ 0H (lir; I't Xui vmUor lU lU C #l/l VVi;i. I 

WHEN STARTED : I JAN 52: I JAN 'W. 



U .VIIU cur: '-i' Juuo It) IT 

WHEN STARTED: 



1 



SI. 
11. 



Set cir<ul:itiun In iiikl. 
KvriiiiiK *' :ts>. A hr rate. 

hUbiiH'hh frifiii luritl utiv 
"Jr l>UMii<'h> from imt l h\iut 
'{ liUMni'>R iietworL adv 

liouro of net ]ir<i|;riimiiii;.. 
% lioiir« lonil livi- ^llu^t«.... 
% hours lilni proKmminif... 
Xiiinliur liuurk un air tliiily. 
N'lllnluT «tf fini>Ioyr**(i. 



iy.75() . 
.■i8.»>.->'; 



.1 i.'>.(i()i) 

l«.ll''r 



3'».12'', 1H.1>II'( 

. i.i.ar.'/f .•ci.o;!'} 

ll'~'r... 

.•3'V, 

,18...... 



..■Ht.'f't' ; 

..Sl.'U,'', 
2 I .(>.'> ' , 

Up. tT";; 

2a.8.->", 12.7'>'{- 

11.12^', 10.71'^, 
'A 1.'>>/C 

<• 1 7:i 



Pioneer executives: Charles TliiLTidt. \ Harold I', ^(•t^ 
m^r.; Xoriiiaii Ldiivnii. salo iii<zr.: A. W. C<iii-tanl, l»r(>fi. 
iii>;r. ; K. A. I>licrf£. cliicf ciigr. Estimated outer liiiiil of 
tv sifinal: 60 miles. Present visual pou er: lUO k\s. I'res- 
erit nurnl pouer: rii) k\s. Aiitli. visual pouer: autli. aural 
poieer: >aiiie. Touer height : l.li'iO ft. (sea le\ell. tUpiip- 
inent: KCA. ^eus: AP, \\\C \ewsr<vl. Film suppliers: 
NBC. CHS S\ lulicatinn. jjIii- 2("> others. Assist adiertisers 
in ninking film comin'ls: Ves. Present rep: Free it I'cter>. 



CONNECTICUT 



n.VIIC-T^ On oir; 1,1 Jiiik' lU Ut ClIASMll. it 

Pioneer executives: I'atrkk J. Goode, pres.; Aldo De Do- 
ininicis. gen. mgr.; VA Ohrist. stn. mgr. (2 }rs.) ; \iiinie 
I)e Laiirentis. \ .p. chg. eiigrg.: \'iiiceiit Calhiiiaii. < omiid. 
mgr. Present Class A hr. rate: S800. Present visual pou- 
er: 316 k\N. Present aural poieer: 158 kw. Toner height: 
720 ft. Equipment: l)u Mont, CV., iXeus: INS. AP. Telr- 
iie\\>. Present rep: The Kalz Ageiiry. 



DELAWARE 



uiL.>ii>f;ro.\ 



\MH:L-Ty #11 air: i:t llcii/ It) I!) CUAWEL 12 

I. .Sft circuIatiDn in mkl.. 7.»70 8'J.V82 18t,762 

2 Kvening ('lii>.>. A Iir. rftte...,, , 6200 ,... SU)0 $37.^ 

3. Number liour>> on air daily 3 13 18 

Pioneer executives: Clair K. AhCollough, pres. and gen. 
mgr.: J. Robert Gulick. asst. gen. mgr.; IJarton K. Feroe. 
stn. mgr.; Robert C. I)arl)\, i)rog. dir.; J. E. Mathiot. teili. 
dir. Present visual pouer: 2.5 kw. Present aural pouer: 
1.25 kw. Toner height: 700 ft. Equipment: l\CA. .\ens: 
I P, INS. Film suppliers: majority of major distributors. 
Present sales rep: Meeker T\ . 



DISTRICT 



O F 



COLUMBIA 



vV/Vsiiivf; ro.v 

« >I/1L-TV On «ir; ."; Octoher IU17 CtlAWi.l. t 

Pioneer exeeutii es: J. KaiilTman. jire'^.: K. II. Herke. 
lev. gen. mgr.; Hen H. Baylor Jr.. eomnd. mgr. ( resigned) ; 
lUirke Cnitt). dir. of [\ ; Dan llnnter. < hief engr. Present 
Class A hr. rate: .$600. Present visual pouer: 22 kw. 
Present, aural pouer: 12 kw. Toner height: 515 ft. 
Equipment: RCA. \ens: AP. Present sales rep: The 
Kat7 Apenr\. 



1 .St.*i rlrculatlfiii j.n nikl 

Kvi-riint t'l»i,i> ,\ Iir rnti-. 

'i, % liuure of i" t iiroeruiiiint;. 

-I 'f hon rb lo< fil liv** »>lio^^> 

"> 'I liuurs niiii |irot;riiinii 

ti Nuniy*<T Iinurh on uir ilftily 

7. Nuuili(*r uf fill ]iliiyi'4-»i 
'< Ii A.\ ( r r»ii- I vy n» 



...6,200 
(12 17) 
. SlOO 



ClIAWEL 4 

I JAN. '52: 1 JAN. "54: 
..321.373 591,000 



..#650 

..^>0.5'/f ... 
..12.2'', ... 
.27.3%... 

.15 

..'t'} 



S723* 

<>5.8% 

I'>.t% 

2:j.8% 

.....ny. 

132 



J'ioneer executives: Carleton I). Smith. \.\>. & gen. mgr. 
Estimated outer limit of tv signal: <>0 miles. Present visual 
pouer: 100 kw, Present aural pouer: .50 kw. Auth. visual 
pouer: auth. aural pouer: same. Toner height: 739 ft. 
abo\e s<-a le\el. Equipment : RCA. .Neio: AP. UP, INS. 
Film suppliers: Ziv. NI5C Film I)i\.. Guild Films, .MPTv,, 
lIoIKwood T\ . \tlaiiti< Films. OfFn iai Films. V'itapix. 
Assist advertisers in inaLing [dm eoinin'h: .No. Present 
sales rep: NBC Sjjot Sales. 

U TOI'-TV Oil nir: f ^' ./niiiifiri/ I '.Hit CII/1 WEL .0 

WHENSTARTED: I JAN. '52: I JAN '54: 



I 



n 

10. 



s<'t riT' nl«tii>n in lukf 
Kvciiiiiij I .^l^> .\ Iir riiti' 
"[ liUKiiiOhK from lorol mU . 

l^Ul^llle^^ frtmi flut'l spot 
"( l>Uhiii^s network mlv. 
'' liours of net iiroerain ne . 

htiUTf loriil liv<- hhii«K.... 

hours lilni |irot,'ruii ins.. 
NnniliiT hours on air daily.. 
Nuinhi-r of i-niployi't'S. 



.m«*.7f)(i 32.1..) 73- 593.600 

151) S.55(l .51,250 

.3 1'^ 26 26% 

.35 37", »07, 

.3 1''^ 37 ';f 34';^ 

68'^, ....5I'/r W/« 

ll'^r 21% 26% 

21'; 2r,'/c 31% 

.0 13 18 

1« 75 125 



Pioneer executives: Eugene Thomas. WOlC gen. Txigr.; 
John S. Ila\e-, now pre*.: l^lo\d W. Dennis, now v. p. 
( harge progs. Present visual power: 54.9 kw. Present 
aural pouer: 27.5 kw. Auth. visual power: 316 kw. Auth. 
aural poner: 15o k'.s. Toner height: 738 ft. Equipment: 
RCA. :\ens: I P, AI\ INS. Film suppliers: CBS Film 
Sales. Ziv. MCA. I PT, TPA, Hollywood Tv. Assist ad- 
vertisers in making film comm'ls: Yes. Original call let- 
ters: W'OIC. Piesent sales rep: CHS T\ Spot Sales. 

UTTf; Oil ntr: I Jaunnru IIH7 CUAXSEL o 

Pioneer executives: Leslie G. Arries Sr.. gen. mgr.; Roger 
Coelos. opers. mgr.: M. Burleson, chief engr.,; Leslie 
G. Arries Jr.. dir. remote opers. (now gen. mgr. I Present, 
Class A hr. rate: S600. Present visual power: 17.5 kw-. 
Present aural power: 10.5 kw. Tower height: 587 ft. 
Equipment: Du Mont. ,\ei<5: I P. Movietone. Present 
sales rep: Blair T\ . 



FLORIDA 



j.\rK.s«\\ II. 1. 1; 



WMUH.TV On tt\r: Id October I U in CUAWEL 4 

WHENSTARTED: I JAN. '52: I JAN. "54: 



I . 

O 

3. 

4. 
h. 
<>. 



0. 
Id 



Si't l in ul.itiiiii 111 nikf . 
Kvtniiii,' Cliiss A Iir rule 
'/T llU^inl'S!i from loca! iidv 
% hu-iincsi from nat'l sjiot. 
% biisii)o>-s n»'HvorK .idv.,, 
hours of net iiroeram lie 
houni lop.il live slio«>.. 
"r hours tili:i iiroeraiiiiiii: 
Numlxr hours on air daily, 
N'liiiibcr of niiployees 



.0 32.000 ..222..»01 

. #2()(» S UK> S60O 

1 6.7 33.3 33.3 f B 

.16.7% 33.3% 33.3% 

.66.6'"^ 33.3'-; 33.3% 

.80'', 80"-; 75.5% 

.5'", lor; isr?, 

15'-', 10'-', 9.5% 

.5 16 18 

I I 32 97 



Pioneer executives: Glenn .Marshall Jr.. pres.: Charles .M. 
>tone Jr., \.p. in <hg. sales. Estimated outer limit of tv 
signal: 15(t miles. Present vi.nial power: 100 kw. Present 
aural pouer: 60 kw. Auth. visual power: auth. aural pow- 
er: same. Toner height: 1-10 ft. Equipment: GE. .Xews: 
I P. Assist uilvertisers in making film comm'ls: Yes. Pres- 
ent sales rep: CBS TV Sjjol Sale^.*. 

I t*\^n»r turn In pner .Sft > 




WICHITA 
KANSAS 

NBC -ABC 

NETWORKS 



254,000 Watts 

HIGHEST POWER 
IN KANSAS 



WICHITA 
k fCANSAS^ 



STANUt H. OUftWOOO 
Praiid«nt 



.>IIA>II 

nrVJ On air: 'J I .Wurih lUlU €ll/l.V.Vi:i. f 





WHEN 


olAnltU. 


1 JAN. 52 


1 J A ^ . *S4 * 








IOI,<)(HI 


. .,22(>.0<><f 


"-' 


Kvi-uing Clash A lir, rate 


S ISO „ 


$3511 


.f H<l<) 


a. 




'.5<7c 






1 


',i liui-iupss from nnfl sjiot 




33'-; 


.ii'". 


5. 


''o liUniiiMs ni-ttvurk inl\ 


icj'-i 


13% 








..lo'-i 




. 12% 




','t hours local live ^llo«^.. . 


..»><)'>. ...... 






w _ 










y. 


-N'uiiilji'r hours ok air iliiily.. 


I> 






10. 








. , 137 



I'ioneer e.xecu lives: Mitcliell Wolfson, |)r('-.; Ur Ruwitch, 
exec. v.jj. gen. iiijir.: Jack Sli;i\. tech. dir. /-Estimated 
OMter Ivtiit of tv signal: 80 miles. Present visual pouer: 
100 kw. /'resent aural pouer: 87 kw. Autli. visual pouer: 
auth. antral power: siinie. Touer heifiht: 1,007 ft. Kijuip- 
menl: RCA. GK, Dii Mont. Acics: NBC. fi7//i suppliers: 
Guild. Ziv. //5.m'5/ advertisers in making film romm'ls: 
Yes. tlirou^h \\"1'\'J film subsidiary. Uccla Films, hi< . 
Present sales rep: Free & Peters. 

GEORGIA 

ATI..V,\'rA 

WAfiA-TV fhi air: it Morvh lUlU ClIAWSCh .1 

I'ioneer exeCMtnes: Georjie I!. Storer Jr.. gen. m^'r. ; Hill 
Terr\. |>r(i^'. dir. Present exeeutiies: George B. Storer, 
j)res. : (Jlenn Ja< k>oii, mng. dir. Present Class A hr. rate: 
S750. Present visual pouer: 100 kw. Present aural power: 
50 kw, Touer height: 530 h. Equipment: RCA. .\ews\ 
I P. .\P. Present sales rep: The Katz Agency, 

U I.\l-/l On nir: Hi) Svpt^iuher lUTtl CII/l.V.VKl. J J 







WHEN STARTEO: 


1 JAN. '52: 


1 JAN 'M 


1. 


Si'l ciriulation in mkt.. 


unknot* 11.. 






•> 


Kveniiig Class .\ lir. rule.. 








3. 


% hours of net proeraiiiiiig 






18% 


■1 


% hours local live .shows ... 




..uiiknoM n. .. 


...33 "Ti 


5. 


% hours film prograniiiii; ... 








6. 


N'wiiiher hours on air dailv.. 


ll> 




...1714 


7. 











I'ioneer executives: W. P. Robinson, pres. and gen mgr.; 
Charles Gresham. coniml. mgr.; John Se\er. prog. dir. and 
film buyer; Harve\ Aderbold. chief eiigr. : \\ . B. CoKin. 
|)roni. dir. Estimated outer limit of tv signal: 90 miles. 
Present visual power: 23.5 kw. Present aural power: 12.8 
kw. (|}()wer iiic rea^^e in April). Auth. visual pouer: 316 
kw. Auth. aural pou er: 158 kw . Tower height: 54.5 ft. 
Equipment : RCA. A'eiC5: I P. Film suppliers: Snader. 
Guild. Ziv. Assist advertisers in making film eomrnls: No. 
Original call letters: W'hTV. Present sales rep: Crosley 
Broadcast ing C<>r|>. 

WSm-TV #11 oir; 2.'> ,SVi»rfnil»«T !.'>!« CHAWrL 2 



WHEN STARTED: I JAN. '52: I JAN '54: 

1. SVl <ir< (iIi(lioii ill iiilil.. , : 1.3ii() lf.3.(MM) .I'JO.ooo 

2. Kvcnine Class .\ hr rativ ..$151) .... ..S3i)i) S8()() 

3. husinpss from InrnI udv .77'"J .2 7.r>'~'r 27.'*% 

4 fr, husinpss from nafl Kpol.. IB.')-^, .T I .« 11.2'^r 

h busint'ss n<'t»ork ndv ....... I 1 ...TT.Ji'? ..1<».7'"r 

B. ';4 hours of nil proirrnminc n<in<- I2'r ........32'f 

7 '.; hours local live shows 'l3'-'r 23', 1 1 ' 'r 

•< hours film uroBraniinl .-, 53'? .T.T^ ....27'i 

^1 VumhiT hours on nir daily.. ... -7. I • ...13 

10 Nnnihi-r of i-ni|ilo.v<-i-s .. .. ... •') , l« ...53 



Pioneer executives: J. Leonard Reinscb, mug. dir.; John 
.M. Outler, gen. mgr.: .Marcus Barllett, stn. mgr.; K. H. 
Holbrook, as?t. cli. eugr.: .Mark Toalson, prod. mgr. Esti- 
mated outer limit of tv signul: 150 miles. Present visual 
power: 100 kw. Present aural pouer: 50 kw. Auth. visual 
power; auth. aural pouer: same. Tower height: 1,062 ft. 
Equipment: RCA. Acirs: AP. Telenews. Assist adver- 
tisers in making film comrii'ls: Yes. Present sales rep: 
Kdward Petry & Co. 

t L L r N 0 I S - " --4 

c'iiicA<;o 

^MtltM-TV On uir: C Seitteiuber lU tfi CIIAWEI. 

WHEN STARTED: I JAN. '52: IJAN.'M: 



r. 


Svl circulafibn .n mlit . 


unknoM ri.. 


1.077.H17.. 


.1.871.8 




Kvi-i)injr Class .V hr ratr'. 


. .unkno>*n.. 


S1.300 


...S2.0OO 


••). 


hours nef proirraiuinL'. . 








4 


'^e hours local live shows. 






209i 


5. 


% hours film proerauiins; 


uriknn^ n.. 


..73'', 


...10% 


6. 


N'uu)bcr hours on air daily... 




..11 


1.8 


7. 




.. . . uriknu>* n. . 


..2f>(> 


...239' 



Pioneer executives: John Balaban. pres.; Win. C. Eddy, 
dir.: ICImer C. I |)toii. gen. mgr. Present executives: li. 
Leslie Atlass. v.p.-geii. mgr.: E. II. .'^homo. as^t. gen. mgr.; 
George .\rkedis. sis, mgr. Estimated outer Ivnit of tv 
signal: 65 mile*. Present visual pouer: 25.4 kw. Present 
aural pouer: 12.7 kw. .4uth. visual pouer; auth. aural 
power: same. Touer height: 680 ft. Equipment: KCA. 
.Veu5: AP. LP. Coinmunitx .News Service (Chicago I. 
IM'. CBS 'r\' .Newsfilm. Film suppliers: Con.solidated. 
Xatl. Telefilm. Combined Tv Features, Coiiimoiiweallh, 
MivA Alexander, ^terling, PSI. Assist advertisers in mak- 
ing film commls: So. Original call letters: W BKB. Pres- 
ent sales rep: CBS TV Spot Sales. 

WHKH Onair:I7Soptomhertitin CIIAWEL f 

WHEN STARTED: I JAN. '52: IJAN.'M: 

1. Set circulation in mkt unknown 1.077.81 7..... 1 .572.120 

2. Kvpning Class A hr rate... unknot n S1.30O SI. 630 

% business from local adv. .....unknown 68%... ,34% 

4. % business fron) nafl spot unknown 30% , 37% 

.'>. % business network adv unknown 2%........., 9% 

fi, % hours of net prosramin!; unknown 7% 19% 

7. % hours local live shows unknown 18% 38% 

8. % hours film proeramins unknown 73% 43% 

9. N'umbfr hours on air daily unknown 11 

10. Nuniber of employees unknown 260 230 

Pioneer executives: E. R. BurrofT. gen. mgr.; Roy .Mc- 
Laughlin, cominl. mgr. Present executives: Sterling C. 
Ouinlan. gen. mur.; James W. Beach, sis. mgr.; Clar 
lleider. natl. sjjot sL. mgr. Estimated outer limit of tv 
signal: 100 miles. Present visual pouer: 114 kw. Present 
aural power: 57 kw. Auth. visual power: 316 kw. AuJh. 
aural pouer: 158 kw. Tower height: 670 ft. Equipment: 
RCA. GE. GPL. Xews: AP. IXS. Community News Ser\-- 
ice (Chicago). Film sui>pliers: XBC Syndicated. ABC 
>\n(li( ated. MC\. Film \ isiun. Ofiicial. .Atlas. //s5i5/ ad- 
vertisers in making film comm'ls: No. Original call letters: 
\\'E.NR-T\'. Present sales rep: Blair Tv. 

|l/;.\-T» On »ir: .7 .Ipril !.'>!« CUAWEL ft 

WHEN STARTED: I JAN. '52: IJAN.'M: 

I, i^«t circulnt on in iiikl 17.0<><) 1.080,()(>0 1.80O.i>OO 

■-V K.Mnini; Class .\ hr rate S330 $I,0O0 $1,320 

( Oata tnr thit *tatittn ronlimirs fHtzf 'R ) 




. , . . more than to any other Detroit station! 

After 6 P.M. during February, reports ARB, there 
were 86 quarter-hours when more than 50% of Detroit's 
television sets were in use. 

\n 45* of these 86 big-audience periods, WWJ-TV had 
the largest audience of Detroit's three television stations. 

WWJ-TV's record means that when Detroiters are 

most receptive to television, 
WWJ-TV dominates more of their 
time than do both other Detroit 

*3-station comparison of audience Stations combined 

leadership in 86 quarter-hours 

Month after month, this dominance 




mm 

NBC Televiiion Network 
DETROIT 
Associate AM-FM Station WWJ 



period$> (41) 

FIRST IN MICHIGAN • Owned and Operated by THE DETROIT NEWS 
• Natlanal Representatives: THE GEORGE P. HOLLINGBERY COMPANY 



19 APRIL 1954 



57 



II. 't li()ur« of net iMn;,'riiin iiii; . .....hoik- „ 21.M'f \2'r 

4 "( liourB Uiciil Ijvi' hlunvn... 8l.:i'f :u>.H", i'l'r 

r>. ", linurs (iliii priiijriiiiiMii;. . . IH.7',',. H.'t", 

(>. N'uiiiliiT liouis on iiir dnilv r>.ti l->Vi !•> 

I'ioncfr cxt'ciilives: Fi;iiik I'. S< lireilier, iiij;r.; Car\ J. 
.Mc%(M>, ( Irief ('ii<:r. ; 'IVd W'r'Iier. ^ale> iii<;r.; Ja\ E. Fara- 
;;lian. pio^:. dir.; Speiicci' M. Allen. iK'w.-rct'l dir.; James 
Ilanloii. ))ul). dir. Estiinatcd outer limit of tv .signal: 60 
miles. Present visual pouer: 120 kw. Present aural pow- 
er: ()() kw. Aulli. visual pouer: HIO kw. /tiit/i. aural pow- 
er: \7iii kw. Tower height: 610 ft. Equipment: V>\\, RCA. 
\ews: V\\ \\\ \\^. Present sales rep: WCA-TN Sales, 
Ocorfic 1*. 1 l()lliii<il)f'r\ (](>. 

WMtq On nil-: 7 Jniiniirij lU lU CIIAWl.l. 

Pioneer executives: \\\c^ Traiiimell. j)rc». M5C; 1. \l. 
Sliowermaii. v. p. and ^ieii iiijii. Present executives: Jules 
Hcrinn caux. as>t. ^ieii. injir. (at sroNSOU pres^tinie no 
replacement had heeii named to fill post of llarr\ {]. Koj)f 
who died in March l*-).^4l; Charles V. Ure^i^ser, sis. dir. 
Present Class A lir. rate: $2,200, Present visual power: 75 
k\\. Present aural puicer: l^l.ri k\\. Toiver height: 720 ft. 
F.quipnient: \{CA. Aeus: A\\ I V, INS. Present sales 
rep: N'HC Spot Sales. 



\eus: AV. IV. LI' Facsimile. Film suppliers: .MPTv, 
.NHC. Ilolh xsood '\\. .MCA-T\, Oiricial Films, A. & M. Alex- 
ander, others. Assist advertisers in malcing fihu conim'ls; 
.No. Prtiseni sales lep: Meeker \\. 

I.M>IA.N \IM>I.IS 

wrini.rv On air: 30 lUlU CUAWEL U 

WHEN STARTED: I JAN. '52; MAN. '54: 

1. Sc l ( irciiKitiDii III iiikl 2..'>«<) 2B0.<hmi IMI.OOO 

2. Kv.iiiii' ("a-s A lir r.-ilc S2.'.0 .. .S.IBO $«<><) 

ri l)ll»iIl.■»^ fri.iii Iciiiil udv 58'/( .. iO'/c tt^'r 

■I, 'i lidKini-R'. from lllit'l spni 2fi'/r **'/r 38'/f 

liiisim- IS iic-ttti.rk .-idv 1 M)'/, 18''? 

i>. li'iiirK <if ii''i iirciir. iiiiiini; .">!'/$ 't'2'y, ti'fr 

7, '/( liiiurs Icicil liv kIiows 2fi'/r .. IT'/, 2.-.'-/ 

ft. "i lioiirs liliii iiniKr;iiiiiiii: 23'/r - '« ' 'X .31'/, 

'.I .N'uiiiljiT llOllr^ nil iiir (l:iil.v 2 I2'A ' ** 

111. NiiiiiliiT iif ciiiiildvii-s 21 ."■>.« l)"* 

Pioneer executives: llarr) M. liitiier Sr., rhiiin. of hd.; 
Ilarr\ M. IJitner Jr., jjres. & f;en. ni<rr. ; William F. Kiley. 
\.]>. sales; Frank 0. Sharp, v.jj.; Harold S. Holland, chief 
enjir. Estimated outer limit oj tv signal: 65 miles. Present 
visual power: 2\'>.2 kw. Present aural power: IH.l kw. 
//(///(. visual power: 100 kw. Auth. aural power: .50 kw. 
Tower height: 168 ft. Equipment: KCA. ^ews: A\\ IXS. 
Film suppliers: majority of major distributor?. Assist 
advertisers in making film comrnls: Yes. Present sales 
rep: The kat/ Agency. 



ItOf'K ISI>.\M> 

\\nitl--TV Oil air: I July l.'>.>0 CIIAWEL I 

WHEN STARTED: MAN. '52: 1 JAN. '54: 





.Set rii'('iiliilii>ii ill nikt 




88.00O 


.... 2.'>o,a 


o 




S200 


S3 00 




y. 






i'f% 


.... 12% 


.1. 




i2';t 


33% 


«•«% 


rr. 







•«% - 


«.-.% 


i;. 




20% 




. 72% 






«% 










(.0 % 


«'% 


!.'-,% 


•I. 








M 


10. 




(id 


..... d." 


80 



Pioneer executives: H. II. P<jtter. pres.; Leslie C. JoJin- 
son. V.J), and gen. mgr.; Maurice (^orken, sales dir.; For- 
est \\ . Cooke, prog, dir.; Kolierl J. Sinnelt, chief engr.; 
Fern llauks. prom. dir. Estimated outer limit of tv signal: 
60 miles. Present visual power: 100 kw. Present aural 
power: 50 kw. Auth. visual power: auth. aural power: 
same. Tower height : 485 ft. Eipiipment : KCA. I)u .Mont, 
GK. Sews: 11'. W Fax. Film suppliers: OfTicial Films. 
N'itapix. \H'I\. Assist advertisers in niahiiig film coiiiiiils: 
No. Present .sales rep: .'\\ ei \ -Knodel. 

INDIANA 

iti.oo>ii.\c;To.\ 

MTTV On «iir; / / A oi«miiJi«t lUlfi CIIA\M:i. 4 

WHEN STARTED: MAN. '52: MAN. '54: 

1. .S.'t c-ii-culiiti<in in iiikt. 2(m I:il.O(M( .103.(110 

2, Kvrniiig f'lii-s .\ lir. riito Ssi.'io $2«)o ,....«ooii 

;i. % Ixisincss from IimhI ;i(1v 8.';', •0% 3,"''^ 

.1.. % hiisiiic-s friiiii ii.il'l -iio; .-><", 3(1% lo'"f 

5. ", liiisinc^.s iictwiirk :i(lv l(i'"f 30% '1'^' c 

(i. % lioiir.s iif net iiini: iiinnii,' !.">'? 1(1'"' .'•0% 

7. li.iiirs lor.il liM- !.liii«^ lO'-f .•iri% 20% 

% Imnrs liliii prnirniiniiiir 1.">'J 2.">''f .......30% 

!(. .NuiuIkt liinirs (in .nir iliiily 2 12 , 17-1(1 

lo. .Viuiilii r of iMii|ilo.\>i i''. ."» 18 7(> 

Pioneer executives: Saikes Tarzian, pres.; Robert l.(>mon. 
gen. mgr.; Ndrman CisMia. a>>t. mgr. & .^ales dir.; Roheil 
I'ctranolT, i>rog. mgr.; Carl Oiikeii. < hicf engr.; Susan Rart- 
letl. traflie coiitiniiit) dir. Estimated outer limit of tv 
signal: 100 miles. Present visual poirer: 100 kw. Present 
aural power: 50 kw. Auth. visual power: auth. aural jiow- 
cr: same. Tower height: 1.000 ft. Equipment : RCA. 



IOWA . . a 

A.>1K.S 

\\OI-T\ On air: '21 Vvhrtturtj 11). TO CliAWEi. 

WHEN STARTED: MAN. '52i MAN. '.54; 

1. .Sft cin nlntidii in inkl. 60(1 6.';,0(K) 21().(Mlo 

2. Kvciiiiig Clnvs A lir r:itp $2(K) $100 S.ii.">0 

3. % liiisiiicss from loc:il iidv inmt— afr<*i»tK onU nutinnal .liu-.inrs.^ 

I. % linviiii'ss from n;il'l sjiot .".0% 60% 66% 

.">, % liiiKiin".s network .-kIv .">(>% lO'^i 3 1 

(>. 'f lioiirs of IK'I iirou'riMiiinK 60% .... 7.'> .% „...70'>; 

7. % lioiirs lociil livi' sliows ntinr l.'>% , 20*"t 

«. % hours liliii i)roirr:iTiiini 10% 10% 10'; 

II. NuiiiliiT llodr^ on iiir diiily 1 9 IS 

;0. .Xumlii-r rif (■iiiployri-> 20 08 80 

Pioneer executives: Ri( hard R. Hull, gen. mgr. Estimated 
outer limit of tv signal: 90 miles. Present visual power: 
100 kw. Present aural power: 50.1 kw. Auth. visual pow- 
er; auth. avral pouer: same. Tower height: 580 ft. Equip- 
ment: GE, RCA. Xews: INS. Al', Ul'. Film suppliers: 
\'\\. \H'T\. Comet. I nity. Assist advertisers in making 
film comm'ls: .No. Present soles rep: Weed Tv. 



i>.\\ i:\iM>itT 

M OC.T\ On aiv: :t I Ovtabi'r iiHU CIIASSEL G 





WHEN 


STARTED: 


1 JAN. '52: 


t JAN '54: 


1, 


.S(it i-i rciiliit loll in nikt 




...8.^.131 


250.(M)O 






.$200 


...$30(1 


$.■500 


:i. 






.21% 


....27% 


1. 


'"r liiisiiics'. from iiafl spot 








5 . 


% Imsini—s iii-twork iidv 




...33% 




li. 


'/, hours of lu-l )iroi;riiniinp 


.2(1 '"f 


...7(1 


63% 




'', hours locjl live shows 


. 10% 






_ 


% hours lilni proirrn mine 


.3 1% 






11 










II 


Nunilirr of iniplovi'C!! 









Pioneer executives: R. J. Palmer, pies.: Ralph Evans, exec. 
%.)).; I). I). Palmer, v. p. and treas.; P. A. Loyet. v.p.; 
W. I). Wagner. sec\ . and contr.: F. C. Sanders, resident 
mgr.; P. (/. \r\i(l.snn. chief engr. Estimated outer limit of 
/f .sj/,'/(n/: I'O niile>. Present visual power: 100 kw. Present 
aural pou er: 60.3 kw . Auth. vi.sual power: auth. aural 
power: >ame. Toner height: 625 ft. Etjuipment: RCA. 
Sews: I P. FUin suppliers: Tele Pictures. Hollywood Tv 
."service. MPI\. Assist ai/iertisers in making film comm'ls: 
\c<. Present .sales rep: Free & Peters. 

iVlratr lurit In pafir fiif t 



WKY-TV is nation's first independent station to have regular schedule of . . . 

Local 'Live COLOR Programs! 

. . . using FIRST color cameras delivered to any independent TV station in America! 



WKY* • • FIRST radio station in Oklahoma 
WKY-TV • FIRST television station in Oklahoma 
WKY-TV • FIRST station with color TV in Oklahoma 
WKY-TV • FIRST in popularity in Oklahoma • 




Pulse 2')-County 
Audience Survey and 
Hooper Oklahoma City 
Audience Survey of 
January, 1954. Sec 
your Katz 
representative. 



Being first is an old habit at WKY-TV, but Engineers Bob Hay- 
ward (left) and Aaron Britton (center), along with station manager 
P. A. Sugg (right), are all eyes as they eagerly inspect one of 
WKY-TV's new color cameras received Marcli 20th. Farsighted planning 
makes it possible for WKY-TV to be the first independent station in 
the nation to have a regular schedule of local COLOR programniin^. 
This same foresight has been characteristic of every phase of WKY-TV's 
operation. That's why WKY-TV is the station of so many FIRSTS! 



WKY-TV 



CHANNEL 4 



OKLAHOMA CITY 



Owned and Operafed by THE OKLAHOMA PUBLISHING CO. • The Daily Oklahoma • Oklahama City Times 
The Farmer-Stackman • Represenfed by THE KATZ AGENCY 
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K E N T U C M Y 



M&RTJLANP 



i.oi'i.s\ ii.ij: 



UM» i;.'l'»' Oil uir: J I .V<ii <>mrM>r HUH €IIA.\M:I. JI 

WHEN STARTED: I JAN '52: MAN '54: 

I. Sl'I tnculiiiiiiii 111 iiiki .....2.(10(1 l:i.'>,7(M> :i:i(i.(io() 

U Kvriiiin; CliihH A lir. riiti- .... 820O Sl.Td 6T3I) 

:i, l<iisini-KS friiin loial mlv 112.27, "t ... ll.. •».">", ll.'>7% 

1 "t liUhiiii'KK from iiul'l hii<)( 12.7ll'/( 2«>.l(l'} 31. lift 

.1. % liUdiiu-vK iif(\vork adv.. 1.9'*% 2')..-..-. 2:i.H.">% 

<>. 9( liourh (if inM pninniMiiUic . .. IH.'J", T,:i"r ,. I,n.a'7r 

7. 'f'l liours IcKiil liM- i.lio«> .. ...•>!. 1', 31.«)"r 2l.«>'"i 

"e lioiirh Mini proKruiiiiiii; 1')% lS.l"c 12.1% 

'.I NuiiiliiT lioiirh on nir diiil.v. ... I 1 I 17 

10. .VuiiiluT of rmployi'ifs 2'* 7«> 



Pioneer executives: Ccoijrc W. Xorton Jr.. pre*;.: Xatlui// 
LonI, v.|). ; Charles Leonard, trcas.; Ceorfre I'attcrso/i, 
proj:. dir.; |{al|d/ Jack-o/i, -^alo i/igr.; W ill)iir lludso/i. 
chief ei/gr. Estimated outer limit of tv signal: 100 ii/iles. 
Present visual power: 100 kw. Present aural power: 50 
kw. Autli. lisudl power; uutli. aural power: sa/iie. Tower 
height: Oil- ft. ah(jve a\. tcrraiu. E(fuipmeiit: KCA. 
Sews: Al*. Film suppliers: i/zajority of major di«lril)iilors. 
Assist advertisers in making [dm eoninils: ^'es. Present 
sales rep: NHC .Spot .Salo. 



».\i/n\JoiiK 

WHEN STARTED: I JAN. '52: I JAN. 'S4: 



1. 


Sfl circulation iii njk( 






....52<),<»7i 


•1 


Kvcnini; CliifcK A lir nid* 


S3()() 


....$<«.■>() 


....S830 


3. 


% bufiiiicsft from Utcul adv.. 


Tl..-.%... 


....»1.5%f 




•1. 


% l)UKiiH'K« from iiat'l tpol.. 


12"c 


....2<i.»% 


....31.1%, 


.1 


% l)U!>ini-i-H in(work adv 


13.5%^... 


...32.1 % 


....2<».1% 


<i. 


% liotirH of net iiroi:riiinint;. .. 


TH.l%... 


...39% 


....30.<»% 


.( . 


% hours local livf hliows 


23% 




...23.3% 


H. 


% hours lilm iiroKraiiiiiii; 


.. 1V.I%... 




45.6% 


i) 


N'uniljpr liourK oil air dailv 






15 


10. 











Pioneer e.xecutives: Hew Cohe//, pres.; Herman Cohen, 
v.|). and trca^. ; .\orwian Kal, exec. v. p. Estimated outer 
limit of tv signal: 1-1 n/iles Class A; 58 miles Class B in 
all diie< tio/is. Present visual power: 50 kw. Present aural 
power: 25 kw. /luth. visual power: ',i\G kw. Autli. aural 
power: 158 kw. Tower height: 530 ft. Equipment: RCA. 
\ews: \V. Edm suppliers: MlTv, ABC. XBC. Unity, In- 
ter>tate. .M&A Alexar/der, A^tra, Official, Atlas, BagnalL 
Assist advertisers in malcing [dm coniin^ls: No. Present 
sales rep: 1 larrii/gtoi/, Righter & l';/r«on?. Inc. 



WIIAS-TV Oil «ir: 27 >l«r</i l.'i.irt CIIAWEt, I I 







WHEN STARTED: 


1 JAN. '52: 


1 JAN. 'S4 


1. 


Set cireuliitioii in mkl 


... 25,«>01 ... 


...12 1,330.... 


....25(I.(I<M) 


2 


Kvcning ('la>>; .\ hr. riitc. .. 


S25() 






.1 


% business from lociil ndv 


».(l.2% 


.. 17.H'{ 


....32% 


I 


% liusini's-; from nat'l spot 


25.3% 


.. 26.«i% 


... 11.1% 


Ft. 


% ItiisinoK network adv .. 


1 1.3% 


2l.<.'/r 


... 2«..«.% 


(i. 


% hours of net proprainini: 


l'>% 


..<•■>% 




1 . 


% hours local live shows... 




...1H% 


....l'»% 


8. 


% liourK film proKraminK.. 


2«..5% 


...13%.... 


....25% 


1) 


Nunilter hours on air dnil\* 








10. 











Pioneer e.xecutives: Victor A. Sholis. v.|). ai/d dir.; Neil 
1). Cline, "-tation i/igr.; Orrii/ \\ . Towi/er, dir. of c/zgrg.: 
Jt)c C. Fox, a^*t. dir. t){ ei/grg.; Ral|)h Hansen, jirog. dir.: 
Richard Oherlin, new* dir. Estimated outer limit of tv 
signal: 70 n/iles. Present visual power: 316 kw. Present 
aural power: 158 kw. Auth. visual power; alith. aural 
power: same. Tower height: 600 ft. Equipment : General 
Electric. iXews: AP. Filn\ suppliers: Ml'Tv. Hygo Tv. 
Go\ en/or Tv, Atlai/tic T\, I //ity Tv. Hollywood Tv Sen.. 
Bagnall, Onicial Tv. Assist advertisers in nmking fdm 
conim'ls: No. Present .sales rep: Hariingto// Rigliter & 
l*a/>i)ns. Inc. 

LOUISIANA 

M-M oiili:a:\s 

WltSV-TV On oir: I It IH-vcnitn-r lUISt Clf/1\:VKL« 

WHEN STARTED'. I JAN. '52: IJAN.'M: 



1. ^■■( circulation in mkl. 1 l.3ll()' 137.081 23.-. 077 

2 Kv.-ning Cla^s A hr. ratp. Slo" -^''OO 

3. %, linsincss from local adv .. .33.:i I % .. .. I L.'O'^; 30.27% 

l. % hnsincsv from niit'l spot. . .3(i.7l'r 36. .-.(|r; l2..->5% 

.-). % liusiiicvs n.twork adv.. 15.05'r 2<)"(, lll.in% 

(1. Vr lioiirs of iic( prozramini; (.I..23* 6.1.37 50.31 

7. % hours local live ^ho« s 17.33* 20.3.I 1 l.(. 

8. % hours lilm procraminc 15. (i5* . ..13.75 22.33 

'.I Numlicr hours on air daily... '2 lo 

10. Numlior of nnphiyees . .. 15 loo 15() 



of 1 J«n l'i.M> 

Pioneer e.xecutives: Kdgar B. Mem Jr.. pres.; Rohert 1). 
Swe/e\, extv. \ .|). & gci/. i//gr.: A. Louis l{ead. v.|) & 
conim"! mgr. Estimated outer limit of tv sigiud: !>(» H/ile>. 
Present visual power: 100 kw. Present aural power: 50 
kw. ///////. visual power: auth. aural power: sai//e. Tower 
height: '125 ft. Equipment: l\C\. iXews: M5C daily re- 
|)ort. A I', ir. Assist advertisers in iwaUing fdm eomm'ls: 
Ves. Present sales rep: Blair T\ , 



ntSAl.-TV On <iir: // March lU IS CUAWEL 11 

Pioneer e.xecutives: Harold 1'. See, gen. mgr.; Harold W. 
Batclielder. sales n/gr. Present e.xecutives: Charles B. Mc- 
Cahe. \. p. -exec, dir.; D. L. I'rovo^l, v.p.-gen.mgr. ; Leslie 
H. Heard Jr.. v.|).. n/gr. Present Class A hr. rate: SLOOO. 
Present visual power: 240 kw. Present aural power: 120 
kw. Tower height: 5.50 ft. Equipment: RCA. Xewsi INS. 
Telenews. Present number of employees: 78 full lime, 54 
|)art time. "( hrs. [dm programing: 20 '^f , Present sales 
rep: Edward Retry 4i Co. 



n.yiAlt.TV On utr: :tO Oi'totn-r i'JI7 ClIAWEL 2 





WHEN 


STARTED : 


1 JAN. '52: 


1 JAN. '54: 


1. 


•<el circulation in nikt.. ...... 


.1.600 






o 




.S2()0 


...saoo 


....S960 


3, 




.'»0%, 


...'t5% 


....30% 


4 




.10% 


...28% 


....37% 


5. 


% husini>vs network adv 




.27% 


....33% 










....62% 


1 . 




60% 


...2 1%, 


....18%, 


,Q 




. 10% 


...26% 


....20% 


f). 








.. 15 


10. 











Pioneer e.xecutives: Paul Patterson, |)/es. (deceased); W, 
F. Scl/n/ick. now pres.; Neil Swan.-on, v. p. 1947-8: E. K. 
Jett. \ .|). 191!! to date; Erni^t A. Lang, coi/i/iil. /ngr. £5- 
timated outer limit of tv signal: 100 i/iiles. Present visual 
power: 100 kw. Present aural power: 50 kw. Auth. visual 
power: autli. aural power: same. Tower height: 591 ft. 
Equipment: RCA. Tele< 1/ron. Sews: AP. Eilm suppliers: 
majorit) of i//ajor distributors. Assist in making film 
comni'ls: Ves. Present sales rep: Tl/e Katz Agencj . 

MASSACHUSETTS^ -tVHBi 

ifo.vroN 

\Mt7..T\ On oil-: Jnnv tUlH CHIASSEL € 

WHEN STARTED I JAN. '52: IJAN. '54j 

1. Se( rir.iiladou in nik(, 2.302..,., 817,723.,, l,li3,.iS6 

2. Kvciiiuf Claris .\ lir. rale S2.-0 SI.230 S1,»00 

:i % l,u.>.Miess from local adv ., t8.3% 26% , 21% 

1 % hii>.ini-< from na('l si>ot...., 2.3% 31%....,, ■»*% 

."i % liusinevs network adv 33% 21% 

!'• % hours of net procrnmine 23.8% 61% 63% 

7. % hours loc.il live shows 37% 13% 9% 

S. % hours film procraminc 39.6% 26%.,, 28% 

!i Numlior hours on nir daily I , 11 18 

10 Numlior of emidoyces .51 101 115 

( fintn fur ihit ttntittn riintinitrt pnc^ t>2 > 





Pioneering is something of the spirit. That quality of a man 
who looks beyond the eonfines of today . . . 

to develop a better tomorrow. 

The pioneer spirit is found in 
organizations, too. 



• WOW-TV was one of the first eight stations 
in the nation (first in Nebraska) to apply for 
an FCC lieense. 

• WOW-TV was the first station in Nebraska 
to begin regular teleeasting. 

• WOW-TV was the sixth station" in the nation 
(first in the Midwest) to operate on maxi- 
mum power. 

• WOW-TV was the first television station in 
the Midwest to have a eolor teleeast. (Deeem- 
ber 20, 1953) 



What does it all mean? 



First, the WOW-TV pioneering spirit 
has created a new and growing Midwest 

television audience. 

Second, more viewers follow this leader- 
ship. WOW-TV reaches 1,125,000 people in 51 
Midwest counties who have over 
• $2,000,000,000 to spend.* 

Most important ... it means your adver- 
tising dollars do more today on WOW-TV and 

will do more tomorrow, too. 



• 1953 Salei Management Survey of Buying Pawer 




TV OMAHA 



DUMONT • NBC-TV AFFILIATE • 100,000 WATTS • BLAIR TV REP. 
A Meredith Station • Affiliated with "Better Homes & Gardens" and "Successful Farming" magazines. 
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rionrcr excculiics: W . C. Swartlc). '^C\\. m'^\.\ W . H. 
Hauler, a<>l. nijrr. ami chief cujir.; C ^. \ ouw^. a>->t. to 
mj^r.; C. IFcrlM'it Ma^^o, >alc^ iii^ir. ; W. fiordun Swan, 
prog, iiijir.; ^>idiiey \. Mailii;. iccli. Mi|j('r\.; Iran Herlow. 
projr. snper\. Kslinuilcd outer limit of tv .signal: 60 miles. 
I'reseiit visual power: 100 kw. /'resent aural poner: .')0 
kw, Autli. ri-saal pouer; autli. aural poucr: sanif. Toner 
height: 65i! fl. Equipment: RCA. CK. A/'i/a: If. IN'S. 
Film sup}>liers: \II'T\. Holhwciod l\ Service, rt'lcpii - 
Inrcs. Alias. Dn .Mmil. \ ila])i\. (hiild |-'ilin-^. I Tl'. Issist 
(ulvertisers in mnlang film cdiiiin ls: No. I'resent sales rep: 
I'rco & I'clers. 



WiV/ir-r» Oil iilr: 21 JiiiK" lU in IIIAWIII. 7 

Pioneer exceutives: John Siiepard 1 1 1, climn. of iid.: Wil- 
liam O'.Neil. pres.: Liiuj> Ijaicrs. \.\^. and ficn. nijir. 
Present Class A rate: SI. TOO. Present visual pouer: 316 
kw. Present aural pouer: 15}! kw. Touer height: UJO fl. 
K(juipment : RCA. GK. \ei(s: I P. Present sales rep: ll-H 
IVIev ision. 



K MICHIGAN 
1HI£1K0I r 

WJHK-TV On uir: 2 1 Ovtoln-r HUH VIIAWKI. 2 





WHEN 


STARTED: 


1 lAN. '52; 


1 JAN. 'M: 


1. 






...«.-0.0(M>.... 


.. 1. 1(1.'.«00 


2. 


Kvciiiiig riass A llr. late......... 


.S 12(1.. 






3 


% liusiiM'ss frimv loi iil ndv. 


. K.":', 




....H.»7f 


4. 




.2:»% 




....37 % 










....lO'/f 


«. 
















...lUf/c 




8. 




.lOV, 






'.) 
10 











Pioneer execiilives: Gcorfre H. Slorer. j)res. : Ralph l.hin. 
gen. mgr.; George .Millar, sales mgr. Present exeeulires: 
Gail Gruhh. gei). mgr.: Harry Lipson. asst. gen. mgr. 
Estimated outer limit of tv signal: 100 miles. Present 
visual power: 100 kw. Present aural pouer: 50 kw. 
AutJi. visual pouer; autli. aural pouer: same. Touer 
height: 1,057 ft. Equipment: GIC. RCA. ,\eus: INS. Film 
suppliers: Telenews, Z'n. MCA. Slcrling. \\Vi>s, Guild. 
Si recn Crafl. .MF'Tx . .Modem Talking I'iftures Ser\ it e. 
Assist advertisers in making film comni'ls: ^'es. Present 
sales rep: The Katz Agency. 



« M J-TI' Oil Hir; I Ifurc/i HHT C II.».V.Vf:i. I 







WHEN STARTED; 


1 JAN. '52: 


1 JAN 'S'l: 


1. 


.Set ciri'dlutTon in iiikl.. 


1.00(1 


..(>l).3.722.. . 


.. 1.11 l.II'»() 


2 


Kvcninp (^Iiiss A Itr rnto. 


^S.TI) .. . 


. SI.IOI). 


$1.(>(1I) 


3. 


9r liusiniSM fniiii lonil mlv 


nil.." . 


...■|()..->' ; . . . 


:»(>.{•', 


•1. 


"PJ- )>lisiiii'Ks from niil'l spot 


n..-'! .... 






5. 


'7r liiisiiicss ntlwork iiilv. 






. -IH. 1 


ii. 


% lioitrs of ni't proirniTTi iit 




...-.!.(>'•', 


....'!3.H' , 


7. 


% lioiim Ini'iil livp sliows.. 


(III)';. 


. ■2l.li", 


2»>..'>' , 


fi. 


% hours film prdirriimiiii: 


I'l.d'i 


.2<l.l>', 


. 1<).7', 


It. 


NuTiiljcr hours on !iir iliiily 


..- ' , 






10. 


Nuinbrr of i'iiiiih>\ rt-i 


. i:; 


1 1 1 


...1<>1 



Pioneer executives: \\ . K. .>( ripps. |)re». ( diM-eased I : \\ . 
J. Scrijijis. dir. radi(i-l\ : Harrv Hminisler. gen. mgr. Pres- 
ent executives: I'dwin k. Wheeler, gen. mgr.: Don De- 
Groot. as>l. gen mgr. Estimateil outer limit of tv signal: 
60 miles. Present visual pouer: 20.5 k\N. Pre.'icnt aural 
power: 10.25 kw. Autli. visual power: 100 kw. Autli. 
aural pouer: 50 kw. Tauei height: 607 ( 1 .06:^ C.I'. I fl. 



Equipment: R(^\, Du Mont. CE. \ews: LI', Al'. Film 
suppliers: \ari(jus. Assist advertisers in making filtn 
eommls: Vo. Present sales rep: George I'. Hollingbery Co. 

WXV/.-Ti Oil <iir; U Octobvr lUIR Cff/l.ViVKf. 7 

WHEN STARTED: MAN. '52: 1 JAN. '54: 



J , 




circulatiijii in ink!.. 


.... t(>.()(H> 




1.1 10.(1 


'J 


!:•. 


■iiini; Class .\ lir rate.., 


S 12« 


...si.a.'io 


... Bi-tOO. 




Vr 


liuMiiiKs from local Jiilv . 


unknot* 11.. 


...u Ilk iiii>« 11 ... 


...i-'/r 


.r 


'!, 


lltlMllCKK front ItUt'l KllOt 


unkiio>« n. . 










liiikiiii-^s network iidv 


. unklluta n.. 




....(,'; 




'/c 


Iionrs (if net prou'niiilinff... 


....:u>',^, 










licmrf local llvi- i-li«\v> 


• O'/f 










hours (ilni iirciuraniin^' 


-.iO'/e ....... 


.. ..-.(!'{ 


....<>()':( 


fl 




21/, 




....16 


in 






.1 1<< 


....4 1,?* 



Pioneer executives: Mark Woods, pre--.. ABC: James Rid- 
dell. gen. mgr.: Harold Chri-liaii. eonmil. mgr. ^'resent 
executives: Janie-- G. I'viddcll. pres. -gen. mgr.: John Rival, 
mgr. of tl. Estimated outer limit of tv signal: 50 mile^. 
Present visual pouer: 112 kw. Present aural power: .56 kw. 
Auth. vi.mal pouer: '.U \ kw. Auth. aural power: 1.58 kw. 
Tower height: WO fl. Equipment: RCA. \ews: Af. liXS, 
11'. Film suppliers: Zi\, Tnited, Con.solidated, MPTv, 
I nili. TI'.A. Assist advertisers in making film comni'ls: 
^ e-. Present sales rep: Blair T\ . 

(;i(.\M> K.AIMItS 







WHEN STARTED: 


1 JAN. '52: 


1 JAN. '54: 


1 , 


.Scl ci rcu!;ttioii in inkt.. 




. . . 1 .3.-. .(KKI 






Kvciiin;; Cl.ivs .\ lir. r.iip. 


,...?.■>()<) 


...§,-.(!(» 


...«<><l<l 




''^f Im^iiicss froni local adv. 


i.>'--; 





.18'; 


1. 


'i l>iisinc^< from nai'l vpol 


iT,", 


. i 






iKismc-s n.twork iidv. . 


Ml'/, 






li. 


'/r hours of net iinirniiiilni; 


(..-.'/-...,.... 


...M'/, 


...ii'i'^i- 




'/r hours local I've .liinvs . . 


0'/, 


• 




s. 


'r hours tilni jiroirianiin;: . 




■Z'f/, 


.. l:» V 


!». 


Nunilicr hours on air ilailv 


II 


...1 1 


...16 


111. 






■VI 


....lot 



Pioneer executives I 1951 ) : Willard Sehrocder, gen. mgr.: 
i\. .M. Swift, gen. sales mgr.: Frank Sisson. prog, dir.; 
Clark Grant, a-st. prog, dir.: David W. Hoyle. continuity 
dir. Estimated outer limit of tv signal: 100 miles. Present 
visual power: 100 kw. Present aural power: 50 kw. Auth. 
visual pouer: 316 kw. Auth. aural power: 158 kw. Tower 
height: \M00 ft. Equipment: RCA. Xeus: INS Facsimile. 
\l'. Film suppliers: MI'T\. Assist advertisers in making 
film conim'ls: Yes. Original call letters: WLAV-TV. Pres- 
ent .mies rep: The Katz Agencv . 

K.\L.4>l.\/00 

UK'ZO-Ti On nil-: I Jiiiu- li}.tO CIIAWEI, 3 

WHEN STARTED: I JAN. '52: 1 JAN. '54: 

1 Sit circnlalion in mkl... 23.00f> lUO.IHIO tOD.OOO 

"i Kvcning Class .\ hr rate ;;700 

'.; Imsiiipss from local a<lv \'/c lo'^c 20'^c 

I hu->ncss from nnt'l spot iCt^c 

'y <; lMisin(>ss network iidv 90';^ 1.1 ''I ....„, S.^i^r 

('. '.'i hours of net prosriiMi>nir 93'^ c 6I>~I- 

7 '', hours liiial livp shows 1 „ .")'■; 

- '", hours film proKriinnnir I 20 i 23'1 

!t Nuiiibcr hours on nir iluily .1 .11 17 

10. .Niiuihcr of cniployi'cs ....AS,......-. 80 

Pioneer executives: John M Fetzer, jires.; Carl E. Lee, 
now mug. dir. Estimated outer limit of tv signal: 90 
miles. Present visual pouer: 80 kw. Present aural power: 
10 kw. Auth. visual pouer: 100 kw. Auth. aural power: 
50 kw. Tower height: 600 ft. (1.000 ft. under construc- 
tion!. Equipment: I'Vderal. RCA. \ews: AP. Film sup- 
pliers: \ ilapi\. \ nrious others. Assist advertisers in mak- 
ing film comni'ls: Yes. Present sales rep: A\ ery-Knodel. 

( Plfn»t^ turn tn paff ft i } 



gliest 



tower -greatest power! 




Why WOOD-TV dominates 
Western Michigan: 

Highest antenna 1,000' above average terrain 

Greatest power 316,000 watts video 

158,000 watts audio 

♦Most TV sets: 416,580 

Largest population: .... 2,000,000 

Highest effective buying income: .... $2,835,863,000 

♦Based on CBS-Nielson Television Ownership Report 11/1/53 

WOOD-TV, Grond Ropids only television station, offers you the best 
in technicol equipment, plus top locol ond network programming. 



Eitimajjed pqpulstiqn fiaure* "from Soles Management Suryey of Buying Powbf, May 10, 1953 




WOOD -TV 



GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 

NBC. BASIC: ABC. CBS, DuMONT. SUPPLEMENTARY. ASSOCIATED WITH WFBM-AM AND TV. INDIANAPOLIS. I N D. 
WFDF., FLINT. MICH.. WEOA. EVANSVILLE. IND. * WOOD-AM, WOOD-TV. REPRESENTED BY KATZ AGENCY 
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%\Ji.}l-r\ Oti air: I >liii/ ClIAWIllj II 





WHEN 


STARTED: 


1 JAN '52: 


1 JAN '54 




J^t'i 1 1 renin iioii IT] niKt ..... 




nil mill 
.Itll.lllMI 


...1 1j.^.I2(I 




KsMiine Clatih .\ lir rate. 










'^r buMn<'S8 froMi lornl adv 




...27'^ 




1 


bUhint'N» from nat'l h|>o( 
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20 







Pioneer rxrculives: II. K. (Jro^s. pre*, and jicij. uigr.; 
Howard I- iii< h, v. p. and sin. mgr.; C. K. \\'alla< <\ chief 
iMjgr; Irene Ciiither, traflic dir. Eslimntrd outer limit of 
tv signal: Hr> niile>i. Present visual power: 27.54 kw. Pres- 
ent aural power: 16. kw. Autli. visual power: 100 kw. 
Autli. aural power: 30 kw. Tower height: 500 ft. Equip- 
ment: UCA. AVu'5: I'l'. Film suppliers: Sterling, Coui- 
nionwealtli, international. \'it:/i)ix, Unity, Beverly, Comet. 
Assist advertisers in making film cominls: Ves. Present 
sales rep: Representative^;. 

mmm^mtm^i^H MINNESOTA 
>l I .V.\ EA .S-.ST. B » A i; I. 

KSTt*'TV iht iiir; '*:t April Eft Ut CHAWEI. 5 

Pioneer executives: Stanley E. lluhbard. pres. & gen. mgr.; 
Kenneth .M. Hance, e.vec. v.p. : Del Franklin, prog, dir.; 
Joseph C. Cook, .'.ales pron/. mgr. Present Class AA hr. 
rate: $1,100.* Class A rate: $900. Present visual power: 
100 kw. Present aural power: CO kw. Tower height: 560 
ft. \ews: s\\\ VV. Equipment: HCA. Present sales rep: 
Edward I'etry & Co. 



VtCCO'TV On «!r; 


i July I'M'/ 


cuASsm. 






WHEN STARTED: 


1 JAN. '52: 


1 JAN. 'S4 


1 


Set circ iiliKion in inkt 


...Srt.CMXl ... 


.301,300.... 


..420„-i(M) 


•> 


Evenius Cli^ss .\ lir rati>. 


.. .S:i<Mt 


SB.'C) 


....S1,1<M> 


;i. 


% business from local adv 




.37.8% 


....i.-..q% 


4. 


% buiiiness from nail ."Pot 


"'/r 


.3.1.8% 


....31.1% 


5. 


9e busine-ss ne(work mlv.. 


- . 


.20.1% 


....22.7% 


6. 


% hours of ni-t iiroKruiii rii; 


...HOi-Zr 






< . 


hours loo.il live shows. 


.U'/r 


.20% 


...23% 


S. 


'^c hours tllm programing. 


36% 


.31% 


29% 


•t 


Number hours on air (lail.v 


- 6Vj 


.Ifi, 


....Hi>/4 


10. 











Pioneer executives: Williai/i J. McXally, chmii. of bd.; 
Robert B. Ridder, pres.; F. Van Kon\ nenburg, v.p. and 
gen. mgr.: John M. Sheri/ian. dir. engrg. I now tech. dir. I ; 
Sherman K. Ileadley. dir. t\ (now a>?t. mgr. I Estimated 
outer limit of tv signal: 7.i miles. Present visual power: 
100 kw. Present aural power: 30 kw. Auth. visual power; 
auth. aural power: same. Tower height: 608 ft. Equip- 
ment: \{C.\. \ews: LP Fox ,Mo\ /etoi/e. UP Telephoto, 
AP, We-tern I iiioii Sport.-. Film sui>pliers: United Tv, 
Ziv. Uiiit\. CBS. NBC. Qualit). Guild. Hollywood Tv, 
\'itapix. S< lecw Gems, /issist advertisers in making [dm 
comm Is: Ve>. Original call letters: \\TC.\-TV. / resent 
s(des rep: Free Jk Peters. 



■mmmmmmamimmm MISSOURI « 

KA\.s.\.s rri Y 

WltAt-Tl On air: Hi Oviohrr lUf.* CmAS\i:i. I 





WHEN 


STARTED: 


1 JAN. '52: 


1 JAN 'M 


1 . 


Si( ciroulntum in inkt 


7,.'i>ii 


lHO,7 7.» . 


... .l«i.~. IBO 


o 


Kvrninf Clni--^ .\ hr ratp 


.«1'.'.<>. 


S.-.-.o 


$H(iO 


3 


% hours of net proitrnininc 


.'?.'>'• 


f.<» T . 


....(•(1% 


■1. 


% hours lornl live showB 


1 .'. '"'r . , 




..12% 


5. 


% hour? film iiroirrniijini; 


30% 


22% ... 


. 28'- 


li. 


NiimlHT hiiiirs on «ir dnny 


1 


12 . 


1 7 


7. 


Niinilii-r of cinplovi't'« • 


" "» 


<>.■; . 


,. B(l 



Pioneer executives: II. Dean Fitzer, mng. dir.; Bill Bates, 
stri. T/igr. ; K. .Mamie Ru^•^o, sale* mgr.; Joseph .'\.. Flaherty, 
chief engr. Estimated outer limit of tv signal: 125-135 
n/ile-. Present visual power: 100 kw. Present aural power: 
30 kw. Auth. visual power: auth. aural power: same. 
Toicer height: 721 ft. Equipment: itCA. i\ews: AP, UP, 
Telenews. Film suppliers: Unity Tv, Guild Films, NBC 
Film?-, Aurora Films, Kliiig. Assist advertisers in making 
film comm'ls: No. Present sales rep: Harrington, Righter 
& Par-oiis. 



ST. IJ»L'I.S 

Sisn-TW On ftir; « t rhnmru ISKI7 ClIAS'SEL ."i 





WHEN 


STARTED : 


1 JAN. '52: 


1 JAN. '54: 


1 


.Si-t rirtulatioM in inkt . 


.0 


..303.0O<> 




.> 




S2fM) 


..S^.IO 


...Sl.tKK) 


3. 




«.-.% 


.tB'/e 


...38% 


■I 


% business from nat'l spot 


.1.-.% 


..33% 


...19%^ 


5. 








.../3% 


»). 








...70% 


7. 




'.!% 


..19% 




« 






..13% 


...17%^ 












10 


.Number of employees 


.21 




...127 



Pioneer executives: George M. Burbach, gen. mgr.; Har- 
old (»rai/i>. prog, dir.: I)a\id Pasternak, prom. nogr. ; J. E. 
Risk, chief engr. Present visual power: 100 kw'. Present 
aural power: 60 kw. Auth. visual power; auth. aural 
power: same, lower height: 546 ft. Equipment: RCA. 
\ews: INS, AP. Present sales rep: NBC Spot Sales. 



NEBRASKA 



0.>IA11A 

KMTV Oi» «ir; J September I'jiO CIIAWEL '4 





WHEN 


STARTED: 


1 JAN. '52: 


1 JAN. '54: 


1. 


.Set tirculatioM in mkt 


.3,.-iOO 






2 


Evening Class .K hr. rate _ 
















....60%, 


4. 




.10% 




...23% 


5. 








...13% 


6. 










1 . 




.1 


...tttl. ........... 


....83 



Pioneer executives: Edward L. May. pres.: Owen Saddler, 
gen. mgr.: Glen Cray, comnil. mgr.: Glenn Harris, prog, 
dir.: R. J. Schroeder. chief engr. Estimated outer limit oj 
tv signal: 100 miles. Present visual power: 100 kw. 
Present aural power: 50 kw. Auth. visual power; auth. 
aural power: same. Tower height: 590 ft. Equipment: 
RCA. \ews: UP. .issist advertisers in making film 
commas: Yes. Present sales rep: Edward Petrv & Co. 



ll on-T\' 0»i air: V Juh/ mm CilASSEl. G 

WHEN STARTED; I JAN. '52: I JAN. '54; 



1. 


•Set firtuhition n mkt.. 


. l.dOO,... 


/ / 2.362.... 


....227.<>89 
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Kvtnins Tlass .\ hr. r:ite 


S200 


S »»>0.....^,.. 


....S630 


3. 








....27% 


t. 


% business from nnt'l spot 




»3% 




,*>. 








....27% 
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% hours of net proirramtng 








1 . 


T|- hours local live shows 


2 / % . 


.... 13% 


. 23% 




% hours film pro;ramin!: 


31% 






n 


Vun lii-r hour* on air ilail.v., . 


, lO 


. 13 


1 3 14 


JO 


VumiM-r 01 onipiovees 


** 1 







Pioneer executives: Frank P. Fogartv. gen. mgr.; Lyic 
I)eMo>«. as<t. gen. mgr.; William J. Kotera. dir. engrg.; 
lilenn Fl\ nn. chief engr.: Bill .McBride. prog, dir.: Fred 
Fbener. -ale- mgr.: Ra\ Clark, dir. sjjecial events. £5//- 
niated outer limit of tr signal: 85 miles. Present visual 
power: 100 kw. Present aural power: 50 kw. Auth. visual 

• f iiala fitr thia tialion cnntinuet png^ t>R ) 



DADDY.„when does 

omorrow begin } 



? 




At midnight tonight? That's one way, the 
simple way to answer that eager question of 
your child. But how about saying, "tomorrow, 
boy, began yesterday?" Because tomorrows are 
born of the yesterdays. It's in the experience of 
the past that we learn to care for the future. 

In television, as in all things, it is the privilege of 
the pioneer to learn first, and his obligation 
to learn well, so that those he serves may have 
fuller, richer, tomorrows. 

KPIX is proud indeed to be listed among TV's 
pioneers and eagerly accepts the opportunities 
afforded by more than five years' experience to 
serve the future. For us, as for children and 
grownups everywhere, tomorrow did indeed 
begirt yesterday. 




■ CHI^flNEL m 



H C H 



S 



SAN FRANCISCO, CALIF. 

. . . affiliated with CBS and DuMont Television 
Networks . . . represented by the Katz Agency 



19 APRIL 1954 
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WHO SUBSCRIBES TO SPONSOR AT THE 



I 



r HAS been pro\'en that a handful of ad\'ertisin^ agencies place 
about 9()/f of the national spot radio and tv billing. 

' But within this handful of agencies (generally numbered at 
20) are hundreds of important timebuyers, account men, and other 
kev executi\ es who make the indi\ idual decisions \ ital to vou. 

Se\ eral years back SPONSOR checked and discoxered that it 
axeraged 10/4 p^id subscribers at these leader agencies. 

hi 1954 we have just completed a similar analysis of SPONSOR 
subscribers at top advertising agencies — but with a dif^erence. The 
dif^erence: included are (1) the top 33 ad agencies in radio and tv 
billing, (2) the names of indix idual subscribers at each agency. 

Today SPONSOR ax erages 17 paid subscribers among the top 
20 agencies; 13/4 among the top 33. Even more important, you'll 
find \ irtually ex ery decision-maker (for your station) included"^' 

The 33 adx ertising agencies are: Ayer, Bates, BBDO, Benton 
& Bowles, Biow, Burnett, Campbell-Ewald, Cecil Presbrey, Comp- 
ton, Cunningham 8: Walsh, D-F-S, D'Arcy, DCS8:S, Erwin Wasey, 
Esty, Foote, Cone Belding, Fuller 8: Smith & Ross, K&E, Kudner, 



*P/oy this fascinating game. Jat down 10 names 

af the most important (to you) ad agency 

decision makers. Then check the SPONSOR list. If you 

find more than 2 names missing SPONSOR will pay you $10. 



1 



>]3 TOP-BILLING ADVERTISING AGENCIES? 



Lennen & Newell, Maxon, McCann-Erickson, MaciManus, John & 
Adams, NL&B, Ruthrauff & Ryan, Sherman & Marquette, SSCB, 
JWT, Wade, Warwick & Legler, Ward Wheelock, Weintraub, Y&R. 

SPONSOR — the use magazine — stands alone in the field it 
serves. It is the one and only magazine 100% devoted to radio and 
tv while pin-pointed at key agency and advertiser readers. 7 out 
of every 10 copies of SPONSOR go to the men who foot the bills. 

Every magazine has a story to tell. But only one magazine can 
top your trade-paper list. Consider these facts. SPONSOR is (1) 
exclusively devoted to air-advertising, (2) exclusively edited for 
key agency and advertiser readers, (3) the accepted magazine that 
agencies and advertisers use, (4) the magazine of minimum waste 
circulation, (5) read not only by timebuyers, but also by account 
executives, agency principals, ad managers, and company heads, 
(6) number one in paid circulation among radio and t\- buyers. 

If the foregoing interests you with respect to your 1954 trade- 
paper planning, please write and ask for a full look at SPONSOR'S 
subscribers at the 33 leading advertising agencies. 



the magazine that radio and tv advertisers us£^ 



SPONSOR 




jiourr; aulfi. (iiiiul jiout'r: vaiiic. loner }irig/it: ."x'iO ft. 
Ktiuipiiifnt: I{C \. \fus: I I'. INS. f/7/// su]>]>lu'rs: 1*51, 
Athis, \ itapix. I \\'\\) . Film Chi^-ic-N, Film \ isioii, Aurora, 
1 1\ ^o- \i jr\ Ic. Jmm'sI (itlicilist'r.s in iiiuking film comiii'Is: 
^ f«. I' resent sales rep: IJIair W. 



NEW 



JERSEY 



n /in 



Oil (lir: f .7 >f<>i/ f f» 

WHEN STARTED: 



<jff/i\\ 1:1. f;i 

JAN. 'J2: j JAN 'M: 



10. 



>'i-l 1 irc'iil tttnii ill nikt 
Kviiiiii;; Clii-s .\ hr r:ilf . 
'', LiisiiH'.vK frimi local u<ls 
75 liii^iiH'sH fr<nn lijit'l s|tot 

''{1 liUNiiitw-s ne(«ork- ailv 

';r liinirs nf rii'< iniik'iiiriiiiiK... 

'.; hours local live (.liow-i riS'f.. S.^Tf 

'' hours film proKriiiiiini; tta'^'f ..i (i.Tf O-T't 

Nuiiil>or Imurs nii iiir diijly 7.......... II 13 

Niinihpr of ('nii)lnyi'i'R T.-; 171 



I l<>.iiiiii 1 ,111111, iiiui. i.2nii,(i<i)) 

. S l.'O .....$8(MI SI .(1(10 

..•«'vf (I7''r H2'^c 

r,"c IH'f.,., ... IH'^c 

. JiiJlK*.. IIOIH- nonr 

noiir nolle iifiiir 



Pioneer executives: I. K. Kom-iiIuui^s, pres. and gen. ni<rr.; 
Frank Bremer, v.p. cli^. eiifirji.; I'.dmumI S. Fcnnon, v. p. 
clip. >aie-i; liohert i'askow. film huvcr: Ci'orpe Creen. 
juofT. mgr.: !\ol»ert .MiK-doiigall. cdiir. dir. Kstiinuteil out- 
er limit of tv signal: 60 mile-. Present visutit power: 22..') 
kw . Present aural pouer: 10.7 kw. Autli. lisiial power: 
loO k\s. ///////, aural power: 10.5 kw. Touer height: 1.200 
ft. Equipment : RCA, I)u M(jnt, Andrew*. News: 11'. 
Film suppliers: I lolK w ood T\ Ser\ici\ \II'T\ , \ itapix. 
others. Assist advertisers in maliing film roinm'ls: Yet-. 
Present sales rep: \\ eed T\ . 



Pioneer executives: Cecil I). Martin, gen. mgr.; Stanley 
\. llc-lop, >alev mgr.; Louveer 11. Stanlz, chief engr.; 
IMward Nala. pvog. dir. Estimated outer limit of tv 
.signal: I0-7O milo. Present visual power: 2.)0 kw. Pres- 
ent aural power: 125 kw. Auth. visual power: 310 kw. 
Aut/i. (turn/ power: 100 kw. 7'o/<7'r /ing/i/: 820 ft. Equip- 
ment: UCA. CF. \ews: 11'. AH (after Aug. al). Film 
suppliers: Ihiiivwood 'I v Ser\ ice. \'itapix. Assist adver- 
tisers in riuiLing film comni'ls: .NO. Present sales rep: 
Holliug Co. 



Hi I I- ll.O 

w itirv-n 



0» air: I I .>l«iy lU l« VUASMEL I 

WHEN STARTED : I JAN. '52: 1 JAN. '54: 



9. 
Id. 



St-t f-irrul.itioii in iiikl 
l-.vriiiiii; Cl.iK-y .V hr ral>- 
'/{I tjuiiinci^h troiii local adv.. 

llU^in<-^^ fruiii iiiit l ^l)Ot., 
*{ bii8im»--s m-Cwork adv.... 
'/, hours of in-t i>roi;rii riirnu'. . 
*/f hours local live hho\\>.... 
'} hours film progranii lit; 
Vumbcr hours on air daily. 
.V umber of eniiilovi-cs . . 



1.500, 

.S;i23... 

. H(l % .., 
.2(1%.-. 
..iioiir... 
,..noiir... 

..•ir,f,... 



.1... 

23., 



...381.215 

..$800 

..30% 

..:io</, 

...20% 
...59.9% 
..A<).i.% 
. 20..-i% 

..17M: 
.138 



Pioneer executives: Fdward ll. Hulicr, pres.; A. H. Kirch- 
liofcr. \.p.; C. Robert Thompson, gen. mgr.; George R. 
Torge. >-tn. mgr.; Raljili j. King.^ley, lech. su]jer\.; R. 
(deun Becrliowcr. a-^st. te< li. ^-uper^. in chg. Iv. Estimated 
outer limit of tv signal: 5.') miles. Present visual power: 
.31 k\s. Present aural pouer: 27 kw. Auth. visual power; 
auth. aural power: yaine. Tower height: 1.057 ft. Equip- 
ment: RCA. Xews: INS. I 1', AP. film suppliers: major- 
it\ of major distributor^. Assist advertisers in making film 
comnils: ^'cs. Present sales rep: Harrington, Righter & 
I'ar^ons. 



NEW 



MEXICO 



Aijti'<|L'i:itQL'i: 

KOIf-rV Oil «iir; 2U SovcmUor lU Ill 



WHEN STARTED: 



rii/i\ vi:r i 

JAN. '52; I JAN. '54: 



10. 



Set circul.ition in mkt .....2.'; 1.1, OOO... lO.O(M) 

Evi-ning ('liis.s X lir. riitc SLIO Sl.'JO $2.';o 

business from lociil adv 100% 201.3% lO'f. 

% business from nnt'l spot noni- —.13% .36'^ 

% business ne(\vork iidv nom- ft 1. 3% 13% 

% hours of net proRrnminsr 2.T,r', 70% 17% 

% hours hirul live shows 25% 7% IS'c 

'"r hours film proKriiiiiini; 30',; .2.4% 37% 

Number hours on uir daily 2 7.. « 

Number of i-niployic-s K ....2.1 32 



Pioneer executives: George S. Joliii?oii. stn. mgr. and chic^f 
engr.; Dorotli) Smith, prog. dir. Present executives: \\ ayne 
Coy. pres. -gen. mgr.: J. I. .Nhcrson. mgr.: Uolf S. .Nielsen, 
>}s. mgr. Present visual power: II kw. Present aural 
power: 5.6 k\s. Auth. visual pouer; auth. aural power: 
same. Tower height: \iV.\ ft. Equipment : UCA. i\ews: 
I I'. Film suppliers: Z\v, MI'Tv, MiC Syndicated, Oi> 
S\ ndiiatctl. Assist advertisers in mahing ronun'ls: 
Present sales rep: Rranliam Co. 



NEW YORK 



isi.><;ii,\>in>\ 



U'.VKr-l V Oil «iir; I 0«'<«'iiifMT liU'J ril/l;\.Vi:i 12 

WHEN STARTED I JAN '52: 1 JAN. '54: 



1 . 



P. 
!). 
10. 



.■"ii.t I'irciibiliiin 111 iiiki 
K.viiiing Cluss .V lir rain 

% hiisiness frntn hiral adv 

% biisincHO from iiat'l spot ... 
"c l>ll^ill<»*s network adv ... . 
% luinrs of net proeraminc . . 

hours local live hhowg. . 
% hours film procramine ... . 
.\iiiiib..r hours on air dally 
.N'lllllber of eniployi'es 



K(i(i .. 

»2(i(i 
.2 I .<>", . 
..27.(.% . 
,.3(>.3'r . 

(.3'", 



30.(1(1(1.. 

....S.t25 

12''', .... 

... 17.7%. 



.1 •»(•,. 1(. 1 

,S300 

2i'~5. 



.33 



1(1.3% 37'-; 

«|f'r 7 1'^ 

.... 7% 12% 

•""r ll'e 

II'.. 13 

73 l OO 



VOltK 

U/llfC"-TV On «iir; l« /liioii.vl l«>l« CitAWKL 7 

WHEN STARTED: I JAN. '52: I JAN. '54: 



1 . 



Set ( irciilalioii in mkl 260. OOO 2.800.OO0 .^.ISO.OOO 

Kveiiing Class .\ hr rate S1.200 $1.20O S-t.250 

Number hours on air daily.. .. 12 13....... ...... ...14 

.Vumber of employees 15.. 33. .. 67 



Pioneer executives: Mark Woods, pres.. ABC; Murray 
Grabliorn. gen. mgr.; Chick Doughty, sales mgr. Present 
executives: J. H. Mitchell, v.p., gen. mgr. Estimated outer 
limit of tv signal: 62.2 miles. Present visuaJ power: 80 kw. 
Present aural pouer: 10 kw. Auth. visual power: 110 kw, 
Auth. aural power: .55 kw . Tower height: 1.378 ft. Equip- 
ment: RCA. GIv. A<?i<5: Al', L\S. Film suppliers: majority 
of major distributors. Assist advertisers in making film 
couim'ls: \e<. Original call letters: \\'JZ-TV. Present 
sales rep: \VABC-TV Sale^ (inside New York) ; Edward 
I'etrv \ Co. (outside New York). 



)V, tftf> On air: 2 Mufi I '.H I 

WHEN STARTED: 



CIIAWEL r» 

JAN. "52: I JAN. '54: 



I. .-iet lirrulition in inkl nnkni.un 2.800,000 ■t,177.00Cr 

Kven ns ( ass .V hr. rate .. .no rliarj;.-,,..S2.200 .....S2.200 

;i. Number hours (iii air d.iily 2 12 12 

.. ( Mm only ) 

Pioneer executives: Mien B. l)u Mont. [Jres.; Samuel 11, 
CiiiT. gen. mgr. Present executives: Ted Bergniann, dir.; 
Norman Knight, stn. mgr. Estimated outer limit of Iv 
signal: 65 miles. Present visual power: 16.7 kw. Present 
aural power: V,.\ kw. Auth. visual power: 37 kw. Auth. 
aural pouer: 18.5 k\s. Tower heigh/: 1.310 ft. Equip- 
ment: l)u Mont. \eus: I 1'. Fdm suppliers: ITP. MPTv, 
W iiiik, Scieeiu raft. .M. iv A. Alexander, MCA-Tv, Guild, 
Con?.(ilidated T\ Sale<, Film Vi-ion, others. Present sales 
rep: Avery-Kuodel. 

( Vlrntr turn In paftr fit ) 



[WEWS] 



now in its seventh year, 
now reaches more than 
a million television homes 

CHANNEL 5, CLEVELAND 

Represenfed by the Branham Company, afRliated 
with CBS-TV, Scripps-Howard Radio, Inc. 



\ 






BUILDING - REMODELING ktuitni.ai 
ill toMi Suu. St - «OCirOtO ILUNOB - I.l^oB. 4 S*<1 



J*ek Cen<ro 
3*lr< Krprrxatttlv* 

WREl - TV 
Rockford, Illlnol* 

Dear Jsck: 



Th:« I hate to «(lalt, but VKKX-TV caught a* 
vlth 'bj p«nt« dovn" lO to speak, sad I've got to 

I va« totallj unprepared to handle the lesd« 
produced bj mj late evening progrts TV SHOW TIKE. 
Enough have cob* In to keep bj aen bu«j follovlag thf 
up for the nejtt three nonth* . 




47,000 



^^OTS E. R- 



REPRESENTED BY H-R 




SPONSOR 



70 



the industrial HEART of America 




Uliy \YSAZ-TV is 

A "MUST" BUY FOR EVERY NATIONAL PRODUCT 

guarantees maximum coverage, alUout television service, intensive audience acceptance 
in market with great concentration of expanding industrial wealth, buying power 



W^SAZ-TV s complete coverage (as 
based on mail and other known fac- 
tors) ranges over 114 counties in five 
states. However, this presentation- 
study confines its market story to 
WSAZ-TV's primary area. 

This primary co\erage represents: 

• 1,822,000 people, which is greater 
than the St. Louis Metropolitan Area, 
which SRDS' 1954 "Consumer Mar- 
kets" ranks as No. 9 in that category. 

• $1,384,000,000 in retail sales, 
which exceeds the total for Buffalo's 
Metropolitan Area, which CM ranks as 
No. 13 in the Tnited States. 

• $1,941,000,000 in buying power, 
which tops the total for the Kansas City 
Metropolitan Area — rated by CM as 
No. 15 in that categorv. 

O 



You're bound to agree that these 
comparative sets of basic market data 
render sound support to the statement 
in the opening paragraph, namely: 

WSAZ-TV serves a market that no- 
body with a nationally distributed 
product can aflford to pass up. 

Here are some cogent reasons whv : 

• Concentrated within \\'SAZ-T\ s 
primary coverage area (as you can see 
bv the follow ing three pages I is one 
of America's greatest industrial bee- 
hives. There are sources of mammoth 
plants, adjuncts of the country's giant 
corporations, employing hundreds of 
thousands of men around the clock. 

• It's an area where big industry is 
moving in and expanding more and 
more, because of the extraordinary ad^ 



vantages offered b\ the area s natural 
resources and unlimited water and 
railroad facilities. 

• The economy i.- a stable one and 
the industries are quite di\ersified. 

• A market with all these factors as 
assets add up to this: a high and ex- 
panding buying power. 

Your conviction on this score will 
mount as vou read the succeeding 
pages and learn about 

1. The size and economics of the 
\VSAZ-T\' market. 

2. WSAZ-T\"s coverage and intense 
viewer acceptance. 

3. WSAZ-T\ 's unique qualit\ of 
all-out programing service. 

4. WSAZ-T\ s record of <omple- 
mentarv services to advertiser-. 



TItis pif^t^taiion rescarrheci on Die srene 
ami prenared in its entirely l)v SI'ONsOK PRESENTATIONS INr 
umler the >unervi5iim of lien Bodec. (or WSAZ-T%" 
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f\}n:itlCA \ C'/lIC »V rOl'MmV: without question "the" 
giant in its own field, Huntington's AC&F has just spent many 



millions streamlining and modernizing, especially for the Diesel age; 
this bustling operation has steady payroll of over 2.000 people 



Ihlhll* #IIIIMT Fill IfIMM I ft '^'^^ number of giant mdystries 

«^ ^ I r^uYlmlll I m <:°n^^<n^<' "v'^^'n primary coverage 

W W Ulnill I I fa I Im^rLLw area's economy stable and diversified 



Q. \\ IkU"* llif *ini|)li-^ \anl>rK lv foi' 
iiiPiiMirinj; *;ile> |)iil(*nli;il? 

A. llV the blends l»ii\infr jioSNrr of 
llic < nmmunilN nr of llie are;). 

Q. Hul wIkiI l\iic of l>ii\injr power 
a firin and (IcpciKkiMc fonndalion ? 

A. It's ihf ( oiiiiiuinilN . or Jrca. willi 
ni'iioiiu iIkiI n iiol oi)l\ well I'al- 
aiucd lull rxpaiuliiij:. 

'1 lie area -crscd li\ W S \ < om- 
maiid- an t'< onoiiis tiial well I'aiaiK cd 

Ix-cau-c of it- liiiihK di\<-r-iricd iii- 
du^lric* and at the ■^amc lime d\- 
iiaiiiic liccaii^c it i> one of llu- fa'-lc^l 
jzrow iiif: < filter'" I'f XmrrKan iii<lii*lr\. 



>|)r(>ad tiiroujihout the l)readlii and 
liMi^lli of llii^ uvea are iiian\ liui:e di- 
\ i^ioi)> of .America > leadinir ill(iu^lrial 
■ziaiil^. 

\ ;-lalile. well-diser^ified and (l\- 
naniie e<-onoin\ plus j:iaiil indu*lrie> 
add uj) lo ■'leadN fiiaiil pa\ roll>. And 
llial'- what the W S \Z.T\ area lias 
pleiit\ of. 

()x«'iali Ahnkel l\u-\^ 

I lere arc some jjieiieral e<'onoini( 
fa< 1* < liarai ieri/iiiji tlu" iiiarket wiiit h 
lie* williln W S \/- 1 \ "> ( o\erai;e iiiii- 
l.rella:. 



• 1 1 i.s not oiiK The Iiidu^lriai 
niv\in of America hul ctnitains more 
disersified liig industries than aii\ oth- 
er industrial area of Aiiieriea. 

• W'e^t \ irginia is the seet)iid larg- 
est coal |)rodueing state hut tlie .No. 1 
eoal state of the touiitrs in relation 
to the luiniher of toal reduction in- 
dustries and plants. 

• has\ access to riser transporta- 
tion iia» made, and continues to make 
tiiis area singularK attra<ti\e to hi^ 
industry . 

• In addition to those important 
\\alerua\s, the area lias ail tiie Iiasiv 
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needs for economic advantage: ample 
and the right kind of land, an ahund- 
ance of natural resources — coal, oil. 
gas, minerals, hardwoods, sandstones 
— and unlimited rail transportation fa- 
cilities. 

» Iti agriculture the area offers (a I 
great hurley lohacco producing coun- 
lr\-, with the local grade selling for the 
highest hurley price in the country and 
(h) the exiremel) fertile holtom land 
along the Ohio River Valley where the 
production of corn, fruits and dairy 
products accounts for a stead) yield of 
upper bracket gross income among 
farmers. 

• America's largest jjower plants 
are spread all over the area served by 
WSaZ-TV. An example of the power 
production in the area: the number 
of kilow^atts consumed Avithin the 
Huntington and Charleston areas, 
jointlv. is eaual to the pfiwer com- 
sumption of the entire metropolitan 
New York area. 

Lying within just the primary cover- 
age of WSAZ-1 V are three prime met- 
ropolitan areas — Huntington-Tri-State. 
Charleston-Great Kanawha and the 
Portsmouth area. 



Tlie.HC three iu('ti'0|>olitaii arraM 
alone account for I .}iOO,()0() peo- 
ple, 47().()()() faniilieH, Sl,:i81,- 
()0(),()()() in retail sales and eloHe 
to $2 hillion in consumer sjtend- 
al»lc income. 

Here's a snmmar\ of the economic 
and oilier pertinent market facts con- 
i'erning each of these three ntelropoli- 
tan trading areas: 

IIuntinfiton-Tri-State Area 

• Huntington is the largest city in 
West Virginia. 

• Huntington is th(^ trading center 
for a three-state LH-conttty area where 
in iy.')2 (latest figures available) 611,- 
000 people si)ent more than S422.000. 
000. 

• Huntington in 1952 did a whole- 
sale business of over S200.000.000. 

• Huntington's industry and wliole- 
sale payroll alone for 19.12-5.3 wa? 
S90,500[000. 

• There are 150 manufacturing 
plants concentrated in the Huntinglon- 
Tri-State Area, the vast majority of 
them, of course, in Huntington. The 
bigger plants in this concentration are: 

Allied Chemical & Dye Corj). 



0\M\,SS-tlJ.I\OtS fil.ASS: Mam 

moth flow-type operations; employs over 2,500 
in Huntington making bottles and jars 




rSTKItSATIOSAL MCKEL: in 

Huntington: world's largest plant producing 
nickel, monel products; employs 2,450 people 



l/iVfOJV CARBIDE & CARBOIM: In size, Investment, production and number of people 
steadily employed this South Charleston division ranks among world's largest chemical plants 




American Car & Foundry 

Chesapeake & Ohio Repair Shops 

Arnico Steel Corp. 

Ashland Oil & Refining Corp. 

Intertiational Nickel Co. 

Owens-Illinois Glass Co. 

West Virginia Steel & Mfg. Co. 

Norfolk & Western Repair Shops 

Armstrong Products 

Island Creek Coal Co. (home ofTtce) 

Sylvania Electric Products 

Standard l ltramarine & Color Co. 

National Mattress Co. 

Huntington Chair Corp. 

General Cigar Co. 

Honda ille-Hershe\ Corp. 

• The Huntington-Tri-State area ac- 
counts for 27.5.000 people, S261.000.- 
000 in retail sales and $418,000,000 
in consumer spendable income. 

• Industry shifts in the plants in 
and around the Huntington metropoli- 
tan area occur at 7 a.m.. 3 p.m., and 
11 p.m. The offices generally open at 
9 a.m. Although there'- ample bus 
facilities, transportation to work with- 
in this area is dominantlv by pri\ate- 
Iv owned automobiles. 
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.liii<*rii-iiii Yisvasv Curp.: Produces 
rayon staple like this, one of most useful nnod- 
ern fibres, in Us vast Nitro, W. Va., plant 




C. A O.'.v Itiisst'll, K'j/.. Vtirils: 

Employs 3,500 people in tfie world's sec- 
ond largest privately-owned railroad yard 




Itrtrnit Stri'l Ctirfi.: Only recently It 
completed $60,000,000 program of expan- 
sion involving PortsmoL-th, Ohio, Division 



(*lijirlr>«loii-(jr«'irl Kaiurului Arru 

• Foitiiiio Ma^ciziiie duhlx-d the 
(jii'at K;iir:i\\ lia \ yllc\ a- tlit- "Itiilu 
\ all('\ of \iii('ri< a.'' It (lc>-< rilii-(l tlic 
\ all)'\ a- oiii' uf Anicrifa - <:reale*t 
lica-mi' ( Ix'^t^ of coal, oil, «alt. 
liiiK-^ttiiii'. 

• Tile Kaiiaulia Vallc\. willi (]liar- 
|i'>t()ii iir il* rt'iilcr. i> tlic jircale^l 
clicinic;il |)r()<liicin^ nrc;i in Aiiu'ri< a. 

• (jt\ of Clrarlc^toH lia* an cxccp- 
tinnalh large |)cr<'eiitaji(' of wliilc col- 
lar workers. (Iiic to fa< t it i* < it\ of 
>tate caititol. i'licrc arc 1.000 people 
ernploxed in lliis single ''irulustrN 

• Tlic pa\ rolU in Kanawha Count), 
of which Charleston i?; the count\ -eat 
were $190,000,000 for the firM nine 
months of l9.iH, wlii^h is j)ra<ticall\ 
e(|ual to what il wa< for the like pe- 
riod of 1932. Indiealioii!- are that the 
payroll total for 19.1^ iit Kanawha 
Counts will be over S260.000.000. 

• Cliarle>toir di-trihutcv to (oO.OOO 
people iti eight rounlies surrounding 
Kanawha. It did a wholesale hu-ines- 
of n\er ^:^00.000.000 in 19.'i2. The 
wholesale pa\ roll in Metropolitan 
('harle-ton for 19.i3 is estimated at 
around .$160,000,000. (IncidentalK. 
distrilmtors in Charleston as al«o ap- 
plies to llimtington co\er such a 
wide area lliat the entire market can 
onl\ he encompassed with a -ingle- 
slalion l)n\ tlirou<;li WSAZ-TV. The 
reason: WSAZ-TX'";; 100.000 watts mi 
low channel 31 . 

• There are o\er 200 manufactur- 
ing plants in the Charlesion-Oreat Ka- 
nawah Area. in<'lnding such giants as: 

I nioii Carbide & Carbon 

ljbb\ -Owens-Ford Class Co. 

E. 1. Dul'onl 

Monsanto Chemical Corp. 

Anierit an Viscose Corp. 

r. S. Rubber Co. 

I niled (Carbon Co. 

li. F. Coodri( h (>lienii< al Corj). 

\\e-t\ac(> Chenii<al Corp. 

Harium Reduction Corp. 

• The Charle^lon-Great Kanawha 
area at counts for .'^.^9. 100 |jeople. 
<;^29, 000.000 in retail sales and S465.- 
000.000 in consumer spendable \n- 
come. 

• l'actor\ -hifl*- are staggered in the 
Charleston area to a\oid e\cessi\e trnf- 
fi<* congestion. Mo-t td the plants op- 
erate around the (lo«"k. making late 



night lele<a-t lime, liere as wf'll a-s 
llimtington, at a premium. 

I'oi-lhiiioiitli Ar«'ii 

As pointed out in the March 14, 
19.51 is-ue of This Wed Magazine 
l""\tomic Hoinb on the Ohio" I. Ports- 
numtli i- an "integral part of a fast 
gr<iuinir indu-trial area. 

Here are the economic higlilighl:? of 
the l'ort>^mouth Area : 

• Cit\ of Portsmouth is the trading 
area for 200.000 people within a ra- 
dius nf r>() miles. Its estimated whole- 
sale turiHuer for PJ.'i.'^ i. S38,()00X)00 
and retail \olume. S3J!.000,000. 

• hi Scioto Count), of which Ports- 
mouth IS the seal, auto registration 
growing industrial area."' 

ilie- in the count). 

• \alue of .'^ciolo County agricul- 
tural products in 19.i3 was .$'.5,339,000 
(Sales .Management's '"Survev of Bu) - 
ing Power""!. There are 2,373 faniis 
in the Counts. 

• An atoiiii( energ) |)lanl now un- 
der construction in the Portsmouth 
Area invoKes an expenditure of $1,- 
219.000.000 and eniplo)menl of 13.- 
.300 j)eople. 

• The \toinic Knerg) Commis'-ion 
has (ominissioned the Ohio Electric 
\'alle) Corp.. a coiiibinalion of 1.5 pri- 
\ate utilitie-. to build two steam gen- 
erating j)lanls to serve the Portsmouth 
Areas AEC uranium plant. The«e 
sleani plants will coA .$420 million 
and ha\e a two-million kilowatt ca- 
pacilv . 

• Detroit Steel Corp. s Portsnioutli 
l)i\ Isifni has about completed a 860 
million expansion program, and Dow 
Chemical Co. is talking about a huge 
site in ncarb) Haverhill. 

• Leading industrial plants in the 
Portsnioiilh Area: 

Detroit Steel Corj). 

W illiams Mfg. Co. ( shoes l 

Selh\ ."^boe Co. 

Norfolk }v Western ll. I?. Shojis v\ 
lards (third largest in the world I 
llarries-Joiie- Co. 
N'nicaii Corp. l -hoe lasts I 
Portsmouth (listing \ .Mfg. Co. 
Da) lon-Port-moulh Foundrv 
\ls\ iiile Co. ( plastics I 

• In terms of market data l>asics. 
the Portsmouth area account- for 132.- 
000 people, 1 ,3{!.000.000 in retail sales 
and $219.OO0.O(»O in c(nisumer .spend- 
al)le incom(>. 
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3 PRIME TRADING AREAS IN WSAZ-TV'S BIG COVERAGE CORE 



While W'SAZ-TVs 100,000 walls <iii CliaiincI :\ aclually 
covers five s^lates and 1 14 counties, tlie lieart-s1ia[>c(J area 
circumscril)(>(l in tlic map below represents tiie station s 
priinars coverage. W'illiin this primary area are tiiree 
nourishing urhan trailing areas totaling o\er 700.000 
people. In approximate population, these three areas 



hreakdown thi< wa\ : The I hiiitiiigtoii-'ri i-State \r<'a, 
275,000; Charlestou-Cireat Kaiiawiia \rea. .■').").'). 000. and 
the I'orlsmouth Area, 120,000, Al-o within tlur priitiarv 
hut not spotlighted on the map is anotlier important trad- 
ing center Parkershurg which \\ S \/-T\ oilers in this 
relation as mereh one of it> honuses in audience cmeragc. 




KEY TO MAP- 

LICHTEST AREA WSAZ-^ s pr -a'-y are. 
DARKEST AREA = Add t o a i. e« ng area i 
on mai response and other known factors 
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A 1-1 rv^i 



TH iNDUiTR AL HEART Of AM' RICA <(ff(rrr«<l rxrlurirelu bv 




WS&Z-TV 



HUNIINGION CHARIESION.W VA CKAN.N[l 



3 



market 



I 



s 



Bt/s/c market data on IVS^Z-TF primary coverage ■ 



COUNTY 


POPULATION 


FAMILIES 


. RETAIL SALES 


FOOD SALES 


DRUQ SALES 


GENERAL MDSE. 


TV SETS' 


CONSUMER SPEND' 
ABLE INCOME 


\\ r.S V \ lltf.'I.M A 


















ICoOIM> 


33,700 


7,900 


$19,502,000 


$5,420,000 


$338,000 


$3,316,000 


2,770 


$28,025,000 


C'.iIm'II 


1 1 1,300 


33,400 


135,308,000 


27,064,000 


4,053,000 


18,040,000 


27,290 


230,764,000 


C'lillioiiii 


9,600 


2,300 


2,924,000 


806,000 


39,000 


462,000 


640 


4,474,000 




14,700 


3.400 


5,001,000 


575,000 


42,000 


2,156,000 


1,190 


8,927,000 


■ 4*1 I 4' 


0 1 ,ZUU 


zU,VoU 


oU,3 /o ,uuu 


1 0 p 1 c nnn 


ToO.UUU 


1 *T,3 0*T,UUU 


o,uo u 




Jiicl^soii 


14,900 


3,900 


9,567,000 


2,185,000 


150,000 


562,000 


1,169 


8,400,000 


K;iii:i \\ 


243,200 


66,500 


264,334,00 


61,578,000 


6,254,000 


37,792,000 


48,810 


379.333,000 


l.iiicolii 


22,000 


4.900 


8,714,000 


2,878,000 


51,000 


1,591,000 


2,900 


12,371,000 ' 


I.O^^IIII 


78,000 


17,900 


58,254,000 


10,816,000 


915,000 


16,965,000 


8,040 


74,690,000 


Allison 


23,500 


6,100 


14,169,000 


3,791.000 


160,000 


1,506,000 


3,670 


16.563,000 


>l4l>o\\oll 


97,700 


22,200 


59,628.000 


12,328,000 


984,000 


18,1 12,000 


11,270 


87,763,000 1 


lliiip'o 


47,900 


1 1,190 


38,949,000 


8,310,000 


817,000 


5,915,000 


6,050 


35.338,000 


I'liliiiiiii 


21,000 


5,270 


7,880,000 


1,850,00 


27,000 


2,178,000 


3,070 


15,312,000 


ItoillM' 


17,700 


4, 1 60 


8,759,000 


2,049,000 


123.000 


1,061,000 


1,220 


10,540,000 


Itiili'ip'li 1 


96,400 


23,500 


64,704,000 


12.467,000 


797,000 


17,635,000 


6.130 


$86,073,000 


\\ ;i> iM' 


40,400 


9,550 


12,400,000 


4,055,000 


395,000 


949,000 


4,870 


27,537,000 


Uirl 


4,900 


1.400 


1,337,000 


216,000 


34,000 


433,000 


340 


2,369,000 


Wood 


66,000 


19,360 


70,076,000 


16,239,000 


1,900,000 


8,51 1,000 


6,830 


108,909,000 


\l ,^ oiiiiii^ 


39,000 


8,800 


19,1 12,000 


4,904,000 


298,000 


5,096,000 


3.160 


32,377,000 ' 


\\. \ A. lOTAI.S j 


1,063,300 


272,770 


$861,197,000 


$190,346,000 


$18,363,000 


$156,844,000 


145,339 


$1,247,200,000 


OHIO 


Atliiiiis 


20.800 


6,200 


$15,265,000 


$3,075,000 


$339,000 


$1,061,000 


3,480 


$15,224,000 


Alliens 


45,300 


12,200 


37,359,000 


8,688,000 


804,000 


1,694,000 


5,670 


51,365,000 


Cpiilliii 


25,000 


6,520 


17,610,000 


3,866,000 


296,000 


1,250,000 


3,190 


18,415,000 


Jiiclisoii 


28,600 


8,180 


31,898,000 


8,013,000 


592,000 


1,955,000 


4,860 


32,015,000 


3.11 \\ r«'iic«' 


49,900 


14,160 


38,942,000 


10,655,000 


657,000 


3,360,000 


9,910 


64,135,000 


>l«'i;;s 


23,400 


6,960 


20,370,000 


4,668,000 


481,000 


1,957,000 


3,220 


20,833,000 




17,800 


4,900 


15,203,000 


3,375,000 


1 13,000 


1,822,000 


3,300 


9,458,000 


■ toss 


56,000 


15,400 


57,789,000 


14,226,000 


1,484,000 


3,474,000 


1 1,330 


74,051,000 1 


Sciolo 


86,300 ' 


25,000 


90,951,000 


22,283,000 


2.101,000 


10,679,000 


19,1 10 


108,483,000 


\'iiiloii 


10,600 


2,930 


4.935,000 


1,942,000 


71,000 


67,000 


1,930 


6,881.000 


OHIO iOIALS 


363,700 


102,450 


$330,322,000 


$80,791,000 


$6,938,000 


$27,319,000 


65,970 


$400,860,000 


Ki:.\TlCKV 


lto.^41 


50,100 


14,100 


$50,145,000 


$13,492,000 


$1,464,000 


$6,301,000 


9,690 


$74,683,000 


C'sirl«'r 


20,900 


5,020 


7.493.000 


2,166,000 


169,000 


1,044,000 


2,540 


13.181,000 


i:ilioll 


6,300 


1,500 


708,000 


399,000 




170,000 


620 


3,069,000 


I'lo.^ d 


52,300 


1 1,800 


25,047.000 


5,953,000 


319,000 


5,074,000 


5,650 


36,117,000 


fpr4'4'iiii|> 


24,200 


6,300 


7,935,000 1 


3,631,000 


277,000 


588,000 


3,000 


21,635,000 


Joliiisoii 


22,500 


5,490 


12,729,000 


3,084,000 


271,000 


1,589,000 


2,340 


12,963,000 


l,;i\\ roiuM' 


13,000 


3,500 


4,701,000 


1,313,000 


100,000 


450.000 


1,680 


7,087,000 


l.«'\\ is 


12,400 


3,230 


3,877,000 


1,179,000 


164,000 


422,000 


830 


7,613,000 


^1 ii^^^^of ill 


12,100 


2,700 


2.078,000 


757,000 


31,000 


469,000 


1,100 


4,574,000 


^liirtiii 


1 1,600 


2,400 


2,122 000 


1,959,000 




453,000 


1,030 


5,027,000 


^lor^iiii 


12,100 


3,200 


2,282,000 


630,000 


44,000 


270,000 


330 


5.731,000 


Piko 


82,700 


18,800 


42,154,000 


10,914,000 


465,000 


9,198,000 


8,280 


58,148,000 


How :iii 


12,400 


3,150 


6,291,000 


1,377,000 


80,000 


377,000 


810 


8,631,000 1 


KV. roiAi.s 


332,600 


81,190 


$167,562,000 


$46,854,000 


$3,384,000 


$26,405,000 


37,910 


$258,459,000 


VIUGIMA 


KiM-li;iii:iii 


37,800 


7,930 


16,099,000 


2,509,000 


$165,000 


$4,443,000 


1,650 


$20,915,000 i 


Uifki'iisoii 


24,500 


5,330 


8,888,000 


1,667,000 


83,000 


1,735,000 


1.000 


13,805,000 1 


VA. rOTAKS 


62,300 


13,260 


$24,987,000 


$4,176,000 


$248,000 


$6,178,000 


2,650 


$34,720,000 


l>UI>IAUV IOIALS 


1,821,000 


469,670 


$1,384,068,000 


$322,167,000 


$28,933,000 


$216,746,000 


251,929 


$1,941,239,0Qf 
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SAMPLE SUCCESS STORIES 



COI-OATK . 1'ALMUl.lVK. PSET CoMPAMY 
.UOI CAMRW TOWKH 
CINCINNATI 2. OUlO 



Donald d Maddkn 



My 



ers Transfer & Storaqe. Inc. 

418 Third Aveoue. Bo« 801 
Huonogroo. '«'«•< Virgui.a 
PhoK. 58494 



January 5, l''5-> 



aencanj 

VANUMESlHC 



Mr. Lawrence II. Rogers 
WSAZ-TV 

201 9th Street 
Huntington, W. Va. 



Dear Mr. Rogers: ^ 

1 „ould like to egress our company's deUght^Uh^^th^e^a 
verfsing progr^, which we have present d over ^^^^ 
Your fine organization has made P 
40 year history. 

■ • «.(i»r U^A7-TV. we feel 

^ILTft^r t^^et'oiiTu^lo^eirLirie: we. upon us unsolicited 
US. 1 inie diicr t<>iPvision ads. 

remarks of praise concerning our televisio 

U is With pleasure that we renew an even^larger contract^ « 
rrappy"a:S^;7os^rro'urn:i\rarfri>oth our fir.s. I 

Sincerely yours. 



B. E. Kyers / 

Myers Transfer & Storage, Inc. 



Skiiiiu'r Maunfnctnriuji Co.: During Lciitiii season 
offered i1s Treasure-Measure Spoon as preiiiium for 10^ 
and two labels from Skinner Proflutts. Bo/.ell iV: .Jacobs 
A^jeiu'v reported tliat Maida 's Kitelieu with single 
reference to premium outproduced in returns all the 
other nine stations in Sitiuuer campai^jn. 

A. R. Kui-ibt Motor Co.: Operates three used car lots, 
all ")() miles from Huntington. U.sing balop card jjhotos, 
Knight took a 2G0 time spot contract, running seven 
a week at II p.m. Rejiorts a week later credited the 
WSAZ 'r\ campaign Avith having been largely 
instrumental in his .selling :")(» cars in three locations. 
Cost for week of WSAZ-TV: under $2.'0. After .lO-car 
day Knight upped its campaign to 14 spots ,'i week. 

Pancake Realty Coiuiianv: ISouglit 10 ten second st.ition 
identifications advertising "Ouunison Monies" in tlie 
Pea Ridge Koad area in Huntington. These station 
I.H.'s covered ouly a two-day period. The 1.1). 's drew 
over 3,500 people to the site. Wrote Paul 0. Pancake: 
"As you well know, we are certainly more than satisfied 
with the help you have given us on this promotion!" 

Yoiiiigstown Kitchens: Bought five scattered spots in 
one week, three on " Maida 's Kitchen" and two on "Coffee 
Time" wth booklet offer. It drew 2,.S1() pieces of mail. 

18 Top Hits: Bought participations, 14 on "The 
Old Timer," 31 on "Hollywood TV Theatre" and 
17 on Saturday "Western Theatre." Total count of 
orders received: 5,0.")7 by mail, 1,402 via i>hone calls 
received in Huntington, 1,74^ phone calls received in 
Charleston, (irand total: >,207 orders. Total expenditure 
for .32 spots: s3,273. Cost per order: 40p on item retailing 
for $2.9S, or 13% as based on retail price. 



A client says thanks and expands liis schedule on U'SAZ-Tt 



VERY PROMOTION CONSCIOUS 



Promotion at WSA/-TY is an importantly integrated service. 
It operates on the principle that an advertising contract is just 
the beginning of a business relationship. It believes that facili- 
ties should be be made available to the client to back up the 
campaign with soundly devised promotion and merchandising. A 
mailing list that includes 3000 grocers, 500 druggists, 1424 gaso- 
line dealers, 1500 beer dealers is available. Merchandising in 
the form of direct mail and some poiut-of -sale is used. Posters, 
car cards, display art are expertly prepared on request. On -the- 
air promotional announcements are used whenever the occa- 
sion demands. As for audience promotion, the wheels grind with 
out letup: Over 40 newspapers in the area are serviced with, 
and carry, logs and news releases; spotlight ads regularly ap- 
pear in all Huntington, Charleston papers, area TV Guides. 



WSAZ-TV sent these attractively printed fliers to dealers 



il|IWm» 
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programfng 







C"OI-'l'lvlv TIMIl: Wrapped up in this daily hour, which engages ser- 
vices of 34 staff people, are finest concepts of daytime commercial en- 
tertainment. It's tailored smartly to WSAZ-TV's own area Interests. 
In above pic are but few of show's many personalities: (I. to r.) Brownie 



Benson Combo; Peggy Stevenson, homemaler; Budd Dailey, m.c; Jules 
Huffman, vocalist. Pic at left: Daily engages guests in participation caper 



programing 
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LOCAL PROGRAMING KEYED TO AREA'S BROAD NEEDS 



111 television don't acliiexc stat- 
ure as an authentic area station with- 
out broad planniufi and persistent ef- 
fort. 

It is ill the field of local profirain- 
iiig that WSAZ-TV conspicuouslx fii\c> 
full meaning to the term, area station. 

It was all there in the iiiaiiageiiieiit >^ 
early hlueprint of ohjectixes. It was 
there in the programing pliilosophx. 
or credo, that the management adopt- 
ed at the inception of \^'^SAZ-T\^ This 
philosopln was basicalK as follows: 

1. Operate as the lionietowii station 
for every town in the whole area. Keep 
\ourself alert to their community in- 
terest, problems and events and in- 
corporate as much of it as possible in 
) our dail) schedule. \ ia the news, spe 
cial e\ents on film or li\e participa- 
tion. 

2. \Vhate\er is of vital interest to 
the viewer is of vital interest to i 
Lv station, as a medium of not mereh 
entertainment but of enlightenment 
and guidance. 

3. In creating a program let the cost 
and sales potential be of secondar\ 
consideration; if you make a program 
as good as you can \ou'll succeed in 
selling it. 

4. Anything the network can do in 
the way of format and production we 
can do better, and cheaper, and. above 
all, give it the flavor of area accep- 
tance. 

WSAZ-TV has kept faith in these 
precepts through the past five \ears. 
Its acceptance today as an area sta- 
tion is both deep-seated and conclu- 
sive. 

WSAZ-TV has been singularh suc- 
cessful in creating local programs that 
carry huge sales impact, but it takes 
equal pride in the distinctive job it 




SATURDAY NIGHT JAMBOREE: DEAN STURM AND HIS HILLBILLY TROUPE REGULARLY COLLECT RATINGS IN THE MID-50S 




yitirtlia Ittillt'ii 

She's the culinary ex- 
pert on "Maida's Klfch 
en whose recipes bring 
average of 1,000 unso- 
licited letters a wee^: 



has done on the sj)ecial events front. 

Because of the importance of this 
facet of programing operations. W S AZ- 
T\' maintains a considerable staff of 
both movie and still cameramen. 

Besides a film crew in Huntington, 
there's one stationed in Charleston and 
still another in Portsmouth. Tlie\ re 
maintained there not mereh to record 
news events but to develop special 
exeiits features. 

Something like this, for instance: 
The town of Ma\s\'ille, K).. last March 
put on a Rosemar) Clooiie\ Home- 
coming Da\ . WSAZ-TN"^ assigned ;i 
new'sreel crew to the e\enl. broadcast 



He's (I solUI riirtil hot! 

Here's a show with an exceptionally 
potent public service acceptance 
in the WSAZ-TV coverage area that's 
available for sponsorship: 
DOWN ON THE FARM: Features 
W. D. Click, best known personality 
among farmers in the area not 
merely as tv commentator but 
because of his 25 years of service 
as West Virginia farm agent. 
"Farmer" Click and his tape machines, 
movie camera, are important fixtures 
at grange meetings, tobacco auctions, 
county fa'rs, 4-H contests. Schedule: 
Mon. thru Sat., 12:05-12:15 p.m. 
Sold participating only. 



the re-iill- and -cut a print of the film 
to J. L. Collins, an (dlicial <jf the Bank 
of Ma\s\ille. 

W rote \lr. (Collins to the ^Uition: 
"A lot of u^ here in \la\s\ille great- 
l\ appreciated the interest \onr men 
to(jk in thi- town on this occasion, and 
1 pers(Miall\ want to thank vou for 
-ending this film to us. It was shown 
at the Ma\-\ ille Kotar\ Club meeting, 
the Junior Chamber of Commerce 
meeting and spxcral school rijonis and 
to sexeral tlilferent groups in homes." 

Here s another example of how 
WSAZ-IA carries through as an area 
station : 

One of the top rating show* of i'- 
entire schedule is ''Star's Parade of 
Stars, ' a WS \Z- lA produced amateur 
hour. The program, though -poii-ored 
b\ a Huntington furniture store, 
spreads its representation of participat- 
ing amateurs as wideh as possible 
over the station's whole co\erage area. 
It bends so far backward to sta\ flexi- 
ble in this regard that often it looks 
as though Huntington itself ha*- rather 
a meagre suppK of amateur-, 

\^'SAZ-T\' iniplenieiits its -ense of 
responsibility and status a- an area 
station b\ maintaining a substantial 
flow of local t)riginations. E\en though 
it carries the programs oi all four net- 
works. \\ S.\Z-T\ originates 114 pro- 
grams a week, exelusi\ e of special 
events. These 114 prograni-7 add up to 
26 hours a week. 

Like the econom) that characterizes 
the \^ SAZ-T\ coverage area, the man- 
agement's approach to local program- 
ing is one of constant expansion. Xnd 
the payoff for ihese five vears of pro- 
graming know-how : practicalK e\ er\ 
local program available for ^ponso^• 
ship is sold out, 




The INDUSTRIA HEART OF AMERICA ilehterfd exdunvelu by 




TOP: "Parade of Stars," a talent tiunf type jhow, drew 90,000 
pieces of mail Isl 13 weeks; now averages 20,000 cards weekly 



CENTER; "The Old Timer, whose Influence with the young- 
sters shows up in mountains of mail; favorite with mothr-rs too 

BOTTOM: "Twilight Time," pop music session P&G has found 
very effective for Introducing Glrem in WSAZ-TV's area 



programing 



These loeal shows have ifveut sales revards 



C.ofjeo Tiiiti-: \VSAZT\''s N'o. 1 t.ilciit ;m<l [troductioii inidcrtakinj;. 
It (M produced with a skill aii<l Hair tli;it lias pniiiiptcd visiting Madison 
Avi-niK' :i)iei><-\ iiKii to <-oni]>ure it willi the Itcst in network davtimc pro 
j;iainiiij;, I'iftly hiciids e-oincdy, iriusif, audit-iicc i<:irtic-ipatiuii and woiii 
en 'rt l>:ii:r chiiiciits. I i)t(';;r;iti-d into the show's set are sonic .'lO quests 
scali'd at tallies whi-n- they're s<t\c(I cdfTce and doniits. Cast inelude.s, 
IJiidd l),iiley, iii.c. ; .liilc llun'riian, v<icali^t ; l!r<iwnic lit-nson iiist ninicntal 
KrtiU|i; Kwan('<> Uivor IJoys niariiKiny c|nart<-t » ; I'Ci;j;.^' Ann Stevenson. 
lionieinakcT, and I'.it Fertriison an:l t'atlierine ' "a rnniiiigs, who deal in 
fashions and inti-rior dceorati<in. Coffti Tinu has liecn sold out prae 
tically from its inception Sept. 12, Wi't'.i and the clients ineludc lioscul 
Products, Serta .M;ittress, MeKesson l{<il»liiiis, Youngstown Kitchens. 
Stiirks l-'Idortown, Wheeler A; \Villi;iins. Schedule: Mou. thru. Fri., 
!i to in a.m. 

Saturiliiy Nielli Jaitihoroc: In finality, ratings and personal appear- 
draw, this troupe of country and western mnsie entertainers ranks with 
the kingpins of that field. Its last rating Mlooper Jan. I!i.l4) had it in 
the high .".(( s as lar as the lluniingion i'h:iri(-tou areas were concerned, 
and you can i;n:igine from this how dense the tuue-in mu.st have hecu 
in the rural areas. Tickets for studio attendance of the show are r^;- 
served two :iud three months in adv.-iuce and checkups at the door have 
reve:ile(l they come as far as ii.'i miles away. Hod Top Heer has sjjon 
stired the troupe from its advent on W.S.VZ T\' and simulcasts it on 
WSAZ. Cast: l)c;iu Sturm, m.c. ; (iene McKnight and his l>aud, Odev 
Craljtree, the llaylofters and Kalpli Sh.'innoii and his band. Sche<lule! 
Sat., 7 1 -.'MK 

I'artulo of Stars: 1 'articipation wise, as well as viewership, this tah'fit 
hunt format is another prize e.xamplc of a true area show. The amateurs 
who cduipete for prizes, .and :i ch:ince to aiijiear on Ted Mack's XHC 
show, have lioen dr:iwn from :is many as 112 counties in live states f^Wcst 
Virginia, Ohio, Kentucky, \'irgini:i :iiid Tennessee). Write ins determine 
the weekl>- winners from among the 10 to I'J jiarticiiiating acts jier show, 
and the tirst, second and third ]il:tce winners eimrging from 13 weeks of" 
competition are sent to New York for a Ted .Mack audition. Farad' 
brought 1»0, (1(1(1 pieces of mail during tlie first l.'i week cycle. Now, in 
its second cycle, it pulls from 20,iJ0o to 24,00(1 vote-cards a week. Bert 
Sliimp is the m.c. Star Furniture Co., a Huntington concern, has been 
the show's sponsor from the start. Schedule: .Sun., 1 2 p.m. .Simulea.-it 
over WSAZ. 

Maidd's Kilclicn: Clients luu" found this program not only a jtrodig- 
ious mox I'r of goods but a model of culinary sliowuiansliiii, Without 
overt efldrt it Uraws an aver;ige of I.ddc re(|uests for recipes a week. 
The kitchen set is c<implc-te with Mnllins ^'ouiigstowu equipment and 
riiilco ma.ior a|>iilianc(-s in x-par.-ite gas and electric sections. Presiding: 
.\I:irtlia Pailey, who. before joining WS.\Z T\'. spuut three and a half 
years as home ecouornist with the area's poW(-r eoui]iany. conducting 
demonstrations throughout WS.\ZT\''s primary Tri State area. Sched 
(lie: ilori. thru Fri<l;iy. ]2:4-"i I ::i(l p.m. 

Tlif Old Timer: The impact of this personality among the youngsters 
in WS.\ZT\"s area can be measured by tln'se three facts: (I) his show 
draws lietwei-n l.-'iOCl and 2,i>(KI Utters unsolicited) a week from parent^ 
as well as children: '.'2 when he recently made ;i store persona! .-ippeiir 
ance for I'oH P:irrot Shoes he gcit a turnout in Huntington of ovi r T.miu 
f;ins; and (;5i on a recent t-oiitest giviiig away ;i bicycle :i week lie drew 
2(1.2-"i<i rntnes in six wceKs. \'ou'!l liiel hini in tlie Hooper ratings not 
only in the ui'per 2(Cs luit outdr.-iwiug " llowdy |)oody.'' San?ple list 
of sponsors: Coco Wlu-;its. Hoyal Crown <'ola. Selby Shoes. l\-]isi Cola, 
Carney Candy. T.'tstee I'roducts. l-\irniat : Patter on birthdaj s, safety 
rule-", personal behavior etc.. during seriiilizcd westerns. Schedule: Mori, 
thru Fri., .'i .■>::?o. 

7"ii<> A«'»r.< I'icliirc: Combined d:i.\- 's efforts of news and iiictiire stafls 
(-onie to top notch focus on this ii:4."> 7 p.m. pi'riod, Moii. thru Friday, 
uitli Nick ll.isso. diri'i-tor of news ;in<l special events, as the persotuilit v. 
R.'iting is well in the Id's. .Sold mily on a p;irt icip:it ing b:isis. 

Tlio S/xirls ICyr: Sjiorts roiindiip of the region and imtion. with Pmbl 
l»:ii!i-y on eaiin ra. I.oiig ninler Wiedemann l!''er"s sponsorship. 

Uoirii yirinnry l.uiif: Swaiiee Kiver Roys .•mil Pete M:itthews. in.e. 
ha\e built this Sunday i|inrter hmir (<:;i(i p.m.) nost:ilgi:i into high nri-a 
;icci'pt;ince. as iitlc-ted bi th • mail. Tniii's from the g:islight era ;iri- 
'm;irtl\ :innot:;ited and |iddi,iced. .\\:!il:lle for sponsorship. 
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"The Camera Goes to School" looks like another winner of pjblic service honors for WSAZ-TV 



A REGIONAL FORCE IN PUBLIC SERVICE 




Bort C. Shimp 



\VSAZ-T\ *s rec- 
ord bears tli/s deep 
iiiipriHt : a sense of 
consciousness and 
responsihilit) t o 
the di\er?e tastes 
and interests of 
the people withiu 
its coverage area. 
The degree of importance that the 
WSAZ-TV management accords pub- 
lic service programing may be judged 
b\- the fact that this phase of the oper- 
ation entails the ser\ ice of not one but 
two department directors. The duties 
of maintaining a broad and iniagina- 
ti\'e assortment of |)ublic service pro- 
graming are split between William T. 
Romaine as director of public affairs 
and Bert C. Shimp as director of edu- 
cational programs. 



WSAZ-TVs work in the field of 
public serxice has brought it hosts of 
awards and citatioHs from a wide di- 
versity of organizations and groups. 

Here are but three samples of this 
t\pe of programing: 
' THE CAMERA GOES TO SCHOOL: 
Scheduled twice a week, the set is the 
conventit)nal schoolroom, but the same 
production resourcefulness is applied 
to this series as prevails for \\'SAZ- 
TV's top local commercial jirograms. 

CAPITOL CLOSED CIRCUIT: A 
weekl) roundup on film of interxiews 
with Congressmen and Senators from 
WSAZ-T\'*s cov erage ar'ea on topics of 
provocative and current interest. 

PARSON'S STUDY: A twice week- 
ly program of spiritual guidance and 
problem talks bv the Rex. GrifFm Calla- 
han. WbAZ-T\ "s religious advisor. 



Region news-film-interviews welded by Nick Basso into region's most authoritative newscasts; 
you're assured a saturation farm audience with Far.ner "Bill" Click's (r.) daily market quotes 
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Complete facilities 
for all advertisers 

S'liidio.v 

Sludio Oiw: 10 r .SO jcrl, usinif Ino 
RCA TK-'AO-/l field cniueKis and on<^ 
RCA 7 / -11-// sitidio caiucKi. Sm'icli- 
iiifi and coiilrol jcirillties are avoilohle. 
jar (I third camera. Facililies also for 
100.000 u alls o] li^litin^. iisinp Klinf^lr 
liglil and Cleveland Suilrliboard dim- 
iiiiiig conlrol panel. 
Sludio Tti o: 2.5 v 40 jeei u itli facilities 
for .saute cameras as Studio One and 
eqitijijK'd uitli ttco complete kitchens 
— one electric and the other {{as. Lifiht- 
iny: and board equipment similar to 
Studio One hut uith .50.000 units. 

Sjtevint eSSi'cis 

9 X 12 fool portable rear projection 
screen and an !' a 10 screen; special 
effects prismatic lens adaptable for all 
studio cameras and rear screen: cam- 
era boom. 

Film (liuf .Kliile tnvilities 

Tiro RCA TP-\()-B projectors, one au- 
tomatic selectoslide projector and Gray 
Telojector, one lialoplican opaque pro- 
jector. This equipment is utilized in 
connection uith luo RCA TK-20-C 
[dm cameras, uith all latest devices. 
Three completely equipped film proc- 
essing booths for editing, uith Movio- 
la, Bell &: Houell [dm projector, etc. 

oiotjm ph 1/ ileimrtttivnt 

Complete facilities for processing of 
16 mm negative [dm for news, special 
events and commercials, one 16 mm 
Auricon .sound camera, two instanta- 
neous Polaroid cameras, two 4 .r 5 
Speed Graphics, four 16 tnm Bolex 
cameras and one 4 v 5 commercial 
view camera Also Associated Press 
facsimile receiver and transmitters, 
which are used as portable sending 
units from Charleston office and other 
remote locations. 

Remote (ueilities 

Completely equipped mobile unit is 
available for special events. Remote 
truck is equipped for two field cam- 
eras and complete conlrol and switch- 
ing svstem for televising a live show 
at remote locations, including remote 
transmitting micro-wave facilities. 



management & staff 
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WSAZ-TV FIVE MILESTONES MARK MANY 
TV "FIRSTS," EXPANSIONS OF SERVICE 



\\ licii \\ ^ \/,- 1 \ went oil till' ;iir in 
V)V) it ;i(li ipli'd il^ pledge nf ~<r\- 
icc ;i l;iiii<)ii~ |)ln;i~('. : "llif 

rii-tc-t will) the W \/,.T\ 

li;i* iiKnr tluiii ii|> to llii* plcdj^c, 

111 ll'c^o fnc \(';ir* of (i|>(M':itioii 
\\ S V/- r\ li;i* ii'liicwd two ( (iii>|)ic- 
iiou^ tliin^>: I I I n lirilli;iiil i(>< old 
;i- ;iii ;irea >t;itioii ill cncin tiiic iiic;!- 
>urc of llic \\<ird. and l2i nii MiiKi/iiii: 
li-t of ■■fn-l~.*' Ilt'it' tlic\ are: 

• I .'.l \\ .-tution ill \\ t'.-l Wr- 
jiini;, — Orlolur I I. 19 19. 

• I >t roiii pN'tr ^tlMlio and iiio- 
liil<- «iiKill-rit\ t\ studio in the 
\M>rld. 

« I ^l siirc«'.«..>.i'iill\ <>\\ii('d iirt- 
\><>rk r«da\ >«j.-lriii in the uorhl. 

• I >t t<» o|M'ral<' sii |>er-|M»uer 
po>-ld"reez<' traiiMiiitter — Aii<:. 6, 

I 9r>2. 

a 1st eoiiiph*t4* t\ -radio prodne- 
tioii faeilities under one roof in 
W est \ ir'riiiia and tlie Oliio \ al- 
('Ihi^ "Cci.ler" <<»st S6()().- 
()()() to alter, f urnish and (Mjnip.) 

• 1st nu'inher of WM. ("<d»»r 
'r<d<'\ isi<»ii N<'tMork. 

• 1st iiid<>p<-ii<leiit station to or- 
der eonipatihh* eohir tehnisioii 
eqnipiiieiit — July .'i. I 9.>.'i. ( I lilri 
equipment \*as <hdi\,ered iii <'arN 
I'Vhrnai v. I 9.1 I .) 

In il> e(Torl> at givitij: the ;nea as 
• ■oni|)lete a Ifle\ i^ion ~ei\it (' a> |)o~-i- 
])|(' it \\a> luituiiil ihal \N'5 \Z-T\' 
would koe|) to llii' forefront f)n ail 
technical de\ cloiniieiit^. its engiiieer- 
iii*.' ~talT. numhcrinj.' 17 men. i» per- 
haps tin' hniit'^t for a local operation 
in tiie coinitrx. iiicludi^d in tiii> nuiii- 
iier are liie < rews tliat maintain tiie 
nelworiv microwaxe s\~lein liiat 
\\'.^AZ-T\' huiit for itself to hnlv; Co- 
iund>n'^. ().. witii i hiiitin^'ton. 

W '^.\Z-T\ proj;i('«-- report on < (dor 
leie\ ision spans tiic^e latest fac ts: i he 
station ha^ aheativ nnMlified it~ Co- 



iniiihii~-:ii-l luntini:ton rciav sx^teni and 
traiisiniltcd for c(dor and i~ piittiiiL' on 
the air nil < o|oi pro<^ianMn^ wliic ii i~ 
axailahle from MIC. (\\S\/,-l\ i« 
the piimaiN for liotli iiunting- 

toii and Ciiaiie^tonl. i lie ^t;ltion al*o 
ha* on order full stndio c(j|or e(|uip- 
ment. im ludin*: a color camera, and 
plan* to he in local c<(l()i operation 
tlii* fiill. 

\- ap|)re< iatixe a- rl is of the main 
award- that lia\e come it- wa\ for 
pnhlic service, pro'^i ainiim and -ei\- 
i<-e- to a(h ertir-ci s. \\ > \Z- 1 \ - maii- 
ajiemcnt -till f;et- its hijrpest lift from 
the plainhts of \icwcrs. lake this re- 
cent one. for iii-lanc<>. from Mrs. \\ il- 
liain r. Miirkham. of Chaile-ton. wlnt 
wrote: 

"I w i-h to con-iratulale and thank 
\ou for the tremendous puhlic -er\ i< e 
\ ou have fii\en lo the people in \our 
viewing' area. It i?- projire-- -u<h a> 
\ours that will, in the future, make 
Huntington the huh of a great region- 
al market. 

'"The wonderful ret('|)tioii |jIu- \oiir 
mo t friendK -tafT make- televiewing 
a great |)leasuie/' 

One wa\ to measure the sale- effet - 
ti\enc<s of an area station i- lo -<an 
a li-t showing the more or Ic-- di-tani 
('(Mnnuiiiities whose merelianl- have 
U!-ed the station to acherlise to their 
fellow townsmen. 

Tollowing is a state-h\ state hreak- 
down of outKiiig communities whose 
men hauls have u-ed \\ S\Z- r\ : 



W'isl I'ir/iinia 
('li;irl("<tnn 
l!lu(>tiel>l 
-M.-iiliM'ii 

lif.klev 
(>:ik Hill 
t';i rkiTstiii 
I>\iiit):ir 
St. All.niis 

(Unn 

I riiiitiin 



CiMllilMllis 
I'olt^lllOlltll 

./ :u-k>;(iii 
MnriittM 
I '(line my 
l\i II Inch II 
.Vshlaiul 

KUSM.II 

Mt. St(.rliiiy; 
S:il\ (Tsx illi' 
I'ikcvillo 
I ':niit'*villi' 



National Sales Representatives: THE KATZ AGENCY, INC. 

Nti» Ywk • Chiogo . Drlroll • AIl»nr» • Kintat City » OalKt • S»n Frantluo • Lo» Angfitt 



l.nifrt'in't' II. Itnfit'rS 

I ,/'. iV^ (ivnt'Tiil Miiiiavcr 
I I on If I I'll li in 
iinui mill Mil I vfileil in 
siTiiiiu loi 111 ii.liresls 
III nil iiiininunitir\ 



I J. I'j. Iv'il \tut rivti 

/./'.. In li nil a' ilui-ilnr 
iiiihil ill layinf! USA/.- 
7 / limnilulion ■ tallirri'il 
•iliiliun's iiiiliilili' iiel- 
uurl. rflin wslrni 



C. Tom fiarit'tt 

■f\sl. (.encriil Manaarr; 
ttlsii niantister oi If 
uliiiii III- joined in 1916: 
lin.siiiess-it i'^i', I mm s 
lliis area lluirimiilily 



.3uu\es II. /"<Tf/ii.son 

I'rograin manaprr: an 
curly ff >AZ TI staffer 
u lio I onlril/ulpil iniu li in 
•ili.'lion's uniijuc reioril 
in loial jirofiraniinff 



lll'iztihvtli Cauutu 

\atiorial Sales Manager: 
iliil iiropraiii itritiliii lion 
anil icorl: heiitre lainern 
hclorr entry in sellin,s 



A eel It. Itroo/.c 

I'roiliirtion manager anil 
III in ilirectin: his film 
sen ire setiii/ rated b\ 
asenries as amnii^ best 
and most efficient 



Churlvs W, f>iiifciii.<> 

Promotion Manager: 
clients like his ica} 
oi merrhandisinf; their 
products at points ni 
sale and other tie-nps 



ISnhert i:. WliUv 

Local sales manasier : 
with station since '.i2 
and has done all his 
selling, inaiinsinp in 
this Tri-i'tnte Area 







Til iHi' crlsllifi «s» M > I ft I'lr I onr 

mil iro.jicl In |i iiiilr.lv liv si'lis-iou euK<r\TNTH>N> 

mil rill- miciil I <i ( Hi" 1' -li- i"t ws\/. TV 



IX' 



|i Ih I* |ir. fiilntl'ii «iTr lakiHi hv \\ I 
k WS\/. TV Jlrmdt .f ml .11 i.lti I ,;ri|il. 



Itiffifini ft. Mnrruu 

( harleston Regional 
>iiles ^-lanaper: expert 

in appliance distrihii- 
tioii : general managed 

two southern stations 



Hdw io prepare 




The indispensable equipment guide 



What's in 
the Color Edition 

• The RCA Color TV System 

m What Color TV Means to the 
Broadcaster 

• Television Transmitter 
Operation with Color Signals 

• How to Plan for Color TV 

"9 RCA Color Studio Camera^ 
TK-40A 

• RCA Color Slide Camera, 
TK-4A 

• RCA Color Film Camera, 
TK-25A 

• RCA 16mm Color Film 
Projector, TP-20A 

• RCA Color TV Monitor, TM-10 A 

• RCA Colorplexer,TX-lA 

• Test Equipment for Color 
Television . 

• RCA Color Sync Generator 
Equipment 

■9 Video Amplifiers in Color 
Signal Transmission 



for every TV Station 
planning color operations 



This special 80 -page issue of RCA 
Broadcast News has been prepared 
specifically for the TV station man 
who is getting ready to work with 
color. Filled with authentic informa- 
tion not found in its entirety any- 
where else, this issue includes im- 
portant facts you'll want to know 
about color Now . . . such as general 
operating theory of the color telecast- 



ing system, how to plan studios and 
stations for color, types of equipments 
and systems required, how to make 
equipment changeovers for color. 

Copies of this special color issue of 
Broadcast News may be obtained 
from your RCA Broadcast Sales 
Representative. Or write Section 503, 
RCA Engineering Products, Camden, 
New Jersey. 



The only 100% 
engineering -operations journal 
for station men 





Read by broadcasters and telecasters longer than any tech- 
nical magazine of its kind in the industry, RCA Broadcast 
News is prepared specifically to keep station men up-to- 
date on equipment-and-station operations. It includes 
straight-to-the-point facts on planning installations, testing 
and operating station equipment — newsy stories about sta- 
tions from the stations themselves — interesting articles on 
"how-it-works" and "how-to-do-it" for the everyday job 
— plus equipment information you can find in no other periodi- 
ca:!. RCA Broadcast News Ls published every other month. 
Ask your RCA Broadcast Representative to put you on the 
list to receive it regularly. 



RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION 



CAMDEN, N.J, 



WCItS-TV On nil-; I Jiili/ lltll CIIAWI'h 2 

i'ionrrr cxt-riilivcs: W illi.iin j;i('>i.. CliS, Inc. (now 

< liiiiii. I ; William A. S Iiudl Jr.. <lir. t\ opcr-. I'rcscnl 
(•xrnilircs: (!r;iij; L;i\m ciice. pi-ii iiifir. I'resi'iit Class A 
In. rate: Sl.otH). Original Class A lir. rule: Sl.>(). I'ri'scnt 
set n'rculallon: ■!, I TT.OOO. Or ipi'rial srI drcuhitiuu : 'A()0(J. 
Present visual pou er; 4!? k\v. Present aural jiouer: 22 kw. 
j Tower height: 1,290 ft. Equipment : iiRiii(I(.> 

Dii .M<.nt, CI-:. \ens: CHS Newsfiliii. AI\ I I'. INS. I'res- 
enl sales rep: CHS lA' Spot Siilfs. 

M'MiT thi air: I Juin IHfl eiltWMA, I 

WHEN STARTED: 1 JAN. '52: IJAN.'M: 

I, .Si-i (•irciiliition in iiikt... .... n>o 2.H()(».<mm) t.0H2.(><)0 

'1. Kvcniiit; Cliijis A lir. rule. 8120 S.J.75() S.'>,5()0» 

3. '/i busiiiCKK from locul lulv UH)'/, ..„ \t<''t 'Mfc 

•I. '/c husiiioBs from nat'l spot nonr. \'>"/t .'i.'J'^ 

5. % businetiH ni'twork udv ntmf 35% 27% 

6. liourH of not program iii; nonr .'>'>% 5r>% 

7. % hours lociil live sliows KM)'/, :m% 30% 

8. % hours film iiroeraiiiini: nmn- 10% 1.1% 

t>i Nuii<bi-r lioiirs on air diiily , 2 17 IH 

VO. Number t>f employees unkno««n loi.... 2.'>o 

•CInss \X lir tsiif. 

Pioneer executives: Wr'iy:. Gen. David SariiolT. [jre-. KCA 
( now / lunn. IkI. XHC); Niles rraiiiiiiell. ]>res. .N'HC; F. E. 
Mullen. exe<-. v. p.; Alfred 11. .Morton. \ .p. t li^. tv; John 
Uojal. \ .p. ; Sidney Slrotz, \'.p. ; 0. H. {lansoii. \ .p. antl 
chief engr. Present executives: llarnillon Shea. gen. niif r. : 
Ernest de In 0.*!?a. stn. uijir. Estimated outer limit of tv 
signal: 80 niile<:. Present visual pouer: 11. .5 k\v. Present 
aural pouer: 7.2.") k\v. Anth. visual power; auth. aurul 
power: >:anie. Tower height: 1,14.5 ft. Equipment : RCA, 
Gl-:. Xews: UP. AP, INS, NBC News Dept. Eilm sup. 
pliers: xNHC S}ndi<ated. Ziv. MI'Tv. Screen Gems, others. 
Present sales rep: iNBC Spot Sales. 

W On-TV Oil «ir; Ot Uiher in Ut CUAWEh 0 

WHEN STARTED: 1 JAN. '52: IJAN.'M: 



ItOC IIIj.S I ICK 

Ull/l»l-r* On «ir; 11 Jiiiu^ l!HO CIIAWEij H 

WHEN STARTED: 1 JAN. '52: 1 JAN. '54: 



.| 10.000 ....2,8OO.()<l0 .t,082,(H><) 

.... SI, 500 $1,500 

Ii*it ^trp not st'p 25% 

ntil hf| iiol hcp 7S % 



1. Set circulation in mkl 

'2. livening Class A lir rate. . 

3. % business from loeiil adv.. 

4. % bui^iness from niit'l sjiot. 

5. % busincvss network adv none none , none 

'i. % hours of net iirograminK ■• none none non«- 

7. % hour.s local live shows I3-S0% SS-oofr 

K. % hours film proeruiiiins SO.SS% 35-10% 

9. Nunibir hours on .lir daily : 11 7 

10. NunilrtT of employees 138 10.-> 

Pioneer executives: Theodore C. Streihert, pres.; James 
M. Gaines, v. p.; K. C. Maddux, v.p. sales; J. K. Poppeic, 
chief eiigr. Present executives: V. P. 0 Nyil. pres.; Gordon 
Gray. v.p. chg. W'OK-A.M- TX' Div. Estimated outer limit 
of tv signal: 60 miles. Present visual power: 130 kw. 
Present aural pouer: OS kw. Auth. visual power, auth. 
awral pouer: same. Tower height: 1.2-1-0 ft. Equipment : 
Standard Ekv tronics Corp.. Andrew Alford. Aeirs: L l\ 
Eilm suppliers: NHC T\' Film, Ziv, MPTv, Unitv, others. 
Present sales rep: \\'OK-T\ Sales: ll-P T\ (West Coa«^t I . 

nriX Oil air: IT, Jniw lUISt ClIAWEI. II 

WHEN STARTED: I JAN. '52: MAN. '54; 

1. .Set circiil.iiion in niki 2:i').'>')« 2.'>:io.o()o i.H(K» 

•>. Kvening Class .V lir rule $H<K).... .SL-Too $l..-)0O 

.t. Xumbcr hours on nir daily »>Vj 11 '.a... 12V<; 

4. Number of employees HIT 220 1 7'> 

Pioneer executives: Poheil P. Coe. mtii. and \.p.: P. P. 
Howard, ( liicf cnpr.; 11. Marlowe, proi;. mgr.: H. D. Siil- 
li\an, sales mgr. Present executives: P. M. Pl\iin. pre-.: 
Fred -M. TliroNMM. \.p.-geii. mgr. Present visual pouer: 
POO kw. Present aural pouer: SO kw. Auth. visual power: 
auth. aural power: >ame. Tower height: l.lOB fl. Equip- 
ment: KCA. \ews: I P. Minictone. Film .suppliers: .MCA. 
TPA. Present sales rep: Free & Peters. 



1 

:i 

•1. 

r 

<). 

7. 

H. 
1,1 
10. 



.Set ( irciihitioii in mkt . 
Kvening Class A hr rate... 
% buMness from local adv 
business from nal 1 ■•pol 
buhinosK network adv.. 
'/( hours of net program uk 
hours local live hliows. . 

% 



A 



... 1 .20O I 25.000 2«9,0«0 

...S200 S6O0 SOOO 

...50% .•)()% 35%. 

...10% 36% ........... .38% 

. 10% .■11%> 27%, 

.57% 31% 57% 

.5% 18% „ 207c 

hours film proKraminc 38 '^^ „....28% ..„,.. 23% 

.N'umber liours on air daily .1 11........ .....17 

.N'umlier of employees Kl 5ft ...^ -...70 



Pioneer executives: William Fay, \ .p. & gen. mgr.; Charles 
Siverson, prog, dir.; John W'. Kennedy, comml. mgr.; Ken- 
neth Gardner, dir. eiigrg.; George Driscoll, supvr, tv stu- 
dio eiigrg. Estimated outer limit of tv signal: 50 miles. 
Present visual power: 23.4 kw. Present aural power: 11.7 
kw. Auth. visual power: 100 kw. Auth. aural power: SO 
kw. Tower height: SOO ft. Equipment: RCA. News: UP. 
Eilm suppliers: Standard Tv, MPTv, Coinet, Snader Tele- 
scriptions, Vitapi.x, NHC TV Film, UP Movietone. Assist 
advertisers in making film comm^ls: Yes. FresenI sales 
rep: George P. Hollingbery. 

SCIIIvMXTADV 

WKfilt Oil ciir; I Itvcvinbvr if) 17 CIIAWEL 0 

WHEN STARTED; MAN. '52: MAN. '54: 

1. Set circulation in mkt.. . .... .unknown 19:j,700 301.750* 

'J. Kveninc Class .V hr. rate S210 S500 S750 

3. % business from local adv , .unknown 28.8% 29.5% 

I. % business from nat'l sjiot...., unknown 28.8% 34.3% 

■). % business network adv unknown 32.4% 27.2% 

C. % hours of net proeramins 68.6% 62% 

7. % hours local live shows 92.7% .-„.... 1 1 .8% 26.4% 

>>. % hours film programing 7.. '»%...., I">.6% 11.6% 

9. Xumber hours on air daily I'A..., , ., ...12'A 17^.; 

10. Number of employees...., ....18. ..............79.. ..,,,,..94 

•Si-( flreulallon :i j6. 100 as of 1 March li'il 

Pioneer executives: R. W'. W'elpott. mgr. stn.opers.. GE 
stiis. Dept.; A. G. Zink, mgr. progs.; Caleb Paine.dir. 
public affairs; Charles King, super\ . studio floor opers. 
Present executives: R. B. Hanna Jr., mgr.; R. W. W'elpott, 
mgr. stn.opers. Estimated outer limit of tv signal: 90 
miles. Present visual power: 93 kw. Present aural power: 
17 kw. Auth. visual pouer: auth. aural power; same. 
Tower height: 1.200 ft. Equipment: GE. Xews: UP, AP. 
Eilni'suppliers: majority of major distributors. Assist ad- 
vertisers in. making film cornnvls: Ye?. Present sales rep: 
NHC Spot Sales. 

»Vlli:.V Oil <iir; I Deevnthvr IfUlt CIIAWEL 8 

WHEN STARTED: MAN. '52: MAN. '54: 



I. .Set circulation in mkt... o , 166.021 273. T50 

Kvenin? Class A hr. rate Sl.'^O $400 5630 

;). % business from local adv 72 "^J % 23% 

1. % business from nat'l .spot l'*'"-, ....33% 38% 

*). % business network adv 9% 36% 39'", 

(i. % hours of net jiroirram- ni; 6'.', 60% 66% 

7. r; hours local live shows I 1 13% 10% 

S. % hours film programine r,t)f; 2.'>% 24% 

I). Number hours on air daily 3 ,,....11.8 13.3 

10. Number of employees 28...,.,.. 12 30 

Pioneer executives: Pavson Hall, treas., Meredith S\ racu-e 
T\ Corp. (now dir. radio & t\ and treas., Meredith Pub- 
lishing) : Paul Vdaiiti. gen. mgr. (now v.p. and gen. mgr.) ; 
W illiam II. Bell, coiiiiiri mgr. Estimated outer limit of tv 
signal: 90 miles. Present visual power: 190 kw. Present 
aural pouer: 100 kw. Auth. visual pouer: nuth. aural 
pouer: same. Tower height: 941 ft. Equipment: GE 
traiiMiiiller: RCA cameras: Blaw-Knox lower: GE an- 
lenna. \eus: I P. Eilm suppliers: Contracts with almost 
all. .'i.-isist adt erti.sers in making film eomm'ls: ^ es. Pres- 
ent sales rep: I he Katz Agenc\ . 

( i'lt fitr turn ttt fi/ipr flti ) 



the ONE and ONLY television station 
in the nation's 9th largest market which 
operates with the MAXIMUM POWER 

authorized by the Federal Communications Commission . . 

KSD-TV 

The St. Louis Post-Dispatch Television Station 

.100,000 WATTS 

on easy-to-tune 

V- 
ery High Frequency Channel a# 



KSD-TV is America's FIRST completely postwar 
equipped television station . . . established on 
February 8, 1947 . . . and the FIRST CHOICE of 
advertisers who have products and services to 
sell to file St. Louis Market. 



NBC TELEVISION NETWORK 

National Advertising Representative: NBC SPOT SALES 
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».si ic-i \ Oil dir.- 1.*; ivfM iMirt/ i.'i.io ciia\m:i. :t 





WHEN 


STARTED I 


1 JAN 'S2: 


1 JAN 


I 


Si t ( in ul.itiuii in iiikt 


;i.l.T.">H 






- 


KMIiitii; ( a-.- A lir riiii? 


Si.TO 


...*.'>r>o 






'i I>ii>iiirhh frimi tt(l\ 


W>"f 


.2i>'; . 


. J.-.', 




'< liii -1 iii i>^ friiiii nul l himt 


lo'-, 


.. , .. 


Kl'f 




IttiKiiH'^tt iii-n\ork ai]\ 


Hie; 


..-.ir', .. .. 


.'IS ' , 


1', 


'., Imii iif iif l |iri>i;t uiiiiiit; 





. »..->", 


......55', 




'I h(turh Utni] ^llO^\^ 


Ii4>llr 


ir>' , ... 




K. 


liiMirh tiliii prdirriiiiiiiiL' 





.211', . 


•J.t'f 


H 


Vciriilii r tcoiirh nli iiir ilnllj . 


1. 


li 


IH 



I'ioni-cr cxfcittiics: I'. |{. X'adcljoiicociir, \n\^. jiikI j;eii. 
iiijir.; William Udtlinim, v. p. in rliji. profi.; Armaiid C. 
Bolle l-lc, \ .]), Iti < Iij.'. eiigr";.; W illiam K. AifonI, <lir. of 
sales. EsliiiKitt'tl outer liiiiil oj tv xigruil: "."» milr";. I'rcseiit 
iixuul poiver: lOO kw. /'resent uiiral power: aO kvs. Autli. 
lisiKil poller: niit/i. tiiiral poiier: same, 'loner Iieifilit: 
1.000 ft. Aeirs: V\\ INS. Film suppliers: MPT\. I iiil>. 
Assist (itherti'sers in nialdnfi film ronunls: ^ cs. /'resent 
sales rep: Ilcadle^ -IJccd Tv, Kcltcl-C^ulcr ( Boston I . 

vrnw 

WK'IV Oil uir; I nvrt'iuln-r tUtit CIlAWl'J. IH 

/'ioneer executives: Mntom J. Kallct, pres.; Mi<luu'l J. 
i"us( (1. jicii. m|j:r.; Di'fort'si '\\ LaUoii Jr., ( liief eiijir. 
Present Class A lir. rate: .S475. /'resent visual pouer: 
k^s. /'resent aural pouer: 100 k\v. '/'oner height: 
790 ft. /u/uipinent: KCA. GK. \eus: I P. /'resent sales 
rep: Donald Cooke. 



NORTH 



CAROLINA 



C'llAltl.O T'l i: 

niiTV 



On air: /;> July lU lit ClIASM^I. 3 

WHEN started: I JAN. '52: I JAN. '54: 



I. 



tl. 
111. 



Sc-I ciiriil.'itioii ill inkt 

Kviiiiiit,' t'tii>s .\ hr. ruti-.. 

'e busiiH'.s.s from UichI adv .*>H.7', 

'I bu'.iiii's> fr(ini iiat'l siKit 21. 

'{ lpllsill('^^ iii-twoik adv .!'».«'; 

^/t limirj! of Mil proirraiiiint: 

hdiirs Ideal Hvi- sliow-* II 

'J llOllr^ liliii jiroiiriiinine ,.. <>2y~'>> 



1, ••«< 1 1 7,1 1.3., 

Sl.TO ....S.'?(l<» 

....:i2..t;', .... 

,....«.-..;«<{ .... 

......12.1'/, ... 

... 02Vi';{ ... 
....IH-K';.. 

....IH'H 'f . 



N'liiirlicr hours <in air daily.... 

.Viinilicr iif cinployi'i's 

Numlirr part liiiK' iniplovi i s* 



.1.2 .1 12. 



S7.>(i 

22'/, 

.-. l.H'^ 

2:1.2'; 

«.-.'! 

.. 2'*', 

2.-1. 1 .1', 

.. ...1.'-. Vs 

IH 

.... 



*»hr. Uulll'k* IltllcUir.i Willi WHT. 



/'ioneer executives: Cliarlo Crutilifield, <;i'ii. mjir. e\e<-. 
\.p. : Lari) Walker. as~t. <;en. m<,M".: J. Kohert Co\ iiij;loii. 
\ .]), t liar<;e sales ik j»roiii.; Kenneth 1. riethscll. v. p. cliarjze 
])r<)j;s. & pnlilii rels. : Kenneth S])iter. contr. iL asst. set}.: 
W alhu e Jorjrensoii. iren. sis. iiijtr. : M. J. Minor, t hief en^r. 
Estiinatei/ outer limit of tv signal: 100 miles, /'resent 
visual pouer: 100 kw. /'resent aural pouer: 60..S kvs. .'tilth, 
visual pouer; anih. aural pouer: same. Etiuipnient \ KC.\. 
('>l!. \eus. I I' \lo\ietoiie. / i7//i suppliers: .MI'Tx. Sterliiiir. 
Oflli ial. Standard. CI5> S\ iidieateri. Assist a</vertisers in 
niuking film comin'ls: \e>. /'resent sales rep: C\\> 'W 
>\nt[ Sale-. 



• \ ("ter;in.>. of tlie liroade:istiii<: iiidiislr> will rejiil 
.-iid itories in lM't>*eeii .-oiiie of the listinjis on 
lli<>!i<> pjijjes. In inaii_> ea.xes stnlions whose luiiiit's 
<lo nut appear niiion<: the jii-l mu.smmI lHM'oiniii<^ 
pr<"-rr<M"/.e stations hy a mattei' <tl chns or wt'eks. 
S<">eral stations, in fact, had purchased >irtiiall> 
eoniplele sets of e<piipinent >»hen the freeze eanie. 
These slatl(His had lo r<il it out for a period of four 
}ears >\hile l\ f;reA» np all around tlieni. 



GKi:i:\.sitoito 

« r^lV-TV On »ifr; 22 SrpUiiiiher tiHU CUAWEL 2 



WHENSTARTEDh I JAN. '52: 



Sft cirriilatioii ill iiiki 
Km iiiiic C a-h .\ lir. ralf. . 
'J huMiichK fniiii loriil adv . 
'y liu^'iieKK from iial l i-pot. 
'f< llu^iIll>^K iMtwork udv..,. 



..... unknown. 
$l.-)0 

ri'/,. 

28'/ 

28'/, 



.•>7,<.(l.i. 
..? Kill 

.2:i'/, .... 

18'/, .... 
.28 ' { .... 

'/< tioiirK of iK-t i>r«i;raiii lie H\'/t .... 

'.'< liours local live ^l^<nvh,. ,, .18'/} ..... 

'Ic lioiirs tihii iiroirraiiiiii:; „ .l<<'/{ I'/i 

NuiiiImm lioiiih oil air daily II l.'l 

Nuiiil«-r uf riiiployci-s 1." .30 



r JAN '54: 

2I0.(M><> 

S.iOO 

.. . . i:-.'!, 
.. wrc 

2<.'/t 

60 '> 

...... 20'/, 

-i^'k 



l.T 

I.T 



/'ioneer executives: Gaine- Kellev, gen. and comnil. iiif!r.j 
r. \\ . \u-tin. pro}:, dir.; Norman (/ittleson, prom, mgr.; 
James V . W iiie< <ifl. ( hief enjrr. Estimated outer limit of 
tv signal: <!0 mile^. /'resent visual pouer: 16.7 kw. /'res- 
ent aural pouer: i'.'.i kw. Auth. visual power: 100 kw. 
/]/////. aural pouer: 50 kw. Tower height: 470 ft. Ef/iiip- 
ment: Du .Mont. :\ens: I P. Film suppliers: majority of 
major distrihutors. yissist advertisers in making filin 
comni'ls: \e>. /'resent sales rep: Harrington, Righter .& 
Pardons. 

OHIO * -m 

\\CI'0-TV On ulr: 2(1 iuUf SBIH ClIAS^Kl. « 

WHEN STARTED: I JAN. '52: I JAN. "54: 



10. 



Kvi nin;: t .a^s .\ l.r. rale... 28.300 32<*.0(MI.. I30.00O 

Si-l ciriiilatioii in iiikt S:i.->0 ?8.i0 S8S0 

'{ busiiK-sN from loral adv. '(l"}', .32.<*.3',f 26.0.1% 

'/r liiisiiicsv from iial 1 si.ol .->.:il'/, .39.72'/, 43.01 

'} biisiiios network ailv :i.(>tt'/( 27.3.1 ':! ........30.96'^ 

',; hours of iH-t prou' am 11-...., 9.3T'/f. 23.12'/, 26.6*'/, 

'.;; hours loeal live shows (,r,.f,(»'/c 38. 77'^ •»3..3»'r, 

% hoiirK tilni prOErainiiig...,, 2.-;.03'>} .17.81'/, 28.02<~'o 

Number hours oii uir daily , 11 , 17«,i 

Xti mher of employ e<'s 30, — .,...,....73 — ....110 



Pioneer executives: M. C. W'atter?-, v. p. and gen. mgr.; 
Ilarr\ LeBruii, t\ stii. dir. (now asst. geii. mgr.); Ed Wes- 
ton, prog. dir. (now asst. to geii. mgr.): Glenn C. Miller, 
nat i sales mgr. Estimated outer limit of tv signal: 80 
miles, /^resent visual power: 2.S0 kw. /'resent aural pow- 
er: 130 kw. Autk. visual power: 316 kw. Auth. aural pow- 
er: 160 kw. Tower height: .570 ft. Equipment: RCA. GE. 
Sews: I P. Film suppliers: majoritv of major distributor?. 
Assist advertisers in making flm comm'ls: Occasionally., 
/'resent sales rep: Hranham Co. 

MKItC-TV Oh uir: I -IpriJ //> /.•> CIIAWEL 12 



WHEN STARTED: I JAN. '52: 



JAN. '54: 



S.'t cireulatiiiii iit ifikl . 30.(I(I0 

Kveiiing Class .\ hr rale , $330... 

'J Imsini'ss from loeiil adv 82..*'^ 

husiiiess from uat't spot 7.1'";.. 

liiisiness network adv lo.l'"^.... 

'} hours of iii'l prinrramine .32'"! 

'f hoiiTK liical live shows Slf^.... 

' ', hours film procriiiiiiiii; 17",...,, 

Niiiiilipr hours on air daily 3 



....329.0OO 180.000 

....$700 S850 

.... 13.2':"o 32.9ft 



....32.<.'-; 32r'c 

....I8r'r -■50'^ 

....19^^ JO^c 

....33 Pc 30'^r 

1<>y- , IXMi 



/'ioneer executives: JInlltert Taft Jr.. mgr. (now pres. Ra- 
dio Ciiuinnati ) : I. \. Latham, sales mgr. (now gen. 
mgr. I: George Wilson, chief engv.: l)orotli\ ?. Murphy, 
trea'i. Radio CiiK innati. Estimatet/ outer limit of tv signal: 
60 miles, /'resent visual power: 250 kw. /'resent aural 
power: 125 kw, .4nth. visual power: 316 kw, ///////. aural 
pouer: 195 kw. Toner height: 612 ft. Equipment: GE, 
KC\. A (■(/ ..: AP. I P. A7/m ,?///)/)//er.s: L TP. W'inik Films. 
Assi.^t at/verti.u-rs in making fi/ni comm'ls: Ves. Present 
sales rep: The Kat/ Ageiic\ . 

i Vli'0}.f turn to /lose Uli ) 




Jacksonville's Railway Express terminal 
is one of fhe largest under one roof 
in fhe U.S., handling 8,000,000 
pieces during I 953, including 
more perishables than any other terminal, 
lis 1953 payroll exceeded $2,000,000. 



Photographs courtesy 
•of Jacksonville 
Railway Express Agency 



WMBR is Jacksonville's 
most-listened-to 
radio station 
...and WMBR-TV is 

Florida's most powerful 
television station! 



THIS IS 




.ORIDA... 

ress cenfer of 
B southeast 



Source: latest Pulse Reports 



Represented by CBS Radio 
and Television Spot Sales 






The capital cities of the world. 
Incredible exploits of American Intelligence 
in the continuing fight for freedom. 

Semi-documentary.. Based on true accounts of 
espionage and intrigue. 

Dedicated to the men and women of America who win the 
key battles in the never-ending war against oppression! 




All the world loves o spy story. 

The Lady Vanishes", "The 39 Steps'^ "The Third Man", "Five Fingers'\ 
The House on 92nd St."— all were whopping successes at the 
Box Office. And now SECRET FILE U.S.A., filmed in the great tradition 
of these classic espionage tales, is ready to make television history! 

Shot abroad with painstaking realism, produced by a master of 

suspense, each V2 hour complete story is taut, lense and 
thrilling. Here is an unusual opportunity for regional and local 
sponsors to build high ratings fasf— at amazingly low costs. 

And what a natural for potent merchandising! We've got qn qrmful 
of hard hitting, pracficaf plans that will make your selling 
area sit up and buy! Call PLaza 7-0100 now and get 
an audition print on your desk tomorrow. 



\ 



FIRST RUN SPONSORSHIP IN ALL TV MARKETS! 




AMERICA'S LEADING DISTRIBUTOR OF QUALITY TV FILMS 

OFFICIAL 

FILMS INC. 

25 W. 45 ST., NEW YORK 36 • PL 7-0100 







ROBERT ALDA 

ROBERT ALDA, swashbuckling hero of screen, stage 
and television, plays the leading role of 
Colonel Bill Morgan, ace Intelligence agent. 



ULU-T ilii air: U IVhriiori; lU l« ClhWMH, .» 





WHEN 


STARTED : 


1 JAN. '52: 


I JAN. 'V4 


) . 


Sft rircn!t*Tioii in nikt 


l,3tMl . 


.■J2'',<i<i<i 


4:i I ,(I(K) 




Kvriiing <^!u^t^ .V Iir rati*- 




..«.».-> (1 


.«■«.".<! 


r, 


*i bu'«in**h*i friiiii !*n'«l a*}\' 




...:«1.7'? . 




'•■ 


biihiiit'Hh from iiiit'l h|H)t 


..2<ir; . , 


. 2b.:i'i 


2.-.. If". 






1(1.3' ', 


..:»7.:i'1 




6. 
















...2 1 :»", . 


2(1.1 <1 


h . 


'^tj liuurh tllin |tr<tL'rtiii)iiii; ..... 


. .->«'/( 


.27.2%..... 


. 2H.2'; 


il 


NuiiiIxT hull rs uii nil- iliiilv 


'■=h 


IT=>, 


IH', 


1l> 




1,5 


. i:»(i 


13 7 



I'iomwr executives: James I). Sli()us(\ f liiiiii. of lid.: K(j1i- 
crt K. Diiiivillc, ])rf,-i. ; Ilarr\ Ma-oii Sinitli, \ .]). clij;. sales; 
K. J. K(M'k\sell. v.|). ( enj;rg. I'reaent visual pouer: 100 
k\s Present aural pouer: ."iO k\s. Auth. visual power; autli. 
aural power: same. Toner height: SOU fl. (677 ft. al)()\e 
a\era<;e terrain I. Etiuipinent: KCA. Seus: L I'. INS, 
Teiencw.^. Film suppliers: .MI'Tv. I iiit\. Alias. Zi\. L'liiled 
lis iind olliers, Present sales rep: (]r()>.le\ Rroadcasliiii; 
(lorp. 

c i.i;vi;i..\Mi 

H KII.S Ou a\r: 17 iieeemhvr IU t7 ClI/liV.VKI. .» 





WHEN 


STARTED: 


1 JAN. '52: 


1 JAN. '54: 


1 


Srt circiilntiDii in iiikt.. 


2<l<l 


...'»<»7,(t02.... 


.. ..ns l.28(.» 


•J 


I!vriiiiit' ("l.'K.s .V lir. riilr... 


S2I0 .. . 






1 


'r IttiKiiit'S}; from local in\v 


..-.1 '/, 


..a.-i'/, 


23r{^ 


1 


*/( l>u^ini'Ks from njit'l .'.pot.., . . 


it'/, 


..i.->'/- 


.....Hll 


5. 


*t liusiiH'sK itctwork !i<lv 


.nitrn* 


....•*2'){ 


. .l.H'/, 


li. 


hours of iii-t |>roirriiiiiiiii;....,. 


.nooi' 


..»'.'/, 


......>2',; 






r,>K/, 


...Kl'/r 








.11 


...11'; 


. .1 1 


!). 










0 








... 



•("Inulmiiin iio« 1.02ii.ii'*2 



J'ioneer executives: Jame^ C. liaiiraliaii, gen. mgr.; J, 
Harri.siMi Hartley. Mii. dir.; Joseph li. Kpperson. cliief 
eiif:r. Estimated outer limit of tv signal: 110 miles. Pres- 
ent visual power: 93 kw. Present aural power: 47 k\v. 
Auth. visual power: auth. aural power: same. Tower 
height: 1.020 ft. Eijuipnient: KCA. Sews: IT. Eilm sup- 
pliers: Qualitj Film-, MCA T\ . Ha^nall. T\ Exploitation, 
C1!S Films, Unity Tv, Alexander, Major Tv, Argyle Tv, 
l)u Mont Tv, Hygo Films, Screeiicrafl. .4ssist advertisers 
in making film comm'h: Xo. I'resent .sales rep: Hraidiain 
Co. 



WMtK' On air: .7 J October l!H8 CIIAWEL I 





WHEN 


STARTED: 


1 JAN '52: 


1 JAN. '54 


1. 








,, b:< l.2R(> 


•> 








...$ 1 .1 (10 


:t. 










■J. 




















ij. 






...■I'f/c......... 


... I(.'; 


7. 










K. 










t). 










10. 


NumliiT of (>mployii> 


l.'.o 


.2(1(1 


...!(..-. 



Pioneer executives: ^. K. "Kddie"' Leonard, Ckncland 
WIC l']iij;r.-iii-(^liarge. Present execitlive.<:: Lloyd l'^. \iidei. 
pen. mgr. Estimated outer limit of Iv .sjpifj/: 7.i niile>-. 
Present visual pouer: 'M) kw. I'resent aural pouer: 20 kw. 
Auth. visual pou-er: 100 kw. Auth. aural power: .")<> ku. 
'I ower height: I.OOO ft. Equipment: KC \. \ews: A)'. I 1' 
LNiS l'\ic>imile. Assist oil vertisers in maliing film coium h: 
\v>. Present .wiA'.s rep: M5C ."'"pot Salo. 

nAi:f. Oil <iir: 17 ifvvvuthvr i;nu C II/1.\.M;i. « 

Pioneer executives: Herbert Ma\er, pres. ami pen. mgr.: 
I rankliii .^n\fler. coiiiml. mgr.: Kiissell Speirs. ]irog. dir.; 
Thomas M. I'riedman. cliicf eiigr. Present Class A hr. rate: 



S900. Present visual power: 45 kw. Present aural power'. 
22..T k\v. Tower height: 1,000 ft. Equipment : CA\. iXews: 
I I', Al', L\S. Present sales rep: Tlie Katz Agene\. 

C <>l.l'>IIH s 

UltV.S-il Oil air: .1 OrloJx'r CU/W.XEi. iO 



WHEN STARTED: I JAN. '52: J JAN. '54: 

1 .-i-t lirculiition in inki ....so.(J<)0 :^l:^.^^)'t 

•.' Kmiiiiu ' ■"■h .\ lir. rate... . S2()() ?7(1() $780 

■| ", liUhiiii-Ks from loral u>iv . ...r>H'% .1.1. "^'/i 2«>.7'f 

I 'j'c liUhiiii-hs from nut'l n-ol .2.1.7'; 10.2'/}.... 11.1'A 

1 '{ l.UhiiiohH iii-twork adv lH.:i'/, 2.".<»'/e; 2H.«»';'o 

li. '.! liourK of net i.ro);ruiiiinK I'J'I 'tl'/'e "t\'/r 

7. '/( liourn local live hliows IH'v 2.'>«/{ .....2:i'/c 

w. '/} liourii film proBra mini: ..13'; 2 I'/i ...2f>';i 

!). NuniIxT JiourK on uir daily . . 1 '/a >.. ...Jl'i ...16 

10. -Vumliir of iniployi'fK. ,,..33 ...,J10 l.Uti 



Pioneer executives : Hi( hard A. Borel. gen. mgi. : Uohert 
I), riidiwas. sale- mgr.; Jerome IL l{('e^ es, prog, dir.; 
Lester 11. Naf/.ger. chief engr. Estimated outer limit of 
tv signal: 7.") miles. Present visual pouer: 219 kw. Present 
aural power: 12.3 kw. Auth. visual power; auth. aural 
power: .^-aiiie. Tower height: .i7.5 ft. Equipment : RCA. 
Sews: A I*. Eilni suppliers: majority of major di.slrihutors. 
Assist advertisers in making film comm ls: ^Vs. Present 
.sales rep : i^lair T\ . 



Wm-C Oil «iir; / April IIHU tH/LVVEI. t 

WHEN STARTED: f JAN. '52: 1JAN.*54: 



1 




88 
















:i. 




10'-/, 


ao-Tc 


23<'/f 


1. 




20 "Tr 














lOTe 


(',. 














23 -Tr 


1.';% » 


.,....lor?, 






T5?5 


2.';'/^ 


23 (-f 


y. 








8 V.J 


10. 








.....85 



Pwneer executives: James Leonard, v. p. and gen. mgr. | 
George Henderson, dir. of sales: \^'alter Jacobs, prog, dir.; 
Charles Sloan, chief engr. Estimated outer limit of tv 
signal: 6.5 miles. Present visual power: 20 kw. Present 
aural power: 13 kw. Auih. visual power: 100 kw. Auih. 
aural power: 50 kw. Tower height: 493 //. Equipment: 
RCA. i\ews: L F*. L\S Facsimile. Assist advertisers in 
making film comm'h: Ves. Present sales rep: Crosley 
1 broadcasting. 

nTf H' Oil air; .'fO Aiigu.tt ClhWSKL G 



WHEN STARTED: I JAN. •52: I J'»N. '54: 



1 . 


Si't rirculation in mkt .... 




, 260.0O0.... 


.. :339..tS0 


•1 


Kveiiiiig t'la.vs A lir. rate 








;i. 




18 0^ 


....t3'7r 


....12.3% 


1. 




ll<-'t 


....28 




~t. 




21 '--'r 


■ ■■■2-'/c 




11. 






....13'-f 






'r hours local live shows 


17'-'f 


... 25'^, „. 




s _ 










i) 






1 


... 1.1 


1 (1. 








...81 



Pioneer executives: Edward Lamb, former owner and pres., 
sold stii. to Radio Ciiuiimali. present owners, in Feb. 
1953. Estimated outer limit of tv signal: 50 miles. Pres- 
ent visual power: \9.l\ kw. Present aural power: 10 kw. 
/)///). visual power: 100 kw. aural pouer: .50 kw. 

Toucr height: 627 fl. Equipment: RCA. .\ews: AW UP 
l"(i\ \lo\ietone. fi7//i .suppliers: NMC Film Wu .. .MPTv,. 
.•^talion l)islvibiitoi>. As.sist advertisers in making film 
romm'ls: ^ c-. Present .sales rep: The Katz Agenc\. 




the A-K family 
of TV stations... 

Bakersfield KERO-TV 

Dulufh-Superiop KDAL-TV 

Irie WSEE 

Kalamazoo- 
Grand Rapids WKZO-TV 

Knoxville WROL-TV 

Lincoln, Nebraska KOLN-TV 

Lubbock KDUB-TV 

Macon, Georgia. WMAZ-TV 

New York WABD 

Oklahoma Citf KWTV 

Phoenix K7YL-TV 

Pine Bluff-Liffle Rock KATV 

Portland, Maine WGAN-TV 

Portland, Oregon KOIN-TV 

Pueblo KCSJ-TV 

Cuincy, Illinois WGEM-TV 

Raleigh-Durham WNAO-TV 

Roanoke WSLS-TV 

Rock Island-Davenport WHBF-TV 

Steubenville-Wheeling WSTV-TV 

Wilkes-Barre-Scranton WILK-TV 




^^this Television 
is a 

complicated 



\ 



. J 



business... 



rSou, tlit;re"!5 tlie uiidci ■'tatcmeiil ol tlic year! 
Puttiiijr a TV station dm the air these days 
requires e\ ervtiiinj: from an MIT {iraduate to 
an Arabian fortuneteller! 

But, above all, it re(]uir(;s a station 
I re]iresentative fulK aware of the coni])lexilies 
^ of enj^ineerinji. ])r()jrramniin<: and scllirifi 
j a TV station. 



\very-Knodel has been re])resenting 
TV stations from the befrinninji of conmiercial 
television. Thi> representation has extended 
far beyond the usual limits into counsel 
on studio construction, ])urcha-^eof ef[ui])ment. 
selection of station personnel and 
establishment of commercial ])olicy . . . and. 
above all, da\-in and dav-ont sellinjr. 

These are ini])ortant reasons uliv some of 
America's most nhn t TV station 
operators have joined hands with , . , 




19 APRIL 1954 



AVERY-KNODil 

f N C @ R P O 1 A f E D 

NEW YORK • CHICAGO • ATLANTA 
SAN FRANCISCO • LOS ANGELES f DALLAiSj^— ^^^^ 



WIIHt-TV (hi air: 2:t l-ohrnarfi lUlU ("II/1\M:I. 7 

WHEN STARTED: I JAN 'M: I JAN 'Mr 



I >ft riri ulaliiiii 111 iiikl 

■-' K\(iiing Cliist, A lir riiti- 

II Nuiiilii-r lioiiri. on iiir iliiily 

■I .VlllllljIT of I'luIiloVli-K 



.... .I.OCMt 
*20<» 
.. H 
<<") 



I (>. 



87SO 

IH 

78 



I'ionrtT executives: J. Lroimnl UriiiMli. iiiiijr. dir.. C(»x 
Hadid T\ Stations; Hdit .Moo<l\. <;<mi. mj;r.; Krlle^t Ad- 
aiii^. < liit'f cii<;r. ; llar\t'y Voiiiij:. coiiiinl. injir. Estimated 
outer limit of tv si(;na/: 90 miles. Present visual power : 
.'il6 k.\\. Present aural [touer: llii! kw. Autlt. visual pow- 
er; autli aural power: same. Toner lieifilit: 1,101 ft. 
Kc/uipme/it: KCA. Ulaw, Knox, \eirs: V\\ Film sup- 
pliers: Ml'Tv. Assist advertisers in nia/iinf^ film comin'ls: 
\<t. Present sales rep: (',e<ir;;e P. INiiliiijiber) (]o. 



tone. AI'. LI*. ////// suppliers: Republic I'ictures. Major 
Tv I'rodns.. Fleetwood Films, others. Assist advertisers in 
inakinf^ fdin commas: Ves. Present sales rep: The Katz 



Ajrenc) , 



'lUl-.S.i 



K'OTV Oil air: 22 October IB-W CUAXSUL G 

Pioneer executives: Oeorjie K. Cameron Jr.. tliief <j\\ner| 
.Maria Helen Alvarez, pres. and gen. mgr.: John Hill, v.p. 
and comnd. mgr.; Uonald C. Oxford, prog, dir.; George 
Jacohh, < hief engr. Present Class A lir. rate: S600. Pres- 
ent visual poucr: 100 k\v. Present aural power: 60.3 kw. 
Tower height: 1.270 ft. Equipment: RCA. Seivs: UP. 
Present sales rep: Fdward Petr\ & Co. 



UIAV-O 



Oil mi r: ir,}lart'h ttttU 



PENNSYLVANIA 



ioneer executives: H. F. Dunville, v.]). and pen. mpr. 



M. N. Terr\, \.p. elig. t\. Present executives: II. P. Lasker, 
gt-n. mgr. Present Class A hr. ra!e: .?67."). Present visual 
power: 100 kw. Present aural pouer: 50 kw. Tower 



heiiiht: .510 ft. Equipment: KCA. \etis: 
sales rep: Crctsley Hroadeasting Corj). 



VP. Present 



WSrO-TV Ou itir: 21 JiiJiy I'i 18 Ca.WiSES. 

WHEN STARTED: I JAN. '52; I IAN. '54: 

1. Si't ciriulHtioii in iiikt. 1.800 118.(1410 280,000 

2 I'vening f'lii.ss .\ hr. rule S:ioo 5<.oo ST.IO 

.1, liusiiu'ss from local ndv ttr.rfi I.".'/, 

.| l)iisiiiiss from nat'l spot lOff Mf^r .'J.'J'X 

:1. 'c liU.sin.-^s network iidv O a.TCS 30"^ 

n. "y, hours nf net proininiinK 3'7r 30'^ l->% 

7. "/f hours local live shows 70'~f .-J.-,'/, .30% 

8. 95 hours film proeramin? 2il^t 3.1'^ 2.1% 

r>. .Niiniljfr hours on nir (i.iily ... .<> 10 l.T 

10. NuMiher of fniployces 3."; S3 <>0 

Pioneer executives: George B. Storer. pres.: E. Y. Flani- 
gan, mng. dir. (deceased). Present executives: Allen L. 
Haid. v.p. -mng. dir. Estimated outer limit of tv signal: 
40 miles. Present visual power: 24.5 kw. Present aural 
pou-er: 12.5 kw. Auth. visual power: 316 kw. Auih. aural 
pouer: 160 kw. Tower height: 590 ft. Equipment : RCA. 
Xews: l P, l\S Teleiiews. Film suppliers: majoritx of 
major distributors. Assist advertisers in making [dm 
comm'ls: Yes. Present sales rep: The Katz Agene\ . 



OKLAHOMA r 

Olilw\ll«|TI.4 11 

WKY-rr On air: V, June lUlU 



WHEN STARTED I JAN. '52: IJAN.'M: 



'.}. 
10. 



Set ciri-uliilioii in mkt 
Kvcnini; Class .\ hr. riite . 

husinC88 from local ndv 
'', Iiiisiiirss from initl spot 
"r liusini'SK network adv.. 

hours of net iiro^ruiiiMii; 

hours local live shows..... 

hours lilni proilriiniinii. 
Nuiiiher hours on nir daily. 
Nnmln-r of euiployees 



.3.3<» I 113.221 2.-. 1 .7.»2 



S2O0.. 

.1 '/,..., 



S.Too S7.';o 

2(>% 37% 

.... 28e; ...27% 

29% 19% 

.«.->% 19.8% 

3()ej 2rt.rt % 

. 2.->% 2 1.7% 

.. . 1 7 >4 1 7'-<: 

<.3 9 I 



Pioneer executives: P. A. Sugg. exec. \ .p. & stn. mgr.: 
llo\t Andrew. a>-t. "tii. ni"r.: Fniiene H. Dodsoii, admin, 
asst.: Robert Olxm. prog, mgr.: Keith .Mathers. as>t. prog, 
mgr. & film dir.: Koheit I)ot\. prodii. ^up\l. (all still with 
stii.l. Estimated outer limit of tv signal: 100 miK>. 
Present visual power: 100 kw. Present aural power: 60 
kw. Auth. visual pouer: auth. aural pouer: same. Toner 
height: 975 ft. Equipment : RCA. \ews: I P Fox Movie- 



Kit IK 



m'l€V Ott air: IT, .»fnr</i l^li CJI/l.V.VKI. M 

WHEN STARTED: I JAN.'SZ: IJAN. 'S4: 



I . 



10. 



.Sel circulation bi nikt.. 1 .800 lOO.OOd 208. SOO 

Kvenins Class A hr rate ..S13(l S.'.OO S70O 

% business from local udv 28.789f 27.78% 28.18% 

Ijusincss from luill spot , 30.2(t'7< i7.77% 33.91% 

7< business network adv 11.02% 3 1. lo % 37.61% 

% Hours oi nei proirramine .12% 12% 72% 

% hours loi al live shows 31% ...33% 13% 

% hours Jilni procr.iniine 17% 2.> % 13';f 

Nuinlier hou r.'i on uir daily 8 1.>M: 1 " 

N'uinher of employees . 23 1<> HO 



Pioneer executives: Fdward Lamb, pres.: Ben McLaugh- 
lin, gen. mgr.; Karl Nelson, comml. mgr. Estimated outer 
limii of tv signal: 50 miles. Present visual power: 30 kw. 
Present aural power: 15 kw. Auth. visual power: 2 kw. 
Auth. aural power: 1.5 kw. (Requests 248 kw visual, 158 
kw aural. I Tower height: 309 ft. Equipment : Du Mont. 
Mews: AP. Film suppliers: Midwest Tv. MPTv.' Present 
sales rep: Edward Petry & Co. 

JOII\.STO\V\ 

\\ J AC-TV Oil nir; 1.7 SvpUnnhcr in-i'J CIIAMXEL ® 

WHEN STARTED: IJAN. 'SZ; IJAN.'M: 



8. 
10. 



.Set circulation in mkl l.SOO 132,<KK) 730.0O0 

Kvening Clas.s A hr rate , SI50 $130 S<.00 

% business from local adv 5% 9..'}% 9% 

% business from nat'l spot 40% 38% .»«% 

% business network a<lv....,., 50% 19% 12% 

% hours of net procrainins; 25% 60%..... 6S% 

% hours local live shows none .......nonr 5% 

% hours film proeramins 7S% 40% 30% 

Xumber hours on air daily 3 14 17 

Number of employees 10 ,...18 .....3S 



Pioneer executives: Walter Krebs. [(re?.; Alvin D. 
Schrott, treas. and gen. mgr.: Frank P. Cummins, prog, 
mgr.: Ne\iii L. Stranb. tech. dir.: Theodore Campbell, 
chief engr. Estimated outer limit of tv signal: 65 miles. 
Present visual pouer: 70 kw. Present aural pouer: 35 kw. 
Auih. visual power: auth. aural power: same. Tower 
height: 1.120 ft. Equipment: RCA. .\ews: AP. TP. Assist 
advertisers in making film comm'ls: Yes. Present sales 
rep: 1 lit* Katz Agcnc\ . 



K.\\C.\.STi:il 

Mr;.ll.-T» On <iir; I June iUlit ClI/t.^.VEI. $ 

I Set circulation in mkt... 8.497 130.80.1 281,476 

•J Kvinine ("lass .\ lir rate. 8200.... S600 S7.'>0 

3. .Number hours on nir daily 6 16 18 

Pioneer executives: Clair R. McCollongh, pres. and gen. 




OUMONT 



© 



TELEVISION NETWORK 

First 
with the Finest 
in Television 



Here's great news for every sales manager interested 
in selling the Pittsburgh Market! WDTV has now increased 
its power from 16.6 kilowatts to 100 kilowatts — an actual 
four-times increase in transmitting power. This means far 
better reception for WDTV's loyal viewers in over 
800,000 homes. But even more important is the vast new, 
untapped market, many miles beyond the previous limits 
of WDTV, now reached by this increase in power! 



WDTV 



CHANNEL 



2 



1 GATEWAY CENTER 
PITTSBURGH 22, PA. 

Owned and Operated by Allen B. DuMont Laboratories, Inc. 
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I m^r.: J. HoIk-iI (iulick. a--!, jrcii. tii<.'r.: llaroFil \.. Miller. 
^\n. iiijfr. : Paul C. Mudcnliaii-rr, prtij.'. dir.; J. K. Malliiol. 
Ity h. dir. I'ri'snil li.siKil \)()iicr: 7.2 kw. I'rc.seni aural 
poiKT: 'A.(t k\\. Aiilli. I i.siKil poller: 316 kw. Aiilli. aural 
liotter: I'x'ikw. Ton cr Itcifiitt : \.'t2^U. Kiiuipmciil : MCA. 
\('iis: I 1*. IN.^. /■(///( suj)f)licrs: iiiajoiitv of major (li>- 
triluitor>. Assist ailicrliscrs in iimhiii^ Itliit cdiiuii^Is: ^ c^. 
I'ri'si'iil sail's rep: Meeker I \ . 

iMiii,.%iii:ij>tiiA 

\\(.\l.T% nil-: l.l Tffnrrli lUIH CISA.\.\i:i. 10 

WHEN STARTED- tJAN '52'. I JAN "W: 

I .Si-t l in uliitxiii ill iiikt ..:i.">.0(i() ... i.ool.ooo l..">'*.i.O()o 

■J K.Miiiii!; I'liivN A lir riili- ..S20(> .Sl..'>0(i $1.1100 

'/ l)iihiiii-s>; frmii IochI ii<1\ Ttl.Sl'',.. I'l'I... ... 2S"f 

I 'f liusiiii-s- from mill >.|,(it :Jl..'>", .i.';';... IH', 

''r liiisiiic^K iKtuurk i<il\. II.M'i'',. 2<i', 2T't 

'1. '.'<• lioiirs iif iii-t iiriiLTiiin ni;.., :i 1 1.5 ."Il'-i. 

7. '.< lioiirv Id.-iil livi- sliouv.. .rt2 2(1 :JH >A 

'r lirnirs tiliii iiriiu'rHiiiiiii; I . . 27. .. 2H', 

!>. Nuiiilur lidiirs on iiir diiil.v ..... I* . .1 1 . 1 7 Vj 

10. NiiMiljcr <if iTii|iio.v<-rs <>0. .17.'; 2.';s 

•I'.i'.fl llKurci 

I'ioiieer e.xcculives: Ht'ii Larson, injzr. (now pres.. KD'iL- 
T\ , Sail Lake Cil\ ) ; John C Leileli, chief engr. (now \ .p. 
I harpe eiiiir*;.! : Ale\ Mo-enniaii. sales nigi : Present e.xecu- 
tiies: Doiuild W. rhovnhurjih. pres.-geii. mgr. Estintaleil 
outer limit of tv sifinal: 6.5 miles. Present visual jiouer: 
'2~.'A k\s. Present aural power: 14.1 kw. Atitlt. visual 
power: .HI 6 kw. Aiitli. aural power: L5!i kw. Tower 
height: ft. Equipment: MC.X. \ews: INS. A P. TP. 

\\ eslern I nion Telegraph. Sports Wire. /"///// suppliers: 
Holly\^ood W. M1T\. Lnit\ T\. Telepix. MCA. Assist 
advertisers in making film l omiiris: ^ e-. Present sales 
rep: CHS T\ Spot Sale;;. 

\M II..T\ On I :t St'plt'ttiher I.VI7 €ih\S.M:i. U 

Pioneer e.xeeutives: Kenneth W. .*^towinan. dir.; Hoger W . 
Clipp. gen. mgr.: John E. Siirrit k. ( omml. mgr. Present 
Class A A hr. rate: .$2,000. Present visual power: 100 kw. 
Present aural power: .SO kw. Tower height: 6.50 ft. Equip- 
inent: RCA. CL. Xeus: TP, Telenews. Present sales rep: 
The Kat/ .'\geiH \ . 

Mf'IZ On nil-; If." .SV|»(t'iiifn'r I.VII CIIA\.\S:i. :i 

WHEN STARTED: I JAN. "SI: I JAN. '54: 

1. .Set t in iil:iti<iii ill uikl. .- 20(( 1 .00 1.0(10, I.7<.7.( 

•J llvriiiiis (■I;<-^ .\ lir. riitc. ..Sr>o 8l..>O0 $2.liOO» 

3. *f hoiir> iict |i''n:;r;tiiiini; . ... .no l.>..'>'~? l."'"^ 

I 't hours local live shows.... -SO"", 2r,-,'', 21..';'; 

'; hours tiliii pronridiiiiiK-... ...HO'i 2'*',; .1.1. .'S'^; 

(1 .\uinhi r hours oil air tl.iil.v. . .1 IH IH 

7. Nuinlirr nf fiii|ilovcis —— ... 1 H) 

\ \ Itm.- 

Pioneer e.xeeutives: K. H. Lo\('man. gen. mgr. (deceased) : 
P. J. Miiiglev ; Holland V. Tooke. now gen. mgr.: Ravmond 
J. HosnIcx. rhief eiigr. Estimated outer limit of tv signal: 
70 mile-. Present visual power: 100 kw. Present aural 
power: .50.1 kw. Auth. visual power; auth. aural pouer: 
.same. Touer height: 1.011 fl. I sea le\ell. Ei/uipmeiit: 
RCA. \ews: IP. IN.^. IM'. Weslern I nion Sports. I.s- 
sist advertisers in making film comm'ls: ^ e-. Present sales 
rep: Pree & Peters. 

i>i iT.s'iti'icf;ii 

nUTV On nir; !l Jantturxi In lU VIIASWA. 2 

WHEN STARTED I JAN 'SZ: 1 JAN 'W: 



I. ."^ft circulation in mkl 

2 Kvciiiiii; Cliiss .\ lir riit<^. ... 

.1. "".'r hiisiiion.s from hicnl iidv . 

4. 9r business (roii) nnt'l spot. 

5. Tc )iiisines8 network mlv 



..3.oo<i 
$2.'>o 



808.780 
S 1 .2nii 



.38.">.n(K) 
S80().<>0ll 

f.!"-, I7'~r 

2.1', .. (>(!' r 

.11.', 2.T, 



'i r., hours of net |iroi:iainins.... 33T, 35''l •'•o';} 

7 ''^ hours local l)\c shows iioiif- 3091 2.'j ' r 

f '., hourb film proeraniini; 65'~f 359o • 2.T'/t 

!i Nuiiiber hours on air daily 12 21 19 

Ul .Number of i-iiipliiyi<<s 27 135 Ih.'! 

Pioneer e.xeriitives: Donald A. Stewart, gen. mgr.; Larry 
1-rael. sales mgr. ; Ra\ Rodgers, chief engr. Present e.xeeu- 
tives: Harold C. Lund. gen. mgr. Estimated outer limit oj 
tv signal: 60 miles. Present visual power: 100 kw. Present 
aural pouer: .50 kw. luth. visual power; auth. aural 
poller: same. Touer height: 818 ft. Equipment: Du 
.Mont. \ews: TP. Eilin suppliers: Most major ones. Assist 
advertisers u ith film eomm'ls: ^'es. Present sales rep: None. 



RHODE ISLAND 



tMlOVIIIKNC'i: 
WJ Alt-TV 



iht «iir; 10 Jiifi/ I.VI.V CIIAWEI. 10 

WHEN STARTED: I /AN. '52: l/AN.'&4: 



10. 



Set circuliitiou III nikt. ...... ll.OOO 202.000 1.09H.I89 

Kveiiiiij; Cliiss A hr. rate S300 S750 SI. 000 

"r hiisiiiess froii) local ailv .■»", 20'/f !.■»'? 

hiisiiiess from Hat 1 sjtot... .">.■>'/£■ I.".'/? l.>'y 

'f liusiiic.ss network ii<l»- , 10% 3.'j';J lO'f 

*/f hours of net pro:: aiiiins 70'/^ 65'/^ 30'r 

C-! llonr.% locil live shows iiune lO';? UTt'^ 

% hours film proKrainins ^D'i^r 23 '/}.....,„.,... I '^f 

-Number hours on air ilnil.v »> 12 17Vt 

.Number of ein|)lo.vies.. . . . .....12 8.'> 121 



Pioneer executives: G. 0. GriflTith. v. p.: H om Prior, chief 
eiigr. : Dod\ Sinclair, dir. puh. rel. and (•oh)r. Present 
executives: \orniaii Gittleson. dir. tv opers. Estimated 
outer limit of tv signal: 60 mile?. Present visual power: 
225 kw. Present aural pouer: 113 kw. Auth. visual power: 
316 kw. Auth. aural pouer: 15'! kw. Tower height: 601 
ft. Equipment: RCA. \ews: INS. AP. Eilm suppliers: 
\IPTv. ^j)ecialt\ Film \ isioii. Sterling. Atlantic, Atlas, Tv 
l']xploitatioii. Present sales rep: Weed Tv. 



TENNESSEE 



>ii:>ii>iii.s 



WMCT Oil Clir; II 0(>(-(>iiir>(>r CUAWEL .> 

WHEN STARTED: I JAN. "52: I JAN. '54: 



1. 



1U 



.Set circulation in nikt I. HO ...1 13.083.... .2 19. 1 2 I 

r.veniiii; ( ass .\ hr. rate SlOO $62.'; S70a 

'/c business from local iidv 3.1% 27'"r 

'; business from iiat'l spot <tS'/e 39'.; : 

' ', business network adv none Sl'i 

',; hours of lu-t proirraiiiins 13 '"c H'^'^t »>l.2<;c 

'.; hours loc il live shows 18^1^ 2:i.tt'^c ....23.9<~e. 

'; hours film pronraiiiins 37'",: ........... l."; . I ';i 11.9'"^ 

Number hours on air dailv 3 16 16 

Number of employees 13 .17 63 



Pioneer executives: H. W. Slavick, gen. mgr.; Karl Mor- 
laml. coiimil. mgr.: \\ ilson Mount, prog, dir.: E. C. Prase, 
chief eiigr. Estimated outer limit oj tv signal: 95 miles. 
Present visual power: 100 kw. Present aural power: 50 
kw. Auth. visual pouer; auth. aural power: same. Tower 
height: 1.088 ft. Equipment: RCA. Xews: AV, UP. Eilm 
suppliers: Zi\. NBC. CBS. Siiader. Assist advertisers in 
making film comm'ls: Ve>. Present sales rep: Branham Co. 

\ %.sii\ ii.i.i: 

\\SM-r\ On air: :{0 St'ptt'iiihrr l'jr*0 Clf/l.VVEI. 1 

WHEN STARTED: I JAN. "52: tJAN '54: 



Si t < irciil.it loll n iiikt.. 
r.Miiini; Class .\ hr. r.nte. 
', Imsinehs from local adv. 



72.360 



hours lor il li\< 



saoo 




... S.'Joo 


3.-. r; . 


L-i-^ 


....40'-J 


2.-. 


....32>^ 


3.-;'-, 


20 "-J 


....22'-:. '"f 


... 2.-;'-'r 


66 '-'r 


69 r-^ 


6.-; "-J, 


12'^, 


. . l-^-^'c 


\-'^, 


20'-', 


1 6 ""J 


... 18'iJ 










N'nmluT lioiir-^ on n»r <Iaily 

( /iatn fi»r thip \tntion rontintir* pagr 9ft) 



'0 



0 



OOT TO 



SET AROiiNP 



MEWS! 



r 



. . . and if you're a KCMO radio and television 
newsman . . . you've got to do a lot more. 
KCMO's news department has won 
just about every award in the book for 
doing "a lot more." The big reason? 
They're all trained reporters . . . journalism 
school graduates. Besides pounding regular 
Kansas City news beats to get the news, 
they know how to write it, edit it, and 
deliver it from the all-important 
Mid-American angle. And complete KCMO 
facilities make the job that much more 
effective. If you're pounding a sales-beat 
in Mid-America, you can't go wrong in 
hiring the best news department in 
Mid-America . . . KCMO's Radio and 
Television news department. 



0 



0 



0 



Q 



LA 

0 



0 



0 



0 



C3D 



15 



0 



c::x> 



Op 



5 



"0 



KCMO 

KANSAS CITY, MISSOURI 

Radio - 50,000 Watts 
TV-Channel 5 



6 



9 



"0 



Not'l. Rep.: THE KATZ AGENCY A Oo 
'It's a Meredith Station" ° 



0 



0 



0 
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^^s}|.T^ (cont'd) 

I'ionecr executives: J. 11. I)e\\ ill Jr., pro.; Ilarr\ Slone, 
gen. mgr.; lr\iiig W'augl/, coiiiiiil. mgr.; Jack Stapp, prog, 
dir. Estimated outer limit oj tv signal: 7.") iiiili--. Vresetd 
visual jxnicr: 23.8 ku. Present aural fiower: 11.9 k\v. 
Autli. visual power: 100 kw. Autli. aural power: SO ku. 
Tower height: 575 ft. Kquipment: RCA. (iK. \eu\s: AV. 
V\\ I.NS. Present sules rep: Ivlward f'ctrv & Co. 



t - - TEXAS 

KULn-rV On ttir: :t Itfcotnln'r IHIU CHAWElj I 







WHEN STARTED: 


1 JAN. '52: 


1 JAN. '54 


I. 


Sfl circulation in nikt 


:iO.O(IO 




31 <•.<>(><■ 


'2 






* 


....S7.'-.0 


A. 


'/r liuKiiipiis from loial ii<lv 


«iTC} ....... 


...it<^c 


....3«'-, 


■I. 


% business from nal'l spiit 


21)^', ........ 




...33'/, 


5. 


% liUsiiuvst; network ndv... 





...2 1'/r 


. 33'/f 


ij. 


S» hours of DPI i>riii;raminK 


u.<-, 


... IO<^c 


... 1.-,", 


7. 


% liouni local live k)io»s.... 


«21 


■ ..29</, 






hourfl film proffraniinjr 






....31 


9. 


.N'unil>«'r hours on air daily 




...13'/, 


....17 


10. 


.Niiinhrr of cmiilovrt's 


75... 


.. 125 


....l.TO 



Pioneer executives: 'Yoiu C. Goocll. clinni. of brl. I flc- 
fcasetl) : John W. Kuhvod. pres. (How chinii. of bd. I ; 
Clyde \\^ UeiTiberl. mgr. (How |>res. & iniig. dir.). Present" 
executives \ Roy M. Fl\ini. >Ui. mgr. Estimated outer limit 
oj tv si^inaJ: 8.S miles. Present visual power: 100 kw. 
Present aural power: 50 k\s. Auth. visual power; auth. 
pouer: same. Tower height: 565 fl. Equipment : GK. 
yeu-s: li\S. AF. Eilm suppliers: Ofiitial. Unity. MPTv. 
blerliiig. Fleet wood. WVi*^. Zi\ . L\S. Assist advertisers in 
making film comrn'ls: Yes. Present sales rep: Braiihain Co. 



H I /l/l-T»' On air: 17 Sopteiiibor Hi lit CUASMll. « 





WHEN 


STARTED: 


1 JAN. '52: 


1 JAN 'SA 


1 . 


Set circulation in iiikt.. 


.13.300 


1 \H.H92,. 


..31«..()«0 


2 


Kvcninjj ClasK A hr. raTo 


.S3(M) 


...Stoo ... 


S8O0 


3. 




.61'/, 


2H. f", .... 


23.6'^ 


1 








12.8 '1 


•J . 










G. 








il.7 9J 


7 . 


^ hours local live .^ihow.s 


.1.-'^', 


...25 .') '"I 


32.1 <-, 


S. 


hours film programing 






23.2'f 


«»■ 










10. 


Number of oniployccs 


.:><) 


„.7H 


83 



Pioneer executives: James .Nl. Mortjnej. v. p. and secy.: 
Martin H. Campbell, radio-tv sui)er\.: l{al|)Ii W. \'uu- 
mou.*. mgr.: \\ illiain C. FJlis, chief engr. : George E. Kru- 
tilrk, tfxl). supeiv. Estimated outer limit oj tv signal: 
60 miles. Present visual pouer: 27.1 kw. Present aural 
power: 13. .5 kw. Auth. visual pouer: 316 kvs. Auth. aural 
power: 150 kw. Tower height: 3.50 ft. Equipment: Du 
.^b)ut. \eus: Li'. Eilm suppliers: HolKwood Tv Service, 
Atlas, W Exploitation. Standard. ll\go. Quality Films, 
('omet. .*^p(M iait) I'ittures. .MI'T\. Cro\Mi I'ic tures. I'rtKter. 
Stfrling. I 'i'l'. Dii Mont. .NBC TN S\ ndi< alioii. Assist 
udverti.sers in making [dm eoinrn'ls: \o. Original call 
letters: Kl> TN . Present .sales rep: Edward !'etr\ & Co. 



I'OitT UOItTII 

n«.ll»-T» On air: 2U St'pfvtttbrr lU III ril/l.V.M;i. T* 







WHEN STARTED: 


I JAN. -il: 


I. JAN. '54 


1. 


.Set cirriiliilton in iiikt 


. uio 


1 l«.8'»i 


..30 1 .too 


■» 


K.vi-niiig I '111-.- .V Iir rale. 


. S300 


..S."<!0 


S8IM1 


:). 


>"( hours of ncl procmniinn 


1 3.(. <-■( 


...'>n.8 ' ; 


1 1.7'> 


1 


t hours of local live allows 


in'^.. 


2».S ., 


.28.3'"', 


.'). 


", hours film proeraminc .. 


\U.t"c 


, 23.2 '^J . . 




li. 


.N'umlK-r hours on air daily 


•■tv, . 


1 3 <^ 


.. 17 








1 18' 


1 r. .» • 



•Kmilloyi'* nsurri arr ri)ml>ltipcl iin It I lali In c WHM' I i nil'Inr ) im H in.rnl (..n 



Pioneer executives: Anion G. Carter Sr., chmn.; Harold 
Hough, dir.; (George Cranston, gen. mgr.; K. C. Stinson, 
dir. engrg. Estimated outer limit oj tv signal: 100 miles. 
Present visual pouer: 16.4 kw. Present aural power: 8.2 
kw. Auth. visual power: 100 kw. Auth. aural power: 60.3 
kw. (cir. ] Jul\ 19541. Tower height: 502 ft. at present; 
1.113 ft. ell. i Jul) '54. Equipment: RCA. Xews: AP, 
IN.*^. own news ik iiew>r('el stafT. Eilm suppliers: Ziv, NBC, 
CHS. Tl'A. IVk-d'icturi's. .Ml'Tv, Bagnall, others. Assist 
advertisers in making [dm comrn'ls: Yes. Present sales 
rep: Free & Peters. 



IIOISTON 

KmC-rV Oil tiir: I Juiimirtj Ht m CllA?i%m. 2- 



WHEN STARTED: 1. JAN. "52 


IJAN.'M: 


1. .Set circulation in nikt 




300,000 


'1. Evening Cla^s .\ hr rale. 


S2«MI 




8700 


;i % uuhincKK from local aav 


39*/, 


31'7c 


28% 


■1 '/f business from nat'l t^pol 


•JS'-? 


55 "Ji 


62%, 


.I. '■} business network adv. .. 


\t></c 


..........11% 


10% 


0. 9i hours of net proKram'ntr . 


U. r-, 


.....13.9%... 




7. 'jt hours local live i-hosvs . 


:n>'/t 




21.6% 


K. "/f. hours film proKraining , 


., 2»<:t 


...26.6%... 


25^% 


\>. Number hours on air duil.v..,. 








10, Number of employees 


........i.';.... 


.81 


130 


Pioneer executives: Jack Harris, v. 


p. and gen. 


mgr.; Jack 


Mc(}rew, asst. mgr.; Paul 


HuhndorfT, chief 


engr. Esti- 


mated outer limit oj tv 


signal : 


100-j- miles. Present 



visual power: 100 kw. Present aural power: 50 kw. Auth. 
visual power: auth. aural power: same. Totcer height: 
7.50 ft. Equipment: General Electric. RCA. Xeivs; UP, 
AB. Eilm suppliers: HolK wood Tv Serv., \BC, CBS, ABC, 
Combined Tv Programs. Tele-Pictures, TPA, Argyle, Hygo, 
.Major. Comet, Lniled. Ziv. Assist advertisers in making 
(dm comin'ls: No. Present .sales rep: Edward Petry & Co. 



S.A^;^ A.VTO.MO 

IxC.ltS'TV On III r: I :i Fvhriiaru Ifi-tO ClIAWEJL 3 





WHEN 


STARTED: 


I JAN. '52: 


1 JAN. 'M: 


I. 


.Set circulation in mkt .. 


.3.0OO 


60.87 1 


...181. (MIS 


2 


Kvening Class .\ hr. rate 


S2<IO....i.... 


..S500 




3. 


% business from local adv.i.,.. 


.70% 


..10% 


.. 30% 


■t. 


% business from nat'l spot 


.15% 


..40% 


....S0% 


:>. 


'/c business net\i-ork adv. ,. 


.15% 


..20% 




(i. 


',', hours of net programing 


25% 


.10% 


....10% 






..35% 


..25% 


....20% 






.3«% 


..40%........ 


....M)% 


'J. 




.1 






10. 




.20 




...52 



Pioneer executives: .McHenrj I'ickenor. pres. : J. C. Looney, 
\.p. Recent executives: George B. Storer Jr.. v.p.-mng. 
dir.; \^ illian) E. Kelley. natl. sis mgr. Present visual 
power: 100 kw. Present aural power: 51 kw. Auth. visual 
power: auth. aural power: same. Tower height: 55.5 ft. 
Equipment: \)u .Monl. RCA. GE. .\ews: INS. Eilm sup- 
pliers: interstate. ll\go, Atlas. Cominonwealtli. Ziv. Stand- 
ard. CBS. Du Mont, Int'l \\'re^tling. Original call letters,: 
KE^L. Present sales rep: The Katz Agencv . 

««.il-T» Oil air: SI Oomiibor Clf/IV'.VKI. 4 





WHEN 


STARTED 


: 1 JAN. '52: 


1 JAN 


1 


.^el CI reulatioii in mkl 




... .63.000 


1 77.01 




Kvcning Class .\ hr rale. 








:i 


''r business from loc.il adv 




....»!»-, 


.. 2r«^ 


4 


'r busini'ss from n.il'l spot 


..1 






;% 




. lo'-, 


25'-, 




li 




. 25% 






i 


% hours lor.il live shows , 


■3r,'i 


...25 '", 


... 15'> 






IO% 


25% .„„.„ 


....2.';'"r 


H 


Number hours on air daily 




... a 


....16 


ll> 










(i)nfa /or thii itatiitn 


ronlinu^s 


pagr lOft t 





EXTRA! EXTRA! READ ALL ABOUT IT! 




ET YOUR EXTRA — extra proof of your extra market, that 
. Extra market — extra customers — extra sales! 
Do we have viewers viewing and listeners listening in a 
reat new area? We've told you about our mail since the 
ew WHIO-TV tower went on the air — mail from all over 
ur projected new service area and from well outside it 
)o. Now 50 newspapers outside of Dayton carry our pro- 
ram listings daily. Four of them are metropolitan papers 



— two in a city over 100 miles west — two in a city nearly 
150 miles northwest. 16 of these papers are in areas rep- 
resenting bonus audiences! 

Why does a paper carry a program listing? Because it's a 
service to the great big chunk of its circulation that wants 
it! And uses it! Ask George P. Hollingbery representatives 
to give you the new story on WHIO-TV, one of America's 
great /I /?E/1 stations. i 





io-tv 



CBS m ABC • DUMONT 



J -I 




Channel 7 DAYTON, OHIO 

ONE OF AMERICA'S GREAT AREA STATIONS 



Service with a simile 

W'lu u llic j^oMi iiiiic-iit icMi icicil wheal ;icicaj^c, Chcl R:iiulol|)li, 

F;Mrii Sc'i\i(i- Diieclor, icadcil like a faniici and jjlowcti up information 
aljoui |)iolnablc* suhsliiuic crops. 

Atlci agi i( iiliMi f s(li(;oIs in oni .Vslali- aica had \ iehlcd ihe liuils vrf 
thcii scicuiifii iLscaKh. Chcl gleaned giass-ioois ad\i(e tioni his own rectjrdcd 
inici v iews wiUi (oiniix aj^enis aiul laniicis. With the chafi leiiioved, he sowed 
I)nsh( Is ol lacis on a se\ en -pi oj^i am sei ies (ailed "Diverted Acres." 

Resnlis? I he\'re sprouting thioiighont onr main (o\eiage area — .Minne- 
sota, the Dakotas, Xeln aska and Iowa. I'ait of the hai \ est a h eady in: 
andience mail a\eiaging lOOO letteis pei da\. 



With similai on ihe spotness. \\ N.\X-570 h.is been cidti\ating liig Aggie 
Land loi .'50 veais. (ionsnit the Kat/ \gen( \ foi Inither data. 
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SPONSOR 




_ _ '. ilii nol lorluilr RHnmrnlili M llIK ctiirtM. TlirT 

■■ llwluilc Ltio lb% ilMirr nramlnlar) U> Uu fllanl. Atl nxU BMkly utilru 
ic dMIfnilDd Inali tor armai' Uu - booril profruni Ui llilnl Ml Moadwl. 

■II ItDM. InrludlDi pradim rrp>*l limn. *T* EuUrn Buodu'il 
• BBREVIATlOMB; C. Cblciio: Clac. Clnrlnnitl '. U. Dou. DtUoll: H. BoUruDod. 
JliniPolli: itn. .MItiniiPolli; N. .Vr^ Vork: Rich. Hlrhcacnil: Bl L. SI. LouH: 
uli. WnblnClon. U C; Vir. tuImi. 
BlI ^ ABBREVIATIONB: ill. •lUnulC 01. ffildolflil: n. Dfvn: pr. Proluni: r. nvHl 
>i L >ti| call. KUtbD)il. .MW inNiifil. L. lli<: T 11 ln■crl^r.l : Tn.\. lo 11. 

lOVM. iliBV rirrlril Ml IQD ■l*II(Mii. Drlvltiiln In NYC: B. ■InnlnK 
ami Cracksr: rnil IlUODI fa< • Pniffrimi wcrklT. M. W. K: H'».e tin: I'lu SS [in. 
> |iin. DrsiktuI Club. M K S' 10 nn (niH lliltd cm (tiirll : icwniott'. Quikir D*u. 
TbowpiDD; I'htlni. Uuutiliu: HwlrL, JWT; Ttni. \V*lii t a»llar. SO mlA. ojti: 14000. 

QMtrn. U V. ID. 113(1 im: ilcnulrul SI. \V 1011:90 im- T. Th 1011:1^ ani. 
" ilmulnit; iln<o plui tilcmt' ll.fOa.DOO •luiutllir lor 3 TV auirur houii ind 
ikiutri houn pnr mr-.K prr oili'Mlinr Oitlr* iTIiIu brotJnul li nito enij. OxI 
[■tr quiTlir tiour, IbD-inS riJia ilitlnni. nrltlniiii NYC. other polnll: micit S^IS' 
■01 Pwtf PInn; W. Th. F >.8-.10 pm IFDI In Piui •ntf Ww. MhI HIIII*. Mr. 
Cal SIS.BOO Par rlUnI wirklv. nium tor S piriic. iponinri. FMIlr Skil*t)n. 
: IS pn. WKIualM Uollrnixil. 113 ilailotu. IrlniTrlbr.l. 
hli« Cullol C«nirocnt«ry uilvlnalrt U'aihlnklon. *»* iIiIIotii IIif Mulll. Mitugi Plin: 
I iV i-m. i.'iiil. il'lmi i-r |.i ..irlpii Inn ivr iimrvKir bttail on mlniniiiio nut.i.ui i.I :1 
4 r Jotiniin ^ ■ iirlpi •olrl ■! MkMik*. timr •ixl lilrni (S Ontl ■ wk. 
T>,< H.FH PI(d: &«ond ViwiM. H T 11:49- Itc; II Pu) U k* Htrrlad. M V 
ribter m*Gm. UV 10'10:1B pB. tarli iirtp hu IB oo-minuU irtJIiblUltM * 
k '1 P*f ihcnr). Ab kdrirlUiT cnuit bur ■ calnLDun ol 1 Hcrtlc ■ wifc ol Um IMaI 
. .'hiulDi car 1^ 'll i-f Ui( t>TDlTODu DD uur Cotl IH^ pwi tcliiiltun ' Flbb«r 

ll.tlT: SMvnd Mnpeok Sa.lii'i: Piyr Id b* Marrltd. Sl.cru. Aidddi iTtonim 
plui uo Icmi Unu*. n.VR. Iludrut Silr). KA C. C*rtrr rmlL. Rilvi 
In iJdIllEn to IbMl ID"llli«i»H ■•• f'l"*»*rt w <>>'• t>n>«ri™ 



AFafU FNinoiB. F*ln>r: MBS. U F 10'10:1B gm 
Allli' Cnalrnrr). B. S Oluliu'. M3C. 9*1 MJO pm 
Am*n* Rrlrlg.. .\t<urT. Iro & Slatilidl: CBB. Tu 

Amir. Cl|. L CIS. SSCB: NBC. W IJD-IO pm 
Acnsr. D*|rir Ann.. Cuapbrll- Mllbun: NBC. r 

■ .as s pm 

Ai>»r. Hmi Prodi.. JatiD P. uunw: CBB. it V 
llM l pm: irae. H. W T:3(l'iS pm; KBC. 

■ II Ml B'S'M pn 

Amor. Dll Co.. Jo*. KtU- CBS. U-F T'4S-a pm 
Arnrr. Sotrty Ruv. .Mil'ttin- i:rl. kiun AKC. >uii 
n D IK nifi 

Amor. TM. Ca.. BBDO', CBR. fun T'T:3D pm. 
AnhiuMJ-'Buuh. D'Arcr: AHC. U F •:3a'fS pid 
Awlmal Fclln.. Muii-r .V Collni CR!:. ^Iil 10 1^ 

3U KID 

Aiiimbilc* v1 God. W F BiiidfII'. aDC. Sun 

ID ID. 11 iim 
Aii-n at Amir. RR. BAB: ^'BC. M S SJO pm 
BnaiT Block. Itiiriii-ii f|li4. r J :ln' IS Mm 
Doll Til*phan*. Am'. NBC. M S S JO pm 
DrMon*. Oliu A BnMuiir: ABC. Sua B:1B'30 pm 
Blllr Drafiim. W F.Btraiatl: ABC. Pud 3:10'ipm 
Drirtol. Myrri, DCSa. CBS. P S B IS pn 
CimPiina Sal() Co.. Willirr t'ctiT- Iloiitc M '■ D'- 

n pill 

Cv^'llon. KrH-ln. Wuor' CBS. Bal IS'JD^ pm: 



AHC. MP 10:fS' 11 ma 
Cart*r Prodt.. Bil«: NBC. U. Tb. F S-6'IS pm 

■II iiki I'lls .^11 1-1 J'l pm: To H 30-10 pen 
Cf»vrol*I Hattn, Cunpbrll' Bw^d: NBC. TU. P 

HH 15 inn: .MBS. F !l 30 pm 
ChrlHIui Rot. Chunh. aironJordui' SuwUel' 

SIBB, Bud S.BO ID om 
ChrDlIon 5: HanMar. \% olUia-BuUfrflild'. AB'l. 

Tu e:lS'ie pm 
Qiurxn v1 ChrliL Manln & Co.: &BC. Sud I-IM 

ClO.^lfnrr J. Kautmw: ABC. si r 1.7:19 pm 
Clllat Sartlrs. Eillnamo: h'OC. M S:30 10 pm 
CIIBlin Fogdi tSasv CroPl. Muon: COH. M. \V. 

ill F 10:30- am 
Coti.Coli, D'An?- SfUS. T. Th l.iS t pm 
Cilgitr.P*lm..Pr«I. Hlicrmin A M*rlurllo' CBS. 

Tu B:an e pm; LAN: CB8. Tu lO lO lS pm: 

Kdiyj NUC. \t y 1MI:4S am: S'SO tS pm 
Conul. Coam.. DHDU' CllH. ill .''^in ■-30. 10 pn 
Contlnrnlal Dkp.. Bnn: CBS. M F ll:30'fS ui 
Cwn Prodi.. C. I. Mlllor: CBS. U-F 4'.lB-tO pm 
Crtdit Unlan. JWT! &IBB. Tu e:Ba'10 pm: sun 

4.S.^'S |im 

Holrno Curtll. O Dm. CBS. Hal 10:30-45 aa 
Dawn filbl* etudonik, Wm. aixion: UBB. H<ib 

IMl'.tS am 
D Con Co.. Marlrrc: NBC. Hal ID 10 IJ pm 



DaSoTa Mafir. BBDO: NBC. W 1 (.30 gm 
Dodga. Qtmii: NDC. Th S S.3B pm 
Ooalkin Prodi.. Grry IIBS. Sal 10:41-11 am 
Elaatrl* ABt» Lite. Cecil A Frtibnr: CBS. U •■ 

Ei.LtJt. ftir.. WunliHc A L«rlar: ABC, Tu-F 
11 :U' 40 am 

FlmlaB* TIra A Rubbari Simaer A JaaM: NBC. 

Fort Molar. JWT CVS. M. W. F T «S. « DID 
Ganaral Elutrio. Uumi: CBB. Tb e-(:3e Dm: 

BBDO: Am t-fiO pm 
.Gantnl Foodt, Bab CHii. M-F 12-13:1S Pm: S- 
3:1S pm: FCAB: CBB. tl-F 4-l:lS pm: M. 
n*. F r.lS'3(i pm: Uua t):3S'9:lS am: TAD: 
CBS. 6*1 I'.BS 1 pm: BAB'. NBC. Tb i t pm: 
YAlt: N-BC. U-F 10.30'4a un; L'BS. B*l 

Gana'rmI HI|1i?'D' F' S: ADC. U. W. F B:BS'e un; 
U0'3S pm: 4:U 3D pm: T'30'SS Pm: Knoi- 
BMrai: AHC. 11. W. F 10:]S-4S un: U P 
13JO'4a pm; U P B'S:1S POi 
Gancril Hvfan. Kudocr: AltC. U B- B:ia pm: 
Frigidair*. lUB: CBB. Tu. Tb. all P lo:30- 
am 

Glllalta Maty Ru«-, Uuoo: ABC. P 10 pm to 

Gowtiw. Kudnar. ABC. Bua S'J03 MS 
Baalal Bdnl*. B. R. Albtr-. ABC, Pup l-B pm 
Dnioa Wauti. UiCuid- ErlckMa'. ABC, ill Bup 

Oult Oil. f'iSl- NBf Th • t'Jn pm 

HMI Srw.. rOAB; Uli: OBS. Buo fi IM *■ 



Browlne. Cungball-Ultfaua: CBae 
Tu. Th 7'.46 8*pm 
Harrlwn Prodi. i t< 
Howling Water*. 

pm _ . „ 

HvlpBlnL Muod: ABC. all T t-^-.tO pm 
larl ColluMnan. FCAB: CBB, M-F 10:15 38 am 

(all dant . , „ 

I»t l Har>a*Iar. TAIt: NBC. M F T-7 16 pm 
JSckion A Porklni. .MaKinll Ku-klirlni .MBS. Tii 
7 yn-1S pni ^ 
Andraa Jvganl Ca.. Bobrrt W. Orr'. CSS^i Th 

e:30-10 pm 
latint'Mintlllo. J\TT: MS. ii-y t-t-M pm 
S. C. lotinioo A Son. Novdliam. Loul* A Brurbv: 
lIBa. M'Sal 10:30'*: aa: 11:U aO ma: 

ao pm: M'F. 11:1B.I5 pm; B.SS • pm: Sat 

S:25.B0 pm: 8:BD1 pm 

Kallar. Wlllira, Watntraub: CBS. H P B:IS-T pm 
Kolloag Ca.. tjv llnmFll CBS. Tu. Th 3:11-30 

pm; CBS. H'F lO'lO'.lS am (all dan): tlBB. 

M. W. r E:30-aa pm 
Knomark HtO., EjuII .M«u1: CB9. M-P lO.lS aO 

■01 tall iliTil 

Kntt FHdi Z*-. Na«dliua. LouU A DnirbT: NBC. 

W ■laO'S pm 
Krslilfr. ItAit MDS T. W « S.10 pm 
Larabtrt Pbvn.i Umbrn A PouUr: ABC, all 

p B-p.30 pm 
Ltnr Braa.. JWT: CBB. U 1' 10 Pm; UrCULb' 

Erickiwi: CBS. M. W. aJl P 11.11:18 am: 

CB& U Th 1:18-1* paa 

LItlott A Mran IcHHailalO. MB>taffaaa A 



Walm: ABC. M F I:6S 8 Pm. 

F T:4S i pm: NBC. Tu 9 B:3o ptn 

TAR: CBf*. Hoo 1:30 • gm 



P. La-lllard. LAN: ABC. Bun 8:lB-30 Pm: Bud 
e:lS'9D pm: UBS. U P 11:4B'1J D. CBB. 

Sal e e.ao pm 

Lutharu LArmon'a Lvagua, OuOiam; UBS, Suo 

Manhattan S«kp (S*aath»artl. Srtioldi-lor. Beck A 
Wamer. .NBC. ht f t 4S i pm; CUS. 
all r 3:4S-4 I " ' 

dayil 



L Uayil: T'T:1B pm lall 

MatrapolitAn LIto. TAB' CDS. U P 8'a:lS pm 
Mllai Laha. OcalTrpr n*ila: CBS. ^I-F B:4S'a pm: 
a'a:13 pm: NBC, M B T:SO fl pm; U-P 10:15- 

II am: Miia. M-F 11.11:18 pm 

Mlllor Braaing, .MaUitim) MBij. T. Th. IS 20- 

30 I'm; »l. W. F U'M-.ID pm 
Mllner Prodv. Gordop Ilaai: Sot 11 4911 nixn 
Mlnnoula Minino A Mig.. BUDU: CUS. M. W. 

III P ID'ln:18 am 

M«fgr Prtdi. Carv.. Bwba. WUllami A Cl*arT: 

UBS. n T'.SO'lS PCD 
MilrlRo Co.. nnhu .^iCs. all Til 7 S» 4n pm 
Mutual »f Dmaha. BoMll A Jacefci: &fBS. Sua 

B:<tn'4S lim: CBS. 3al 11:30 45 am 
Nafl Blanilt BumMl: CBS. Tu »->:B0 pm: Tu. 

Th all F 1M1;18 im 
Nohl Carp.. BBDU'. CBS. Sal 1111. 19 *Tn 
Noilla Ca.. TAP' ADC all S>t 10-3D 11 aia 



Tbomaa Nalaan. BBDO: ^BC. 8ud B 05 30 pm 
D-C«dar. Tumar: ABC. M. W. F S-ie am 
Pof Hllk Co.. Oaninar: NUC Tb S SJO pm: Bu 
10:30' 11 am 

Phlln Carp.. BuUhlni ABC. M P S IO am: M< 

Th 10:30 35 pm 
PMIIP Morrll A Co.. Blon: CBH. Sun I'JO-S em; 
Plllibury Mini, Uo BumMi; CBS. U Tb 3:30 45 

pm' 51' K ll.D'SD om: Cauiuball'Mliliiin: 

CDS U-F 1-30-45 am 
Practrr A Oanbla. BAB: OomPlcp. D P S. TAB: 

con. M'F 11:1511 d: I I Pm'. 3'tB'aO Pm; 

t 418 pm (all dijil; NBC. U V 3'4:1S Pm: 

■aw. CUS. W. Th. F B'8:a0 Pm: N'BC. U F 

Prudonllal LIfa Im.. Cslklu A Hold». Carlock. 

MrCllnltn A &mlth: AJlC. U-F 13:S8<30 pm 
Quaka- Dati Co.. Shaman A KUtqumip: MBB. 
Tu. Th I1J0'15 am: Bal llii'll:30 pm: Tu. 
Th 5' 5:30 pm 
Radio DIbIa Cl*a», Elanloy O. BoTolon'. UBB. 

Hun 10.10:30 am 
Rtdia C^unh cf Had. HualLmuD Pamal**: ABC. 

Sua ll'jO' 1 pm 
RCA. JWT: NBC. P e'e:JO pm 
Ralitan.Purlria Ca,, Brown: ABO. Bal 10:30-11 am 
Raull Dnil. BBDO: CBB. Sua T'.30.* pm 
R. J. RartMlda Ta«.. Utx: UBS. U. TU. Tb J.*:30 
pw I.Mutil'UrEiaE* riapl : NBC. Kal 0:30 10 



: MBB. Bun •:30'T pm'. NBC. ^ 



K.8:3D pm 



Swutefl. Ktotlir: NBC. M-P CIS BO am 
Skally on. Hiorl. auni A McDonald. NBC. U' 

»al 5'S:I3 am; Sil tf.U am 
S O.S Ca. Mirann'LTlikuTi MUS. M. 'Hi H 

gm (MulIL'UailKol 
Stw. Kill Turn. niiDtdri A DarU: CBS. M. 

all F lU'45. II om 
Stala Farm Mulual. N*«lham. Loiili A BnrbT I 
siiin. uni s 15 ar- pm: ?uii '< -"- 'i pm 

Sterling DniS. D F'B' ABC. U F 10 10:15 i 

NUC. JI'F 4:lS'4l pm 
Sliwart Warnu- CwP.. UacParlnd. Anrard: NBC. I 

T. Th. V e:30'35 pm 
Sun Olt Ca.. Ilctilii. Oyllry. Brniim A Uilhai 

N-BC. u p a tS'T pm 
B»III A Co.. JWT: ABC. M P S IO icu 
Taiai Co^ Sudn/ir: ABC. Bil 15 pm 
TanI Ca.. Wflli ft Oollrr: L«o Butnrci: .\11C. Tu 1 

Tb a iO am: 10:SJ'45 am: Cad. M. W. F| 

3']0'45 Pm: U. W. all F 10:45' 11 am: T 

U. all P 3:414 pm: T.T.IS pm lalt dvl || 
Ualan Pha-manulltal. Onr: UB3. f T:30<4S c 
Van Cans G*« Food, tlrtaicbar. WhMloi A Slaff i 

van. alt Sun gJO iO pm: Sal 11:15-50 am I 
VaiN a* PTMbW. Waitem: ABC. BUB 8:10-14(1 

am- UBB. Sua 10:39-11 am 
WMbhall PhW. (la* Arnrr. Homa Proda.) 
Wm. Writlar Ir. C*,. BAR: CBB. Bun fl-l to ei» i 

A. U«>rtaff' CBB. Ta * *:*« Oa ^ 



ust 




An omaiing number of WPEN's 

consistent, large-scale advertisers 
itorted on this station by trying 

limited campaigns . . . "just for size". 

No matter the shape af your sales problem or 
the sue of your odvertising budget 

... we con best toilor to your needs. 

"Jusf for size"— try this market's leaders in the 

creotion af enter toinment and selling 
You will find the most complete stack on 



THE PERSONALITIES STATION 

WPEN 

Represented Nationally by— 

Gill Perna. Int • New YorK. Chicago, Los Angeles^S'an Francisco, 



^lAL 950 




? 

Tlie plurality of listeners goes « itli WBNS — flie sta- 
tion with greater tune-in than all other local stations 
combined ! As a candidate for your advertising dollar, 
WBNS presents a perfect platforni >vitli the 20 toji> 
ratcjl |)rogranis. 



CBS fpr CENTRAl OHIO 




ASK 

JOHN BLAIR 



adio 



Daytime l^Sf A^crt^l tf^% 



MO nSd A r 



RADIO COMPARAGRAPH OF NETWORK PROGRAMS 



Silt Liiii City 
L Sill I, CUT 



Ih* Chrlitln 
In ullMl 
H LAT 



B*dl« Cburdi 
It Ood 
I TS.\,H 

17» 



I t^hurrli •< Ctirlit 
1 250^ 

1 rI-2 JO tent 



I M»ftlB 11500 



iNitlinil ViipDi 



not Oral R*b«rtt 
1 Bcillnl Wiuri 
ll4BB T 



Wlnm af 
Hciling 
>r Thomii VlIM 
|15TH 



Hmir bT didilon 
Itlllr Onh 
|29BT(r 

) Benn*tt .11000' 



loid'ruhlomd ri' 

infl nji-ilg 



I R H Alhfr 11500 



COLUMBUS, OHIO Sl"'-^' 



iBC Ni»> a- S.D3 

'nnmu NflliOD 
A Bont: mlMd 
blbl* 

ions 

BBOD 1740 
Qroititl Sttry 
Evif Tlld 
|Oao[]T0>r,' llFM 
_ nibbv pmli 
■ 32SN I 
t4S06 



Church bT Ihi 
Fir L&l 



The LcidIng 
Qudtlon 
Wiih 



Ghts* Hvirin 
Wijb t 



SynitpitlHi 
Pl*c* 

St Louli 



LonilDM-WIll' 
laucr Watch Co 



Binnin H500 



N*i* Vtrk 
Phtlhvmcnii- 

Symphony 
2:30-4 



Niv Yvk 

Phllhftrmonlt' 
Svnipihny 



Bgynltn I33( 



ViIn tr prophic) 

fiochK? 
3IIU 
Iroil Indudti 
ADC lun 9:30- 
10 iml 
Wiitm 



D*irD fllblc 
Sludcol* 

CleoPP |75( 



Merry Mallmin 



Bill Cunnlngha 



Lulhirtn hmir 
Luuiirtc 



Cothim 1700 



■Tni WlflLW" 

llllTTll..<l l''l>l. 

Sidn ey C^rft tM 
1 TlejTiolrti 
Wm Eity 

Pnt pirll>;_ »H)0 
myidrlti 



.SlHle Firm Mul 
1«9N S:S5-e L 
NL&B 13SI) 



|\Vt*kl5 tD*ti- 
iln* C(i**rln( 

In Iho iria tod 
■denml 



Colleetcir't Hem 



CollictWt ll*m 



Thi etirnil llgnl 



Unlnrarty cf 
Glil»(l 
TXindla^la 



Coldon Hour 
Itti David Ross 



• II 'I 
■)Dll1n| oo 
thirty, inon- 
■vritilii bull. 

Jrtnitlnni r'flri 

ilin TTi* Big 

Prvtlew, Bit 

T-ao.BL30 pml 



W*Hiend 

(TOOldl 

Par L4T 



Bterllni DruiL 

aeoN tii-!""'( 
ia-ia^ 

0.F.9 MW 



Whl»er'g ilrtet 
Den Mil ]0:SB-4: 
nhciilri. bliq'k 
327 N tn.w.r 1 
K-R ibr MM- 



wnnngld miTir 
Cimillon C« 

2giH m-t 



Modern Romuid 



Cklahoni 
Wring leri 
N ia;lB-a5 1 

Jtik B*nl> 
PrudKilliI ]i_ 
236N ]3:U-30 T 
CIH M-f law 



Bill Ring tria 
Orn Wf. blia'kt 
113N m-t T 
K-B IZ]» 



T*d M llano 

co-op 
1S3N m-f 



Voung Or Moloni 
PAIT. ertiro. Jqt 
IflSN m-t L 
Com pi on 12M0 



Belt* Crorker) 
tl(n MU- flMirt 
HBV ?-3n-3^ T 
0F3 m .m.t I I9D0 
Martin Block 

Show 
m-t IJB-t 

LftT 



Oon Mil'. Oourl 
IOC EE itiii L 
" ~ m-l UOOO 



Lum 'n* Abnir 



Muilcol Eipreu 



C*dfnr* ig nm 

Minn SllnlnR 
BBDD m.w.ili 

10. 10 IS 
ICnatnirk Msgi 
Inl'l CillunilUN 
FCAB dt da 

"a.m. Si°f 
Maion IO:aO-4' 
Slar-lilil 'T>ini 



MeC tfifi-Erte ki-J 
Plllthurv Mill! 
^ m l ll jr,-50 



PAO; Iforj 
lieN m-t , 
B&B 1I70< 



BtB t3Ii( 



Melon TrrnI 
-.n Hume ProdT 
I SIN m-f 
Mun» IIBOO 



Our III Sunday 

VOillrtC ani " 
IT»N m-t 
Kami 11300 



P*0. tTI 

1S1N a 

Coffiptan 



Mn Pcrklni 
P*a ntrdol 

maN m-r _ 

D-FS 13150 



Culding l||M 
Pft-f); du«. lion 
ISIN m-r L 
Coffliilon 130IHI 



OP; emielll 
' IN m ' 1. 
YAH 13000 
Perm Muon 
p&O'. tid* 
173N m-f 
B AB 13 50D 
Nn Orako; 
Brlilnl.Mrora. 
0C33; Tnnl 
WAO 1 3000 
8rlghi»r dw 
P»0'- rhcer 
1T*M m-t 
YAR iTK<j 



VIITTbp hp4t« 
_.llfiL alka-iliir 
MTN r4-l:IS L 
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ri.m Prod) m.w.t 
C L Miller 



Muilc In tho 
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. .1 hopplneaa 
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Let'i Praiind 
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iVub LAT 
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It wont help you 
if I it isn't 




The highest rating in Los Angeles, San Francisco or San 
Diego won't sell for you ... if you can't buy it. 

So don't be left standing in the rain. Buy KHJ, KFRC 
and KGB where consistently good ratings are available 
. , .to YOU. 

Don Lee quotes ratings on the specific time you buy. 
You won't be taxied the long way 'round with short-cut 
selling based on "averages" that may be all wet compared 
with the spot available to you. 

The fare's right, too. Don Lee's low, low daytime rates 
apply to nighttime too, for more sales impressions at 
lower cost per thousand. 

For dependable, hard-selling vehicles that go straight 
to the heart of the rich Los Angeles, San Francisco and 
San Diego markets, hail your Don Lee or H-R Repre- 
sentative. He'll arrange your non-stop routing to sales. 




Represented Nationally by 



H-Rr 



EPRESENTATIVES, Inc. 
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I'iorttt'r rxt'cutives: G. A. C. llalll. cliiiin. of bd.; llufili 
A. L. llalll, j:<Mi. m^r. ; J. K. Duncan, dir. tv prop.; W . 
I'err) l)i( ke\, prop. dir. I'rrsrrn fxeruliies: James M. 
Caiiu's. <.'t"n. rnpr. Estiniatetl outer limit oj Iv siiiri/il: 110 
niiU— . I'resciit l isual pou er: 100 k\s. Present aiirul jion - 
cr: .>() kw. Toner hei^lit: 572 ft. Eqnipnteiit: HCA. ^em: 
Al'. I I', 1\S. Assist otl rertisers in tnuking film comm'ls: 
Vi>. Present sales rep: Kdward IVtry Co. 



UTAH 



KMYI.-TV Oil ciir; I Jii/i/ HUH CII/lA.Vi;i- 

WHEN STARTED: I JAN '52: I JAN 'S4 



.^i-t I'irculution in irikl 

Kvoiiing Cluss A lir rule 

'/r hours of iirt |iroKriiiiiillg.. 

f/> liuiirM lociil livi* bhnwK 

'r hours film )iroi;niiiiiuK 



iioric 
SI.'Sll. 



NunilM-r liours on n'tr daily 3. 

NuMilii-r of .Miiployi'i's IS 



..ll.'> .()()() ....15:j.()()ii 

S 1 10 S.'.'JO 

..->«'; .'i/i't 

■211'/, ., 

.:ut'; -irt'^c 

I .« IS 

,.S9 (>1 



I'ione.er e.xeeiilives : John Baldwin, v.j). clip, opevs.; Dan 
Kainjicr. pro;:, dir. Present executives: Ben Larson, pen. 
mgr. Estimated outer limit of tr signal: 200 miles. Present 
visitul i>ouer 27.15 kw. Present aural pouer: 14. .5 k\v. 
Antli. visual power: .30 kw. Autli. aural poiier: 20 k\v. 
Tower height: 187 ft. (on 8.700 ft. mountain peak I . Equip- 
ment: RCA. AVms: I'l'. Film suppliers: Atlantic 1V, Bag- 
nall. Combined Tv, Con idine, Quality Films. Standard T\ . 
Sterling Tv, Television Exploitations, TPA, Unity, L. W eiss 
& Co.« others. Assist advertisers in making film comm'ls: 
^ es. Present sides rep: Blair Tv. 

KSL-TV ihi air: 1 Jnno lU t'.) CllAMSEIj r» 

WHEN STARTED: I JAN. '52: I JAN. '54: 

1. .■<<'• circulation in mkt... , .'.(xio Kii.noo l.';2,(Hi<l 

2. Kvenins Class A hr. rate Sl.'iO S:U)(i .«.%<)(• 

3. ^^ business from loc-iil ndv •"'/c ~n'^c 

■I. 'I'r, business from nm'l spot 32% 20% 33% 

5. % business network adv 20% 33%. ,, 3 1% 

6. % liours of net proifrnniing <)7% 30% 36.8% 

7. % liours local live dhows 3% .•»2.5% 12.3% 

8. % hours film programins 30% I 7.3 t .•U).T% 

0. Number liours on air daily 2 10 

10. N'limher of employees 18 37 A3 

Pioneer executives: Ivor Sharp, exec, v.p.; C. Richard 
Evan?, formerly v.p. and gen. mgr. (now v.p. and gen. 
mgr. KG.MB in Iloiioluiul; 1). Lennox .Miirdoclu \.p. and 
gen. mgr.; Vincent IC. Cla)ton. chief engr. Estimated outer 
limit of tv signal: 150 miles. Present visual power: 30 kw. 
Present aural power: 17.8 kw. Autli. visual power: 30 kw. 
Tower height: 9,200 ft. Equipment: RCA, l)n Mont. 
News: Ul* Eacsimile. Eilin suppliers: ABC, CBS. Inter- 
state Tv. OHicial. Ed .MacLcinore. Telenews. United T\ . 
United Aiti-t-. United World, Ziv. Present sales rep: 
U\> T\ Spot Sale>. 



VIRGINIA 

\Oltl'OI.K 

wr Alt-TV ihi air: 2 April i;tr,o cii/i \ m;i. ;t 

WHEN STARTED: MAN '52: I JAN U: 

I. .Set nri nlatmii in niki . Hi.ooB <»7.<iO<i. 2i>T.«.iMt 

•>. Kveiiiiie <'las» .V hr rat.- .«20i> ......S323 »70o 

3. % buMuesR from loral rtiU llt'^'c 31%.... 23% 

I. *r biisiiiesii from nal 1 v).„t 23% .3n% , Sfe 

5. %> bu«in««»s network a<l\. .... IO<!tp 31% 21% 

(i. % hours of net procrain iic .... 80^. . <.2%..., .'58% 

7. "c liours local li\e shows in% 20% 23% 

U % hours lUin prosrsmins: lo% in% 17% 

9. Number hours on air dnily 3 is-"*, Ui 

10. Number of employeps*..... I.« 3'» 31 

•Full tlni« 



Pioneer executives: Campbell Arnoux. pre?, and gen. mgr.; 
John I'efTer. f)j>ers. mgr. (now asst. gen. mgr.): Richard 
Lindell, chief engr.; Jf>el Carlson, public serv. dir. £5/1- 
niiited outer limit of tv signal: 100 miles. Present visual 
poller: 24 kw. Present aural power: 24 kw. Autli. visual 
power: 100 kw. Autli. aural power: .SO kw. lower height: 
\,0V) ft. Equipment: RCA. AVhs: LNS, W. Assist adver- 
tisers in muhing film comm Is: \'<.'<. Present sales rep:. 
Edward Petry & Co. 

iticiniovu 

U'HK ihi air: 1.1 April I'.f Ut Clf/i.VAKf. C 

WHEN STARTED: I JAN. '52: I JAN. '541 



10. 



.Set cirtuJation in iiikt.. . 105,238 lHr..527 

r.vi-ning (' ass .\ iir rate. SlOO SOOO S/i2S 

'/( bus iieSB fr<pni loeal adv ll)l)% »0% ■»«% 

'/i busllifi-s from nafl spot . .. none ■•1% % 

"f business network adv nunc 16% 16% 

% hours of iii-t proerani nir nonr .......8(>% 80% 

% hours loeal liv.- shows 100%. 2()% 20% 

% liours film proijraii uiir nom- .....13% 13% 

Number hours on air daily 5y« 17 17 

Number of employi-.^s 30 73 80 



Pioneer executives: Wilbur M. Havens, mgr.; Walter A. 
I)owr\, as'-t. mgr.; William J. Filer, dir. local sales; John 
.^hand, dir. opers. ; Jaines \\ . Kyle, chief engr. Estimated 
outer limit of tv signal: state of \'a. Present visual powers 
100 kw. Present aural power: 50 kw. Auth. visual power; 
autli. auriil power: same. Tower height: 1,049 ft. Equip- 
ment: NBC. CHS, ABC, I)u Mont. News: UP Movietone. 
Eilin suppliers: majority of major distributors. Assist ad- 
vertisers in making film commas: Yes. Present sales rep: 
Blair Tv. Inc. 



^ WASHINGTON 
KI^C.-TV Ou air: •£-> \ovcmhor l!) ia CIIA\\t:L a 

WHEN STARTED: I JAN. '52: I JAN. '5*: 

1. Set circulation in mkt 7t)0 ,....12 1.300... 326,000 

2. Kvening Class \ hr rate S2IM S300 „ $700 

3. % business from local adv 1..... 12 14 

4. % business from ii.if) spot 18 ....73 9.? 

Pioneer executives: Robert E. Priebe, gen. mgr. Estimat- 
ed outer limit of tv signal: 125 miles. Present visual pow- 
er: 100 k\>. Present aural power: 50 kw. Auih. visual 
power: auth. aural power: same. Tower height: 570 ft. 
(1.000 ft. above sea level l. Equipment: CE. News: Tele- 
news. UP. Original call letters: KRSC-TV. Present sales 
rep: Blair T\. 

WEST VIRGINIA 

iii'.\Ti.\ f;'ro.\ 

WSA7.-TV On uir: i,1 .\orc>iiif)cr lf}Sif ClIA.WEl. 3 

WHEN STARTED: MAN. '52: I JAN. '54: 



.Set cir< ulatioii in mkl ,....(> 

I- v.ning ri:i»s .\ nr. rale SI30 

•^r busiiie!>s from local adv 63% 



?i 
III 



', business from nat'l spot . 

'f busiiie-s network adv 

'( hours of net jiroirrami iiir 
% hours local live shows, 
■"c hours t'lni pmirramiii^ 
Niiiiber lioirs on air daily.,. 
Number of i iiiplnyvei 



...Tl.OIKI 265.0(10 

,...S.»oo S600 

...311% ...23% 

.23% 311'^ 12% 

Hl%.... lO'f 33% 

.30% 75% 63% 

.13% I()% 25% 

•33 1.-,% 10% 

2 12 , 17 

1 1 60 12(1 



Pioneer execulires: Col. J. 11. Long, pres: Walker I^ong, 
-(•(>.: Lawrence 11, Roger?. II. v.p. and gen. mgr.: Leroy 
L. Kilpatritk. and teihnical dir. Estimated oiUer limit 
oj ir signal: 75-100 miles. Present visual power: 100 kw. 
Present aural poner: .50 kw. Auth. visual power: auth. 
aural power: same. Tower height: 580 ft. Equipment: 
lU V ])lu- cu-toin-bnilt in own shop. News: AP, /\P Wire- 

( nata /tir ihit tiatinn r*>nlinur» paftr JOft^ 




n of the first 1 5 

TOP TELEVISION SHOWS IN 
DALLAS ARE ON KRLD-TV 

"Telepulse, February, 1954" 

Straight across the board, KRLD-TV's dominating lead- 
ership in North Texas is demonstrated over and over 
again. 

Program dominance, Maximum Power, Wider terri- 
torial coveroge, a consistently better and more 
dependable picture Insures the largest possible viewer 
audience. 

The prospects for successful and profitable advertising 
effort COULDN'T BE MUCH BETTER ... on KRLD-TV. 
Channel 4 sells more . . . simple as that. 
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u.S/i/.'H (<oiir'<r> 

pliutd. locLiI film. rt'f;i()iial roric-p. Film siiiiplitTs: Holly- 
wood T\ ^^(ic. i-iDii-liihT-tatc T\. Allied \ili-ts, Zi\ 
Tv. Assist tulvfrliscrs in making film comm'ls: Yes. I'res- 
enl sales rep: TIic Katz A^;eiu\. 

WISCONSIN 

>III.U Al Kl-i: 

HT.IIJ.'H' Oil n'tv: It Itvvvmbvr I'tlT CISAWKL 4 

WHEN STARTED: MAN. •52: IJAN.'M: 

1. Srt circnl.itioii in iiikl Till :i(i.";..-;;7 Oil.';?.-! 

2. Kvciiinff ^■In^^ A lir nilr. . .. S.'l'Xi 8 1, 0.10 

;). <X liiisiin-ss frimi lociil iidv iiiiliiniv.n . .. Ki.Hci';?^ Ml.(,'>'/,. 





'", lJllsinp^* from UHt l spot- 


..unknot* li . 








liiii>iin>»K iii'lwork adv.. 


... unknot* n . 


.. 2 1.16^ 


21.69% 




hours of iH't protrraiiiiug 


none 






7. 


'/( liourn locnl live hhowb.. 




...•JO%... 






'"i hours film iirograiiiiuK . . 


...l.-.^i 


.21% 


...20% 


1« 


.\uinl«r hoiir» on air daily... .i 


AVi 


...13% 


....17 


10. 


Nuuihcr of Hiiployi'f B , 









I'ioiicer e.xecutiit's: Waller Damm, gen. mgr.; K. G. Win- 
nie, gen. mgr. Estimated outer limit of tv signal: 

00 miles. Present visual power: 100 kw. Present aural 
power: 50 kw. Auth. visual power; auth. aural power: 
^aine. Tower height: 1.035 fl. Equipment: KCA. News: 

1 J'. Eilm suppliers: Sereeiicraft. I I'A, MPTv, Hollywood 
Tv. Assist advertisers in making fdm comm'ls: Yes. Eres- 
film comnils: No. Present sales rep: Harrington, Righler 

I'areonc. 



STATION HISTORY 

{Continued from page 45) 



IJv the end of 1916 seven stations 
were on the air. A year later there 
were 14 >tations on the air in 10 cit- 
ies, linked by 6% miles of cable and 
ser\ ing, according to Tele-Tech, around 
8.000 receivers. 

In 1948 the tv medium began to hit 
its commercial stride. 

A total of 48 stations were on the air 
in the U.S. at the end of the year, 
serving a total of 29 markets. The re- 
ceiver count was edging upward as the 
first manufacturing logjams were brok- 
en. By the end of 1948 the U.S. was 
leading the world in the number of tv- 
equipjjed homes: the count, again ac- 
cording to Tele-Tech estimates, was 
250,000. 

But tv v\'as developing some severe 
growing pains. The Federal Cominu- 
iiicalions Commission had designated 
that tv was to share its then-13 vhf 
channels with certain non-broadcast 
(fixed and mobile) services. And these 
service? and tv were beginning to get in 
each other's hair. There were com- 
plaints that tv interfered with certain 
radio channels: counter-claims that ra- 
dio was tangling up tv signals and 
that tv stations were interfering elec- 
trically with each other. 

This was the background for the 
FCC s next move. And on 30 Septem- 
ber 1948 the move was made. Tlie tv 
channel No. 1 was dropped and aS- 
signcfl to the non-broadcast services,; 

The so-called "freeze " had started. 

Said the FCC: ''Before additional 
stations could be authorized, it was 
necessary to determine various engi- 
neering and other questions which 
w ould govern Iv operation for % ears to 
come." 

The freeze put an immediate crimp 
in the plans of many broadcasters. 



KFMB-TV I 

FIKSTjH SAN DIEGO ■ 

^^^^^TsiNCE MAY 16, 1949) 

ImsTm. fj! 
NEWS 14 
SPORTS ■ I I 

if SPECIAL EVENTS 
PUBLIC SERVICE 
if LOCALLY- 
PRODUCED SHOWS 
if NETWORK SHOWS 
FiRSTiH ■ 

DAYTIME, NITETim, PATiUnCi 
AU'THE'TIME- ^^ijA" 

BUY K FMB-TV 

^^^^l^^^^s. . . m. . . DuMont' corns, . . 

AMERICA'S FASTEST GROWING BIIUON-DOUAR- MARKET 

WRATHER-ALVAREZ BROADCASTING, INC, George Whitney.Mgr. 

Represented by EDWARD PETRY & CO., INC 
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The Southwest's 



television station is 



FIRST 



FIRST 



FIRST 



1^ 



Ik. 



FIRST 



RRST ' 




on the air! 



September 29, 1948 



/ 



^*with top-rated local programs! 

with maximum power and full 
antenna height! 

^with the finest in modern studio 
and technical facilities! 

^ with 371,400-set audience 
/ in the vast territory served 

by WBAP-TVI 



*ABOUT JULY 1 - FULL POWER - 100,000 watts 

plus 1113-foot antenna! 



In the Southwest . . , think FIRST of 





mk 



CHANNEL 



THE STAR-TELEGRAM STATION • abc-nbc. fORT WORTH, TEXAS 

I AMON CARTER, JR. I HAROLD HOUGH I 

I President I Director I 



AMON CARTER 

Cholrman 



HAROLD HOUGH I GEORGE CRANSTON 

Director i Monoger 

FREE & PETERS, Inc. -National Representatives 



ROY BACUS 

Commerciol Monoger 
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NOW IN OUR 
SIXTH YEAR! 



Through the yeors since October 
'48 . , . when it went on the oir 
OS one of Americo's first television 
stotions . . . KOB-TV hos pioneered 
in good p r og r o m m i n g , smooth 
production ond effective selling 
throughout this section of the greot 
Southwest! Accumulated know- 
how, plus high stondords of per- 
formoncei hove helped our clients 
prosper . . . KOB-TV to keep on 
growing! Mow in our sixth yeor, 

we're moving into our new home 

obounding in focilities for even 
better television production! It wos 
built by the confidence of these 
clients in the otomic Albuquerque 
morket . . . ond in the pioneer 
stotion thot continues to serve it 
so foithfully, so well! 



TELEVISION "OLD-TIMER" 

KOB-TV 



Channel 4 



ALBUQUERQUE 

OPERATED WITH 50,000-WATT KOB 
Represented by The BRAN HAM CO. 



\('\\ t\ ^^ation (•()ii>tnKti(ni was 
-to|i|jed cold. Cities like Hudalo, 
I'itt-hurfili. Si. Louis and New Orleans 
Mere left with one operating tv >latioii 
( wlii< h had managed to get on heforc 
the freeze), .^oine large eitie-, like 
Denver, had no tv ser\ i<'e at all. Some 
stations went on the air after the start 
of the free/c hut onl) tho-e who had 
started work on their outlet- before 
tlie ban were allovscd to earr\ on. 

Hut, although t\ was frozen in one 
sense, it grew, learned and prospered 
ii' others. 

1 hose stations who had managed to 
l)eat the deadline and get on the air 
tackled the jjrobleni of estahUshiiig 
theuiselves w ith all the vigor tlie\ could 
innster. 

■'Our biggest single problem was 
building set circulation. " reported 
\\HM\, Syracuse — which went on llic 
air just after the freeze started '"and 
the i^robleni was licked b\ a combina- 
tion of tilings, among them, aggressive 
l>rograming. promotion, interconnec- 
tion, the addition of a second station 
and more lime on the air. 

" I be same jjremise* we operated on 
I during the first year are valid today. 
W'e believe in '\i\e'' television and from 
the first iiave had live cameras avail- 
able from sign-on to sign-oil. We be- 
lie\e that television should not be lim- 
ited by radio's horizons ami conse- 
cpienlly program and production pat- 
terns should be de\ eloped and e\alu- 
atcd strictlv uj)()n t\ \alue. . . ." 

Similarly K1)YL-TV, Salt Lake City 
, — which went on the air just before 
the start of the freeze — told si'ONSOH: 

''Before the coming of the national 
microwave relay link, people were a 
little hesitant to buy sets. The prob- 
lem was solved by intense cooperation 
with the retailers to keep them in- 
formed of all program developments. 
The most important e\enls in the his- 
tor\ of the station were the nio\ing of 
the KI)YL-T\' transmitter to an 8,700- 
I foot mountain peak to provide co\er- 
age in three states and the coming of 
the rela\ link wliich brought 'live" pro- 
grams to the Intermimiitain W est." 

Building an audience for the station 
was not the oid) problem. Since inanv 
stations started out with no network 
service to speak of and onl\ a dribble 
of national spot revenue, an educa- 
tional job had to be done on l(K al and 
regional ad\ertisers of all t\pe-. 

Typical of the a?-si-taiice which sta- 
tion- found uiv e->ar\ to offer local ad- 
' men was that aiTorded b\ KOB-TW \1- 



bu(|uerque, New Mexico. Said the sta- 
tion : 

"Our big problem was the bottle- 
neck of l(Kal commercial material. We 
found that local agencies and advertis- 
ers < ould not consistently supph the 
right kind of material for television. 
1 he dela\ in getting whatever material 
wa> supplied into proper shape result- 
ed in a great loss of revenue. 

■'KOB-TV developed a complete pho- 
tographic department for handling 
slides, large photographs, silent and 
sound - on - film eomniercials. Many 
KOB-TX film commercials have been 
shipped for use on other television 
stations." 

I his situation, incidentally, has not 
disappeared. Todav stations still have 
to pitch in and help local advertisers 
to j)re])are their tv commercials — some- 
thing most of them are getting used 
to. \\S.\Z-'I\, Huntington, West Vir- 
ginia reported : 

■'We do the full advertising agency 
job for practically all local accounts. 
Due to the lack of adequate quality in 
all of the production services a\'ail- 
able, WSAZ -T\' has established a com- 
plete graphic arts section, carpenter 
and paint shop, as well as copy and 
sales service departments. We do art, 
printing, posters, silent film, sound 
film and all special effects necessary 
to a complete production job." 

One big headache for advertisers 
and stations alike soon became appar- 
ent as tv grew despite the FCC freeze. 
1 his headache w as the single-station 
market. 

A total of 40 markets out of the ac- 
ti\e freeze-era 0.5 tv markets had only 
one t\ station until the freeze was 
lifted. This meant. \ery simply, that 
adverlL-ers had to crowd to get aboard 
62' i of the nation's video outlets. 
And crowd they did. !Many a single- 
station market outlet found itself 
alTilialed, simultaneously, with all four 
tv networks and airing a round-the- 
clcM'k schedule of network shows and 
national spot advertising. 

Naturally thi^ produced plenty of 
ie\enue and plenty of Scotch at 
Christinas. Many broadcasters in the 
niulti-.-tation markets grumbled over 
the golden fortunes of many of these 
one-station-market outlets. Man\- an 
ad\crtiscr and timebuyer had night- 
mare- when he tried to clear lime on 
llie-c jam-packed outlets. 

Actually the going wasn't quite as 
eas\ for the one-statioii-iiiarkct broad- 
casters as it looked. Here's what three 
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Governors of 28 
states sent 

birthday greetings 
to the 

oldest station in 
the South 



During its 32nd birthday celebration 

in March, WSB Radio - "The Voice of the South" 

extended daily salutes to listeners 

in all the 48 states. 

Governors of 28 of the states graciously 
acknowledged this neighborly gesture. Many 
sent transcriptions, and these were 
broadcast for all of WSB's near and far-flung 
friends to hear. 

The prestige and huge audiences which WSB 

has built in 32 years of broadcasting 

in the public interest is richly shared by 

its television affiliate, WSB-TV. 

And in turn — by the advertisers using 

these pioneer stations. 



wsb 



"The Voice of the South' 




"The Eyes of the South" 



Affiliated with The Atlanta 
Journal and The Atlanta Constitution. 
Represented by Edw. Petry & Co. 
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INTERMOUNTAIN 
AMERICA . . . 

A WHALE 

OF A MARKET 




RETAIL SALES 
$1 Vs billion annu- 
ally . . . 50.2% 
above U. S. percen- 
tage gain with an 
increase of 310% 
since 19391* 



WHOLESALE SALES 
$1 V4 billion annu- 
ally . . . 54.7% 
above U. S. percen- 
tage gain with an 
increase of 323.1% 
Since 1939!** 



^ POPULATION 

1 ¥4 million 
26.1% gain since 
19401* 



KSL-TV 

lands that WHALE of a Market! 



KSL-TV 

Salt Lake City, Utah 
serving 39 counties 
in 4 western states 

Represented by 
CBS-TV Spot Sales 



* Sales 
Management 

** Consumer 
Markets 



of the largest and best-known single- 
fetation ojjerations told SPONSOR: 

"During the first 6^/^ years of 
KSl)-T\'"fe operation," rejjorted the 
I'osl-Dispatcli tv outlet, "St. Louis was 
a one-station market. The problem was 
to create a desire for tv ownership in 
the fate of a single choice of programs. 
This was overcome by scheduling the 
top-rated shows of all tv networks, and 
closeh cooperating with dealers." 

Reported BulTalo"s \VBEx\-TV: "Our 
biggest problem was that of program 
public relations in a one-station market 
and meeting the demands of four net- 
works, plus agency and client require- 
inents. 

Added Uu Mont-owned WUTV, 
Pittsburgh, one of the largest of the 
single-station operations: "We have 
had an unusual setup for the ])ast four 
years as the only station in the nation's 
sixth market. It has been great — but 
a real resj)onsibility, too." 

In the near future, the brg city 
served by a lone tv outlet will be just 
a memory — but it was part of tv's 
pioneering era. 

Today broadcasters and admen are 
looking ahead toward the next big 
pioneer task — color television. Already 
many stations are equipping them- 
selves to televise network colorcasts, 
and are going through the same old 
drum-beating to arouse public interest 
in the medium. And they are going 
through the same old headaches of 
investing a big hunk of capital in 
something which, as yet, show§ no 
appreciable return. 

Oddly enough the fact that much of 
the tv pioneering, like colorcasting, has 
been done in the post-freeze period 
and most of the big commercial 
pioneering was done before the freeze 
was lifted in 1952 has obscured tv's 
real age. 

Tv is actually a sprV electronic 
oldster of three score and 10 )ears — 
almost as old as the telephone and the 
electric light. 

According to the tv records and 
memorabilia gathered by the Federal 
Communications Commission. t\' really 
dates back to 1884 and the experiments 
of a German scientist named Xipkow. 
In that year, llerr Xipkow patented a 
scanning di>k and a crude system for 
sending jjicturcs by wireless — actually, 
an early brand of tv. 

T\ first appeared in the U.S. in 
1890, \Nhen experiments based on Nip- 
kow's methods were made. In 1915, 
Marconi — father of radio — dabbled in 
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tv experiments. In 1923, the first icon- 
oscope — forerunner of today's tv 
cameras — was patented in the U.S. 
Two years later, an Anicrican named 
Jenkins tried out a nieclianical tv 
apparatus. The first dawn of a tv age 
appeared. 

In the 192()'s only the higgest and 
best-heeled electrical firms and broad- 
casters — like RCA, GE, I'hilco and 
others — were in the tv act. De\elop- 
ment was slow and cosily. Tv history 
began to unfold. In 1928 (see photo 
on page 43) GE's WGY in Schenectady 
aired what it believes to be the first tv 
dramatic program. And in 1930 RCA 
demonstrated the first theatre tele- 
vision in New York, much to Holly- 
wood's amusement at the time. 

During the I930's tv developments 
came more rapidly, although the 
medium was a long, long way from a 
commercial reality. According to CBS, 
the first regular program schedule of 
tv was launched at 10:15 p.m. on the 
night of 21 July 1931 when announcer 
Ted Husing went before a soup-plate 
CBS mike and an early "scanner" to 
present "the first formal broadcast 
over the new television transmitter, 
W2XAB." 

Although the station's technical 
facilities compared with the average 
station's 1954 equipment the way 
Edison's hand-crank phonograph com- 
pares with the latest studio tape re- 
corders, the 1931 W2XAB talent 
lineup was quite a send-off for the 
infant medium. On the bill that event- 
ful night were such artists as: Kate 
Smith, George Gershwin, Henry Bur- 
big, the Boswell Sisters, Helen Nugent 
and Ben Alley, and the then-mayor 
of New York, James J. Walker. 

In the mid-1930's television moved 
ahead rapidly, although still on an 
experimental basis; radio was the com- 
mercial air medium. The late Max 
Reinhardt staged a monster tv pageant 
of Shakespeare's Midsummer Night's 
Dream in the Hollywood Bowl, over 
what has since become KTSL. RCA 
unveiled some special outdoor tv pick- 
up equipment at Camden, opening the 
way for telecasts of sports and major 
news events, and started work on 
mobile tv equipment. 

The year 1939 stands as a real mile- 
stone in tv's history. For one thing, 
the Milwaukee Journal (which now 
owTis WTMJ-TV, one of the first of the 
postwar tv stations) applied to the 
FCC for permission to air telecasts 
on a commercial basis. And. the late 




''THE MORE THE MERRIER'' 
WE ALWAYS SAY . . . 



WBNS-TV takes great pride in its fast growing group of 
national awards. 

In 1953 WBNS-TV received: 

■k Billboard award 

* Alfred I. du Pont award 
■k Sigma Deua Chi award. 

In 1954 WBNS-TV received: 

* Billboard's Film Ser\ice Poll awards (one first place, 
two second places, one third place and one specific 
mention) 

* Billboard's Audience Promotion award 
•k Billboard's Merchandising Promotion 

* 'Aenith TelfTisioii award (for piihlic service program- 
ming, recei\ed by \VBNS-'I\"s Tern Sharp for her 
"Sharp Comments" series. 

WBNS-TV accepts these honors as a responsibility. The high 
standard of operation which made possible these awards will 
continue to provide top ranking service and programming on 
both national and local levels. 

Wbns-tv 

COLUMBUS, OHIO • CHANNEL 10 

CBS-TV mJY/ORK — A ffiliaied with Columbus Dispaich 
and WBNS-AM • General Sales Office: 33 Norih High Si. 
REPRESENTED BY BLAIR TV 
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Another first for WMCT. Telecast direct from the 
stage of the Handy Theatre, Memphis" leading Netjro 
thetitre, each Saturday night from 11:10'12:00 Mid' 
night over WMCT — an all-Negro amateur program. 

Emceed by Dick Cook, and featuring outstanding 
Negro amateurs from the entire Mid-South area, the 
program has developed a tremendous audience among 
Memphis' and the Mid'South's vast Negro population. 

Results]' Let us tell you about the success stories 
now being enjoyed by those advertisers who arc cash- 
ing in on this outstanding *" first." 

partieipatinig spots now available 
. . . see your nearest Branham man 



WMCT 

WMC WMCF WMCT 

CHANNEL 5 « MEMPHIS 

NOW 100,000 WATTS 



Memphis' first 
TV Station 

National Representatives 
The Branham Company 



NBC-TV— BASIC 

Also affiliated with ABC 
and DUMONT 
Owned and Operated by 
The Commercial Appeal 



President Franklin 1). Roose\elL be- 
came llie firtl chief e.\eculi\e of the 
L .S. to be i-een on Iv, olTiciating at the 
ojieiiing of tlie New York World's 
Fair. 

In VXVJ too came the first regular, 
all-c'l(*< lroiiic jjrograin tv service from 
RCA. with Brigadier General David 
^arnofl, now board chairman of UCA, 
welcoming \ iewer? to the e\ ent, also 
tcle\ hc(\ from the World's Fair. Thai 
>ame \ear ?aw the fir?l televised major 
league baseball game, college football 
game and professional boxing match. 

By 1940 although it still lacked 
regular < ()mmercial sponsors, tv began 
to sj)read its wings. The tv cameras 
of W 1* 1 Z, which began operation in 
Philadelphia in 1932 as W.SXE, fed 
some r>0 hours of the National Rejjub- 
li<an Coii\ention to the first coaxial 
calile tv network (the cable was in- 



'4Vi'e in ;i(lMTti»ing have got to dc'li\fr 
a product to a client that i»roduces re- 
sults, jii>t as he dehvers merchandise 
I»roritahlv, iinti to proper s-pecifications, 
U> his cii!-t»)niers. This requires precise 
ai»»l meticulous organization of our peo- 
I»h' and their efforts to make sure that 
we ore >4orking in conci-rt — and without 

deviation on anv given project." 

HAROLD JaECER 
Vice President & Genl. Manager 
Geyer Advertising, Inc. 

A'eic York 



stalled in 1936) linking Philadelphia 
with New York. Many of the tech- 
nicjues of covering a big political con- 
\ention which \\ PTZ. now owned by 
W eslingliouse. pioneered In the sum- 
mer of 1940 are now standard industry 
practice. 

But iv was also lia\ing its first 
growing pains. There were several 
dilTerenl tv s\ stems: no one receiver 
could pick llieni all up. Accordingly, 
when the FCC started to hold hearings 
in 1910 to see if tv should be licensed 
coiniiiercialb , there was an immediate 
round of argument — reminiscent of 
the re(enl hassles over which brand of 
color tv is best. 

.\ National Television System Com- 
niillee, composed of various pioneer 
broadcasters, electronics manufactur- 
ers, engineers and others, reported in 
1941. ^oon thereafter, the FCC fixed 
the present black and while standards 
of 52.') lines and 30 frames per second. 

On 30 April 1941 the FCC look the 
plunge: commercial l\ was authorized 
to start on 1 Jul\ of that %ear. * * * 
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49TH b MADISON 

(Continued from page 231 
FAITH IN LISTENERS 

As [)resident of WCCC* Hartforcrs 
local 500-watt daytiiner, and a l)usi. 
iiessinan who uses three stations con- 
sistently for my husincss, I just thought 
I'd take time out to salute SPONSOK 
which is very informative, interesting 
and a great credit to the industry. 

Our stati(m is in its seventh year. 
Our success story is phenomenal. Witli 
a seven-station market, until rwently 
witli WTHT out of the picture, and 
doing the job that We have done, is 
something we're proud of. 

During our building stage, I learned 
a lot, and since I've run my business 
the same as I do my radio station, J 
thought I'd tell you more radio sta- 
tions are guilty of one thing. They 
worry ahout the sponsor. All you have 
about the listener. Our theme song 
throughout our organization is, "Don't 
worry about th esponsor. All you have 
to worry about is the listener!" With- 
out listeners you have no sponsors. 

This year we bought the exclusive 
on outside bus cards with a slogan 
that's causing plenty of conversation. 
Now it's "Even the commercials are 
good on WCCC." Next it will be, 
"Your wife listens to TNT more than 
she listens to you! It's TNT on WCCC, 
1290 on your dial." Seventy-five buses 
will carry this message for the next 
12 months. 

If all radio stations would operate 
that way, more of them would he in 
the black. The old stories of PI deals, 
high pressure promotions that use ra- 
dio occasionally, are the kiss of death 
to your listeners. 

Yours for a bigger and stronger in- 
dustry and thanks a million for your 
efforts. P.S. : TNT means Time. News 
and Temperature! 

William M. Savitt 
President 

Savitt, Inc., Jewelers 
Hartford 



SPOT CARRIERS 

I read the article on network "spot- 
carrier" shows carried in the March 
8 issue of SPONSOR ["The network 
spot-carriers controversy," page 29]. 
and once again I think that you are in 
for sincere congratulations. 

W. B. Caskey 
General Manager 
WPEN, Philadelphia 




CKW 




LOWEST COST 

MAJOR 
STATION BUY 

IN THE 
DETROIT AREA 



ADVERTISING THAT MOVES MORE 
MERCHANDISE PER DOLLAR IN- 
VESTED IS BOUND TO BE THE 
ONE THAT GIVES YOU THE 
MOST COVERAGE FOR THE 

LEAST MONEY! 
• 

Soon! This region's 
MOST POWERFUL 
TV STATION 
CKLW-TV Channel 9 
325,000 watts 

CKLW covers a 
15,000,000 population 
area in five 
important states. 



Adam J. Young Jr., In^ 
National Representative 



50,000 

WATTS 
800 KC. 



^uardian. Building 



Detroit 26, Mick 



Is E. Canjpsao, Pres. 
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M atifflp if tip 

Chart covers half-hour syndicated film pi *' 




Top 7 0 shows in 10 or more marketi 

Period 1-7 February 7 954 
TITLE. SYNDICATOR. PRODUCER. SHOW TYPE 



1 



a 



iO 6 



Cir.i/ ll<'r«'<-rirf, MCA, Revue Prod. (D) 



C'i.sTo Kiel, Ziv (W) 



I l.c't/ T/irc'f lAvi's. Ziv (D) 



.S'iiperiiuiii, MPTv. R. Maxwell (K) 



U'i/rf Ki// lliclioli, W. Broidy (W) 



Foreign liilrigiie, JWT, Shel. Reynolds (A) 



Kir Citrsou, MCA. Revue Prod. (W) 



fltiiige Ifirfer.*, CBS Film. Flying "A" (W) 



Biulge 714, NBC Film (D) 



Boston RIttckie, Ziv (M) 



Averigi 
ritlng 



21.2 



20.U 



I. 



in. 8 



lU.t 



iu.:t 



in.Q 



18.0 



i7.r> 



17.4 



7-STATlON 
MARKETS 



N.Y. 



L.A. 



3.2 7 7.9 

»tili knit 
7 -SOpm lO'OOpm 



7 3.5 7 7.4 

wntil kihc-tT 
OOpin 7 :00pni 



7 7.9 8.9 

w/ibt kibp-tT 

'd :30pm 9:30poi 

74.7 74.0 

wnttt ttib^-tr 

KMpm 8:00pm 



5.7 7 7.5 

wah'l kitx-'tT 
' O'lpin 6 :Oapm 



79.8 74.4 

wnht knhh 
0 -SOpm 10:30pni 



70.5 72.2 

M-nht kihp-tT 
n:00pra 7:3 0pm 



72.7 8.9 

u-nht knxt 
fl :30pm 7 :00pni 



8.0 75.9 

wor-tf kltr 

» :00pm 7 :00pm 

3.2 8.2 

nlhr-IT kllT 

8:30pm 8:30pm 



4. STATION MARKETS 



Bofton 



Chi. 



Mplt. 



Seattle St. L. Wash. 



5.0 74.3 79.0 

wt>kb rrrro-lT klnE~tv 
8.30pm 10:00pm 10')5pm 



74.3 7 7.0 70.3 76.3 30.5 7 7.4 



KiiK- IT nrt)kb iTCfo ir komo lT 
7 .30i)m 4:30pra 5:00pm 7 :00pra 



ksd-IT 
4 :30pm 



wnbw 
G :30pm 



78.8 8.2 77.0 77.3 

"nil IT wsn-IT kstp-tT ktrt-tv 
7:UUiim 9 30pm 9:30pm 7:30pm 



72.4 

U-tOp-tT 

10:30pm 



75.3 73.4 8.3 22.5 27.8 70.6 



wnlr IT 

6 :30pm 



ubkb 
5 :00pm 



wcro-tT 
S :00pm 



klnglT 

6 :00pm 



ksd-IT 
5:00 pm 



wnbw 
7 :00pm 



8.5 74.4 23.3 77.8 27.5 76.0 



wnac tr 
5:00pm 



Hhkh 
1 :30pm 



wrf^-tT klnf!-tT 
5:30pm C:flOpm 



ksJtT 
12:0fln 



wnbw 
7:00pm 



22.0 73.6 79.8 77.3 20.0 76.0 

«bz It wnbq kstp tT klnK-IT ksd tT wnbiv 
10:30pm 9.30pm 9:30pm 8:00pm 11:00pm lfl:3apm 



76.3 

wnac-lT 
6 :00pm 



76.8 27.0 



klnu-IT 
6:00pm 



ksd-lT 
2:30pra 



25.8 

wjar-tT 
6:3apm 



9.0 75.3 

kstp tT komo-iT 
5 :00pm 7 :00pm 



9.8 

WtOp-tT 

7 :00pm 



72.0 72.8 

wTiaf-tT wpn-tT 
3:00pm 8:00pm 



26.3 

kInC'tT 
9 :30pm 



74.4 

7 :00pm 



23.3 7 7.4 72.3 



9.8 



76.0 



wnac-iv ivhbm wcco-tr klnl-lT 
10:30pm 9:30pm 10:45pm 10:30pm 



7 7.3 

.. „,. .. «iw-a 
8:3apm I 9:a0pm 



3-STATION MARK 



Atlanta Bait. Buffalo 



9.0 40.5 

wmar-tT «bfn-tT 
11 :Oapm 10:30pm 



72.0 76.8 40.0 2 5 

vaKa-tr nbal tT wbtn-tT wcB 
':00pm 7:00pm 7:00pm 6:(1 



6.3 73.5 

Klw-a Bbal-tT 
lfl:30pra 10:30pm 8:3 



20.8 20.8 39.0 7 

wsh tT wbal-tT ubfn tT «V 
7:00pm 7:00pm 7:00pm 6 



76.3 72.0 29.0 7. 

w»b-tT wbal-tT Kbtn tT uk 
5:30pm 7:00pm 1:00pm 6:^ 



5.3 7; 

«buf-tT vq) 
8 :00pm 8 J 



76.3 73.0 24.3 

wlw-a K-mar-tT »b«i-lT 
6 :00pm 6 :00pm 3 :30pm 



72.8 

wsb-tT 
6 :00pm 



72.3 73.3 

ulw-1 n-bil-tv 
9:30pm 10:30pm 



10 



Top 10 shows in 4 to 9 markets 



Favorite Story, Ziv (D) 



Crouu Theatre, CBS Film (D) 



Jeffrey Jones, L. Parsons (D) 



l our All-Star Thvatrf, Screen Gems (D) 



ffopnfoiig CassUltj, NBC Film (W) 



/tlllO.V 'ii' AiKfg, CBS Film (C) 



f.'ene* Aittvtf, CBS Film (W) 



heath %'alleil liays, McCann Erickson (W) 



Captnrcil, NBC Film (D) 



CowlHttj €i-}len. United Arfisfs (W) 



2f).r» 



JS.» 



18.3 



f 6.0 



I. -,.4 



ir>.2 



I t.2 



f-f.0 



7 0.2 9.4 

nnbt kttr 
10 :30pm 8:00pm 



3.0 

kltv 

9:30pm 



4.9 

kttT 

7 :30pm 



9.9 70.4 

wnbl kllT 
« :00pm 7:30pm 



72.2 76.4 

iichs IT knit 
2 :00[im 8 :00pm 



73.4 

knit 

5:30pm 



3.9 8.9 

VI T IT kllT 

in OOpm 8:00pm 



4.9 

walic-IT 

^ OOpm 



79.0 

wnac-lT 
10:30pm 

9.0 

wbkb 
10:00pm 



48.8 

ksdtT 
9:30pm 



72.8 33.3 



komo-lT 
C :30pm 



ksd-lT 
10 :00pm 



7 7.4 

wnbw 
10 :30pm 



70.3 

trbz-lT 
G :30pm 



27.5 7 0.8 

wMo-lT komo-tv 
6:00pm 7:00pm 



73.8 

wnbw 
7 '.OOpm 



70.0 

wbz - (T 
11 :30pm 



28.3 

kom<v-lT 

S :30pm 



70.0 

WtOplT 

7 :aOpm 



70.7 70.8 23.0 



wbbm 
S:30pm 



W(TO-tT klnR-lT 

5:00pm 6:00pm 



5.8 20.8 2.0 6.8 

«bkb klns-lT kstm iT wttit 

9:30pm 9:00pm 10:00pm 10 :00pm 



27.3 

kinir-ti: 
ti :30pm 



72.0 

n-cco-tT 
2:00pm 



29.8 

ksd-IT 
12 30pm 



6.0 

«buf -IT 
9:00pm 



38.3 

"bcn-lT 

4 :30pm 



7.3 



naam 

10:30pm 



9.0 

naratT 

7 :00pm 



HI 



'It 



niarik iparti Indlmtri nim rot lirotilciit In Ihli markrl ai of 1 7 February 1931 WTillo nel- 
«ork ihoKs arc (airly »t«l)li' frnm one miriih In an ihcr In lhi> market In «lilrh thcjr run. 
thit li tru« to a much Iriirr ciirni «llh srndlratrd thont Tlili ih uld be borne In mind 
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Show t>Te lynibols: (.\) adTenture : C) comeJ.v ; (D) drama: (K) kid shorr; (M}#«ti 
i\V) Western Films listed are s.vndl ated. half-lioor lenpth, broadcast In four of 1 
kets Tlie arrrace rtllnK 1) an unnelchlcd averace of Individual market ratlnss llli i ru 
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ally made for tv 



IK 



"Jjayton Detroit Mllw'kee Phlla. S. Fran. 



2.5 75.5 78.0 77.8 

ilo-lv ujbk-tT utmj-tT kron-tv 
30pm 10:30pm 11:00pm 10:00pm 



1>6.5 17.8 24.0 72.8 78.0 

,nlo-tv mjbk-tv HtmJ-tT wcau-tv kron-tv 
OOpm 10:30pm 10:30pm 7:00pm 10:30pm 



3-STATlON MARKETS 



2-STATION MARKETS 



Blrm. Charlotta New 0. 



24.3 59.3 33.8 



wnbt 



wbtv 



wdsu 



26.3 37.8 78.0 25.0 

wiyz-tT ntmi-tv H-cau-tT kron-tT 
7:00pm 5:00pm 7:00pm 7:00pm 



9:30pm S:00pm 10:00pra 



27.3 34.8 26.8 

«brc-tv wbtT wilsu-tv 
5:00pm 11:00am 5:onpm 



60.8 

WbtT 

8:30pm 



7.8 76.8 27.5 22.4 72.3 

hv-d Hiyz-tv wtmj-tT wcau-tv kgo-tv 
OOpm 6.30pm 4:00pm 7:00pm 6:30pm 



f.8 78.3 27.0 76.0 78.3 

Iw-d wryz-tv wtmi-tv wptz kgo-tv 
OOpm 6:30pm 12:00n 6:30pm 6:30pm 



26.8 32.0 23.8 



wabt 
6:00pm 



wbtv 
5:00pm 



wdsu-tv 
5:00pm 



ij2.8 75.5 44.3 70.0 7.3 

hv-d wjbk-tv n-tmj-tv wcau-tv kgo-tv 
30pm 9:00pm 9:30pm 10:30pm 10:00pm 



8.8 7 7.8 36.5 7 7.4 76.3 

Iw-d wjbk-tv wtmj-tv wptz kron-tv 
OOpm 6:00pm 4:30pm 6:30pm 4:00pm 



2.3 7 7.5 73.3 17.0 27.8 

Iw-d wxyz-tv wcan-tv wptz kplx-tv 
:00pm 8:00pm 7:00pm 6:00pm 7:00pm 



;3.8 7 7.5 

Iw-d wwj-tv 
:30pm 7 :00pm 



78.8 29.8 

wcau-tv kplx-tv 
6:30pm 9:00pm 



9.5 20.8 29.5 73.6 72.5 

Iw-d wwj-tv wtmj-tv wcau-tv kgo-tv 

6:30pm 11:00pm 7:00pm 8:30pm I 



28.0 36.5 36.0 



wabt 
6:00pm 



%vbtv 
5:30pm 



wdsu-tv 
3:00pm 



22.3 60.5 



wbiT?-tv 
9 :30pm 



wbtv 
9:00pm 



30.0 35.8 



wabt 
6:00pm 



wbtv 
5:30pm 



32.3 43.5 



wore -IV 
9:30pm 



wbtv 
10:00pm 



wdsu-tv 
11:30pm 



78.3 48.3 72.5 



wbtv 
1 :00pm 



wdsu-tv 
6:00pm 



42.8 

wdsu-tv 
10:00pm 



9.5 

kgo-tv 
7 :00pm 



74.8 

tpli-tv 
7;00pm 



70.3 

«can-tv 
9 :30pm 



75.3 

wwj-tv 
10:30pm 



4.8 

wcau-tv 
7:0opm 



22.3 70.9 

«-tmj-tT wcau-tv 
12:30pm 5:30pm 



o-tT 

)pm 



79,4 

wcau-tv 
10 :30pm 



7 0.3 25.0 6.0 9.0 

wwJ-tT Wtmj-tT Hfil-tv kron-tv 

11 :00p m 11:00pm 7:00pm 10:30pm 

/0.5 6.3 

wjbk-tv kgo-tv 

1:30pm 6:00pm 



59.3 50.5 

wbtv wdsu-tv 
9:00pm 9:30pm 



49.8 

wdsu-tv 
9 :30pm 



54.3 

wdsu-tv 
7 :30pm 



79.5 37.0 

wbrc- tv wbtv 
6;00pm 5:30pm 



lyzing rating trends from one month to another In this chart. 
3 last month's chart. If blank show was not rated at all in 
or was in other than top 10. 




All you need to do in 29 of the most important counties of our 
Prosperous Piedmont is seek out the nearest TV antenna. 
It will be pointed toward WFMY-TV. Navigate from there, and 
you'll be headed straight toward the favorite television 
station of a huge multi-market region where more than 
$1,500,000,000 a year waits to be spent. 

All across these Piedmont counties, with their many well-known 
cities and towns, is a humming pattern of factories and farms, 
of payrolls and prosperity, of vast selling opportunity. 
The only TV station that taps all of this potential is WFMY-TV 
— and with a degree of persuasive influence that makes it 
top choice of so many advertisers. 

Advertising-wise, you can'i get lost in the Piedmont. Not 
if you tell your story via its favorite TV station. The sooner 
you find WFMY-TV, the sooner you get your share of this 
$1,500,000,000 buying power. 



wfrny-tv 

Basic CBS Affiliate -Channel 2 

Greensboro, N.C. 

Represented by 

Harrington, Righter & Parsons, Inc. 
New York— Chicago— San Francisco 
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TV film 

commercials ^ 



...there's 




...there's 



i 



.and iher^% 

the PLUS 
value that 



professionals 
add! 



RKO PATME knows what can 
be done with film. They've 
been learning for more than 
31 years. . . . And today you 
get the bonus in RKO 
P ATI IE know-how and fa- 
cilities in anything from an 
8-second sjiot to a feature! 

RKO PATHE has a background 
dating back to the first si- 
lent pictures. .. and an out- 
look born of success that 
meets the challenge of to- 
day's fast-moving and I'a))- 
idly changing advertising 
])ietu re. 

RKO PATHE ready . . . nt your 
phone call for T\' film com- 
mercials . . . to do flic job 
ri(/ht. 



RKO PATHE, ,Hc 

" The Professional Company " 
625 Madison Ave., New YorK 22, N. Y. 
Phone: PLaza 9-3600 




{(.onlinued from pa{(e 8) 

Awards >iMnilca^t of a recent Tluirsday. I wi.«li I could have 
agreed with the eoininercial approach, since I know many of 
the people connected with hotli adverti-er and agency. But 
I'm iifriiid all I could do war^ wince as these interruptions to 
the proceedings shaped up during tlie hour and a half. 

The iiudience reaction in the Center Theatre, New York, 
where I was watching (with >ide-long glances at Dei)orah 
Kerr and Audrey Hepburn) was expressed in groans every 
tinu" a eonunercial was inserted. E\ ery time hut once. This 
was an adroitly positioned announcement which followed a 
station hreak thus easing the burden on the sales message and 
pre|)ariiig the audience for it. 

As each eomniercial followed the other, the contrived situ- 
ations became more and more transparent. WTien Paul 
Douglas said: "Lei's look in on a couple who are investigat- 
ing an Oldsniohile on the sales floor" (or words to that ef- 
fect), the ph()nin(>ss of the vignette became all the more 
phoney. 

And poor Betty ^liite, a young lady who seems to have a 
cei*tain naturalness and believahility, was swamped by her 
copy and could only appear cloying and saccharine. 

But let's face it — in many ways I think all of us in com- 
mercial tv owe a debt to Olds. It was very easy to fall into 
this trap — we all might ha\e done the same. I know I 
wf)nld have. For here was an exani|)le of something that 
looked okay on |)a|)er hut poorly on television f worst ex- 
am|)le: the eonunercial with dancers jumping in and out of a 
roadster — something tried hy most of Us at one time or an- 

otlier, seldom if e\er with succes: ne\er with so little as 

during the Awards telecast.) 

The excitement built up while the studio audience and the 
some audience awaited the announcements put an added 
weight on the shoulders of the cop\- people in the timing of 
their break-, their fre(|ueney. and. most important. Uieir 
demeanor. I'd sa)- 1 learned, thanks to Olds, that the lead-in 
to a commercial should he directness itself rather than 
artifice. ★ ★ ★ 



lA'iievs to Itob Foremuu «re welemiwd 

Do ynii ahcny.s as^rec tnth the opinions Boh Foreman ex- 
jyrcssrs in "Asccnry Ad Libs"? Hob and the editors of SI'ON- 
SOK uoiiJd he happy to receive and print comments from 
readers. Address Hob Foreman, c o si'ONSOK. 40 E. 19 St. 
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I'm In 
Business! 




KMPC "Report to 
SPOTliolders for 
1953" shows: 

GROSS BUSLNESS 
13.5% AHEAD of 
1952. 

Greatest Year in 
KMPC History. 

374 Different Adver- 
tisers on KAfPC. 

Everything sells on 
KMPC. 



more in '54 



,L ,^\ul.l!Hv*> C'^t!^^'^ JSjf^ 



KMPC AUDIENCE CROWING 

Because of ihe'e star personalities: 
DICK WHITTIXGIIILL • BILL STEWART • IRA 
COOK • JOIINXY GRAxNT • HARRY COLDER • 
BOB KELLEY • CHEF MILAXI • HAL MOORE 

KMPC WIDELY PUBLICIZED 

Newspapers • jMovie Trailers • Store Posters • 
Theaire Magazines 

KMPC MERCHANDISING EFFECTIVE 

Advertisers Enthusiastic About K.MI'C Service. 

THE WESTS GREATEST INDEPENDENT 





710 KC * Los Angeles, California 

50,000 watts days • 10,000 watts nights 

CENE AUTRY, President— R. 0. REYNOLDS, Vice Pres. & Ccn. Mgr. 

Represented Nationally by A. M, RADIO SALES COMPANY 
New York Los Angeles Chicago 
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4 ways you can use this 
valuable SPONSOR feature 

In every issue of si'OiNSOR you ivill find the handy, 
up-to-date listing of new tv station grants uhich appears 
below. Here's how this compilation can help you. 

1. You can plan campaigns far in advance by check- 



ing on-air target dates given in chart. 

2. Names of permitee, manager and rep for each 
new c.p. and station make it easy to get additional data 

3. List of all stations newly on air with commercia 
programing during tivo weeks preceding issue is Imndy 
reference list to update timebuyers. 

4. Box score at bottom of page is succinct summary 
of tv's status. Includes total number of U.S. stations,: 




S, \viv eottstrtictiott pcrtttits 



CITY t STATE 



CHARLESTON, S. C. 



MONTGOMERY, ALA. 



WICHITA, KAN. 



CALL ICHANNEL 
LETTERS NO. 



DATE OF 
GRANT 



ON-AIR 
TARGET 



POWER (KW)" 



VISUAL 



I 



AURAL 



STATIONS 
ON AIR 



SETS IN 
MARKETt 
(000) 



PERMITEE & MANAGER 



RADIO 
REP1 



WUSN-TV 2 



WSFA-TV 12 



KAKE-TV IQ 



26 March 1 Sepf. 54 32 1 71 vhf 

26 March f Oct. 316 158 1 24 vhf 

1 April July '54 316 158 1 61 vhf 



Southern Bcstg. Co. Hetdley- 
J. Draylon Hutle, pret.. Rrrd 

gen. mgr. 
Theodore D. Maybtnk, v.pj 

Montgomery Besfg. Co. __ 
David E. Dunn, Pres. 
R. F. Hurt^nn Sr.. v. p. 
H. S. Durden. »ee..tre$. 
(Hudson ii publisher of 

"Montgomery Advertiser 

& Alabama Journal.") 

KAKE Bcstg. Co. Radio 
Mark H. AdamI, pr'es. Repi 
H. E. Zoller, v. p. 
Jack Todd. grp. mgr. 



If. \cw stations on air* 



CITY 4 STATE 



ALBANY. GA. 



FAIRMONT. W. VA. 



CALL CHANNEL 
LETTERS I NO. 



ON-AIR 
DATE 



POWER (KW)" 



VISUAL I AURAL 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 
(000) 



PERMITEE &. MANAGER 



REP 



WALB-TV 10 



WJPB-TV 35 



3 April 
28 March 



112 
17 



56 
9 



ABC, 
Du M, 
NBC 



NFA Herald Publishing Co. Bum-Snltk 

James H. Gray. pres. 
Thomas Stillwagon, gen. 
mgr. 

NFA Fairmont Bcstg. Co. Glll-Pema 

J. P. Beacom, pres.-gien. 
mgr. 



Since si'onsok's 5 April 1954 issue, 
four more television station grant("os have 
reliii(|ui>he(l their coiistriiclion pi^rinits. 

CHATTANOOGA, Tcnn.. WTVT. uhf ch. 43. 

UTILE ROCK. Arit.. KRTV, uhf ch. 17 (sfofion was 
on the air ope.-ating commercially). 



Iff. /t(I([('ii([(i to itrevious listiuys 

One of these stations was on the air and 
operating commercially. This raises the 
nuniher of stations which ha\e returned 

SALEM. Ore,, KPIC. uhf ch. 24. 

YUEA CITY. Cal., KaGR-TV. uhf ch. 52. 



C.P.'s to the FCC t o C3. In addition, 
one other station which was operating has; 
left the air but retained it? permit. 

NEWPORT NEWS-NORFOLK. Va.. WACH-TV. uhf 
ch. 33 {station goes off the air but retains 
c.p.). 



BOX SCORE 



( 



U. S. stations on air, inrl. 
Honolulu and Alaska (9 
April '5 0 
Markets covered 



:;«« 



I'ast-frcrze r.p's pranted (ex- 
chuhn.s 2^ educational crants, 
9 . Iprd oJ 

Grantees on air _ 



Tv homes in I'S. (1 Jan. 

*5t) 27,500,0001 
5!t0 r.S. homes icith tv sets (1 
2it0 Jan. -54) , ^ 60%! 



•Both new e. p.'s and slttloni rolns on the air listed here ar<» Ihoie whlrh occurred between 
27 March and D .Sprll or i»i wlilcli lnr.irmiill"ii coul.l h<- ohtiTf 1 In I lal perlol. .■*iaIloni are 
eonildered to tm on tli« air xhen rommirclal operation siarn. ••I'ower of c.p i u that recorded 
Is KCC appllrailons and ami'mliiirnls «f Individual ei«nire». ♦ Informal Inn on the number of sr!s 
In tnarkris where not dfilsnaied a< belnj fmm NllC lloearrh. r«ntltis of eiilmairs from ibe 
stallooa or repi and must be deemed approiimate. (Itata from MtC Itesrarch and TUnnlnc 



I'errentatM on homel with sets and homes In tr coreraee areas are considered approximate. Ifl 
most csies. ilie represenmlTe of a radio station which Is sronted a CP. also represents the 
tv operaiion Since at prcMi me It Is ceneralljr loo early to connrm ir represeeitailonj of n 
craniees. SPO.NSOM ||sU the reps of the radio stations In this column (wbeo a radio staUoo 
been tiven the tr craotl. .NF.\: .No Oitures arallable at presstlme on sets In markd 
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SPONSOR 



In New England 
they'd rather ivatch 

WBZ-TV 




WBZ-TV 

BOSTON, Channel 4 

WESTINGHOUSE BROADCASTING COMPANY, Inc. 




WBZ . WBZA • KYW • KDKA • WOWO • KEX • WBZ-TV • WPTZ 
National representatives: Free & Peters, Inc. 



• Superior local prograinining is a big reason ! On WBZ-TV, 
televiewers find something for everyone — from lixely news programs 
like NEWS AT NOON to household hints included in PANTRY 
PLA^HOLSE — from wholesome children's programs such a< THE 
MAGIC WINDOW* to the most adult entertainment like that in 
STAPvRING THE EDITORS. Seasoned to the New England taste, 
these programs pull a surprising — and gratifying — ninnher of 
replies and sales! We'll be glad to tell \ou the full stor\ of how 
WBZ-TV covers an area of 12,390 square miles, accounting for total 
retail sales of more than 6 billion dollars. Just write or phone. 
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MATTRESSES 



AUTOMOBILES 



^l'l)\>()K: W. \\ li.-nil.-> & >.Mr V,\:\( \: Dimi 

I I K CN'-I, III^TOK^ : VV/ciJ.sm/, poiW lo In- any- 

tiling l)Ul a .^Icrjirr u/irn lln's Auf^uslti, Co., luiniluri' 
totiifuuiy ii.sed it to (Kh crli^c riKillrcsxcs. T/ir firm hoiifilil 
(I oiu'-miunic liir iletnonslrnlion iMrlii-ipalion on Stars 
oil I'arailc, a live talent rnusind j)i()^r(un early last month. 
I ml a jeif (hns after the telecast irjIiF-IT got this letter 
jroin Douglas lUirher, tin' furniture curnixiny^s ail mana- 
ger: "We are haiijiy to report overuhelrriing response 
froui our rrcerit tv spot. . . . Our records show that ue 
solil 21 uialtrcsses as <r <hi ert result of this <ul. We are 
uell pleaseil u itli the nurul/er oj neu aecou/its opened and 
the iinniediate rcf-ponse." 



\\JliF-T\, Xiif-MMa 



results 



M'ON^OK: Cc.iliran MoK.r ( a. ACKNCY: Direct 

CAI'^l LE C.\>K lIlsT()R>, : //, the end of last year, the 
sponsor had a number of ]')7^^-motlel cars held over. J lit 
neu models uere coming out and the dealer wanted tc 
sell the old ones but fast, lie bought five filmed announce 
ments adjacent to the major sporting events televised 
over the .\eH ) ear's ueekend for a total cost of S165 
\ including production costs). During the next four Jays 
the sponsor sold l() neu Fords ami Mercuries [ north 
S to.UnO I as a dire< t result of the tv announcements — an 
advertising budget of one-third of \^r. Cochran's ad 
mamiger said, "It uas one of the greatest success stories 
in the history of our advertising. . . . ' 

KSH\\-r\. Salina- l'K()(,HA.M: \nnuunc-nnents 

K\lH'^-'r\, Moiiti-ri-\ ( ■.liari--tiiin' stationi-f 



CLEANER 



sl'()N>01{,: >pH- & ^pai) Clf-aiwr'^ & Dy.-rs A(;KNr:'t : DiTfcl 
(.M'^l I.K f, ASK 111ST()1{V: Ust May, J. D. Irvine, pro- 
prietor of a cleaning establishment, was approached by 
KELO-TI with a tjuarter-hour local show every other 
ueeh. "When I was sold the tv program . , / signed th 
(ontroct . . , but / uas far from ''sobV at the time." I rvin^ 
recall.s. Hut now. he says, ".My tv show has outpulled bojh 
newspaper and radio combined . . . and has actually put 
definite and traceable cleaning jobs in my plant from 
\>oints . . . far . . . out of town. . . . Television is well worth 
the investment involved " Cost is .S'JH.oO per program. 

KKLOT\. M(,..x Fall^ PROCKK.M: Yon Pick Vra 



SALAD MAKERS 



SI'ONSOH: S;jlaclma-I.T Sale- \(,KN(,:\ . 1 )ir.-i-t 

CAl'^l KK (: \>K 11I>'I()KY: An n<lvcrtising-to-sales ratio 
of 107 to 1 that's the kind of sales return this kitchen 
appliance company got. The regional manager of Salad- 
master, Eric A. Allen, </r.scribed the results as "iimazing. " 
lie s(n'<l Snbulmaster bought one 9i)-srcon<l participation 
iinnouncemeni at 10:00 p.m. 29 January, "I'p to the 
present time, ' he reports, "the net results of this partici- 
pation have brought in over ST. 000 worth of sales from 
a SOo e.xpenditure. ' The Sabulma.ster sells for S29.95. 
F.O.Il. Dalbi.s. Tex. "iXeedb'ss to say. ' Alleii continues, 
"ue are more than gratified u uli the results." 



K l-!"^ T, >;mlii Harliiira 



I'KOCH \M: I'nrifir Thcalrr 



APPLIANCES 



sPON.vOH: 111.' Appliun.c Man 



\C.\:M .\ : llarrv W . Morris 



CM'SM.K CASK IIISTOKV H hen the spoii.sor recently 
renewed his contract for another \?> weeks, the agency 
wrote KGO-Tl' and thanked the station for "doing a 
splendid job." The agency went to say that "even though 
this has been m riot too ftiroralde a tune slot aud against 
relatively stiff competition, the success my client has en- 
joyed . . . has been excellent. Aclualh. the results of the 
show .seem to gain momentum each week. . . ." Cost oj 
each participation is Si 00. 



kOO-'l \ . >an l''r:m<'i-( (> 



I'KOCK \M: Mom.-, «iil, MalKn 



CHOCOLATE SYRUP 



J 



SPONSOH; BoMo Co. AGE.NCY: KutliraufI & H>an 

CM'sl LE CASK fllSTOKV For the past year. Bosco 
has had a one-minute participation five times treekly on 
the Ihlly Johnson show 19:00-10:00 a.m.t for S150 
ueekly. Here's how John T. McParland of the liosco Co. 
describes the results: ". . . Our connection with the Rilh 
Johnson Cartuon Club began in March 19.53 and it was 
not very long before the impart of the show uas reflected 
MI a substantial increa^se in our sales. Over the period of 
a jew days in excess of 10 months, ue have enjoyed an 
approximate \00^c increase of sales and the trend is con- 
tinuing up. liosco is now very well known in D. C."\ 



N\T()I'.T\, Wa-hinslon 



PHOGR X.M: Cartoon Cluh 



JAMS & JELLIES 



I 



SPONSOR: Mar> Kllcn Jam- & JHIi.- XCENCY: Ralph J«>dl 
CAPSM.K (:\.sK III.STOR^ • When the sponsor's jar, 
and jellies uere introduced to San Diegoans lost fall, salt 
averaged To cases monthly. Starting 22 September, t 
jams and jellies were advertised on Marj Hume's What 
(.ciokin' program with tuo announcements weekly. 
suits were so good that a lii-second chainhreak on Satur- 
day nights was bought starling 10 October. Within < 
few weeks sales jumped lo more than 500 cases monthly* 
I he cooking shoir announcements cost SlOO weekly; tJ\ 
chuinbrcnk costs S120 weekly. 



KKMIMN. --an Di.-t;,. PROCR \M: Anm.iinc. iiu-nts Chainhrealii 




We're TOP DOS 



No Bones About It! 



The PENN-N.Y. edition of TV Guide recently conducted a 
poll among its readers, asking v/hichi local TV programs 
they watch arid enjoy most. Answers poured in from 
all Northeastern Pennsylvania. WILK-TV walked off with 
ALL the top honors. The April 15th issue tells the story. 
First Place goes to WILK-TV's pace-setting early evening 
variety show, "CAROUSEL" with Hal and Nancy Berg — 
Second Place goes to the top show in local kid entertain- 
ment, "BUCKSKIN JIM'S TRADING POST" presided over 
by Jim Ward — and Third Place to the center of attraction 
for the locdl teens, "JOHNNY SOBOL'S RUMPUS ROOM". 

SMALL WONDER OUR TAILS ARE WAGGING 
WITH PRIDE! 



WILK-TV covers a large and lucrative market where television competition is 
strong. The fact that we lead the field in popularity, quality of programming and 
reception is hard-hitting proof that we can sell more of your products at less cost 
than any other station in this widespread television-conscious area. 



WILKES-BARRE and SCRANTON 

250,000 WATTS 
covering ALL Northeastern Penna. 

Call or write 

AVERY-KNODEL, Inc. 

d New York # Chicago • Los Angeles 
• San Francisco • Atlanta • Dallas 





Affiliated with both 

ABC and DUMONT NETWORKS 





x*"^!* A CM JON villi 

^Evmrsvllle^s 

first and only 

Television Station 

WFIE 

CHANNEL 62 






SELL this satid market af 130,- 
000 families whote annuat 
spendable income exceeds 675 
millian dallors. 

SELL them thraugh the facilities 
of WFIE-TV . . . Evansville's 
First and only television sta- 
tion, now serving more than 
50.000 TV homes in this UHF- 
only market. 

NBC ABC, and 
DuMONT affiliate 





agency profile 



Or. K. J J. Decliiuffe i* 



V.P., Director of Research 
Biow Co., New Yorit 



Dr. DeckiiijrerV aiKci tis-iii'i career lie;j:an wlieri he slopped teach- 
iiijr math at New ^ cjrk I iii\er>h\ iind went to work in Biow's mail 
ruuni. That was 17 \ears ajio. Since then he has huih the research 
department from zero to a 40-man creative research operation. 

■■.\d\ertisinfr research lins iiunn facets," said Deckiiiger. ''But 
thej all tr\ to >ol\e the same (jue>tion: How can we sell more ^oods 
for our rlient<? .And advertising research is successful onl\ if it 
helps advertising to do thi?. ' 

At this [)oint a little man with a large trav entered the office- spread 
a iia[)kin on the desk and put a giant glass of ice-cold I'epsi Cola 
before us (with a straw 1. ■■Con^uttler research? we asked, 

"lIos|)italit\ ." said Deckinger. 

"Cait reseaii h give a s|)onsor itidications of probable sales to be 
derived from his advertising budgetr*" SPONSOR asked. 

said l)e<kinger a|)ologeticallv . "Causations, for e.xatiiple, 
are very difTicult to estalilish. B\ causation I mean proof that lie- 
(■au>e we u>ed a certain |)rogratii or a particular comtiiercial in a 
( ertain, w a\ at a spec ific time, we obtaiti specific sales result?. Cor- 
relation that IS. the relation-hip between certain variables like high 
rating- and iJidgraiti efTiciencv — those become apparetit. But proof 
that one factor caused sale? — that s another storv. ' 

Deckinger heacb the AKF committee that is currentlv studying 
rating >erv ice-. 

■'Well have a leport out >ooti. It s on audience size measuretnent 
method-, and -cts standard- for the methods. Us purpose is to raise 
tlie level of r('>e;ir( h >tandard- in the field in general, and to remove 
some of the horrible |)re-ent confusion in so doing. The report is 
distilled from manv. mnnv hour- of hard work and heft\ thinking 
bv representatives of all -egmeiits of the industry. We hope it will 
be ciiinpletcd b\ J une." 

Dickiiiger expiessed optiiiii-m about striiles made in researcli.. 
"We de-ign oiir questionnaire better, we sam|)le better, so we get 
( lo-e (|ui(ker to the right an-wer- on how to hel|) the creative |)eople 
prepare better advertising. Hut there'- no one method for solving 
advertising re-earrli problems." 

When nut researching. Deckinger putters around the lO-jear-old 
lioii-e be bought for bis familv. "We save a lot of iiioiiey." savs he. 
"in remodelins we never do. ' ★ ★ ★ 



J 
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SPONSOR 



70% 

coBVersion 




rilNCED to I.IFI 



When you sell On WCAN-TV you're sentenced to d life of sales 
success and profit . . because WCAN-TV has been found GUILTY and 
SENTENCED to the following 3 counts: 



1 

2 

3 



WCAN-TV is guilty of having 70% conversions in less than 7 months on the air. 
It is this phenomenal conversion rate that made Milwaukee the fastest growing 
UMF Market in America today! 

WCAN-TV IS guilty of operating at FULL POWER of 212,000 watts bringing 
■ top flight WCAN-TV and CBS programming to greater Wisconsin. 

WCAN is guilty of giving the BEST TV BUY in America TODAY. 



Affiliated with WCAN RADIO 
Wisconsin's most powerful independent 

*ARB Survey April 1-7, 1954 

Pulse, Hocper Snd Dh Ella Clark, MarqueHe Univ. 



BASIC OPTIQKAl 





Represented Natianally by 
Alex Rosenman • 347 Madison Avenue 

New York, New York Mllwaukee 
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T/m' o/if I'ashttntx'tl tttuvh van lu'lp ir vtntinn'rvUils 



I clcs i»it)M cDimnfrcinU of tt»tla\ iiiid 
|iiiiitc(l adv crti^cineiit* of a Innidrfd 
N('ar> Hilt) liasc at h'n-l on*' tliiiij; in 
i iMiim'di: I lie use (jf a pretty <.'irl to 
attract altctitiou. And tlir wood cut? 
of llu' loOO'.v. are ju»l as eiiltMlainin-i 



a» Jnofiit tlav Is f iMmncrt ial-. 

\ wliole aria\ of earlv ad\crti»f- 
in 'lit* and ts |)o<;ra|)lu i- included in a 
Iw i»-s oliniie pictorial »urst'\ a»»<'iiil"lcd 
in lldiit/ljuuli of Early liiierlran Ad^ 
t(rli.\inic If. Ilic I'ook^ are In Clar- 



ence I'. HornuM<;. publislicd lj\ Uo\er 
I'ul)lication>. Inc.. Mew ork. Tele- 
\,i>ion advertiser;-, radio and U sta- 
tion jjroMiotion de|jartnieiits and others 
can UM- material in the hooks in their 
o-wn ad>. Ail the material is cop\ right 
free and <an he repr<jduced without 
ro\aIt\ pa\ ment. 

\imcd at the advertiser who wants 
to impart an old-fa>hioned flavor to his 
l»ronnjtion. the books contain 3. .500 
cutv and Iv jje faces. 

Anion<r the ad? in the set is one f(»r 
a v\a>hinj; mathine. It has this forte^ 
fuf cio-^inj;: "i.adies and <.'entlemen are 
invited to call £"111! examine it. or. what 
i? better, -end u- vour dirlv clothe- 
and te-l it." * # * 



i"Ju» Ult'ul sifstt'm: Last year SPONSOR (28 Dece.-nber 1953, 
page 34) outlined "What's wrong with the rating services? " Now, 
sonnebody has come up with detailed blueprints of the ideal rating 



systenn. To keep Its readers Infornned of the latest in the flourishing art 
of measuring listenership, SPONSOR presents The Pulse. Inc s. views on 
the "ideal racing ser/ice" in the form of this facetious mailing piece. 



BLUE PRINT^ FOR THE 

IDEAL RATING ^ERVTCe 

*PO NOTCVNFUSe MTH BW£ PtATB ANP/o/t ftXHTS 

Scale Tl Mar+ini (VD) = Z^OId Fashioneds 



WHISUB 




* HURRY.,.*! 
PEAD'.S 



Brieily . . * 

People with Iv sets don l got as mucli 
sleep as the)- did in pre-l\' da) s. That's 
one of (he findings of a stud\ conduct- 
ed hy Indiana l^iiversity. Blooming- 
ton, Ind.. made among ISO Blooming- 
ton house\vive> whose homes are 
lopped with tv antennas. Two-lhirds 
of (he women said the}' went to hed 
later since Iv. The same surve\ dis- 
cdosed t\' has not cut into a viewer s 
newspaper reading lime. Bui respond- 
ents said they read hooks and maga- 
zines only half as much as before. 
Nearly one-third of the respondents 
said they didn't go out as much as he- 
fore tv. Mealtime changes Avere re- 
])orted b\ 2\'/r. and 6.6' < said their 
<-hildren studied less now. T\ adver- 
tising is felt to be useful hy most 
housewives. About three-fourths are 
satisfied with the programing the\ now 
receive. 

* * * 

When WABD. New York's new Er- 
nie Kovocs Shoiv made its debut Mon- 
day 12 April, one sponsor alread\ 
bad been signed. Ja) Broiler Co. 
fRoto-Broill bought a quarter-hour 
segment of the nightly variety pro- 
gram. Cost of a 15-minute portion 
of the local show is about $2,500 
weekly for 13 weeks. Joining Kovacs 
from 11:15 p.m. to 12:15 a.m. Mon- 
day-through-Friday is Edith Adams 
of the Broadwa) musical W onderjul 
Town, plus a trio, a male vocalist and 
various guests. WABD's General Man- 
ager Norman Knight told sponsor that 
Kovacs was signed to a long-term pact 
involving $1 million and that the pro- 
gram has one of the biggest budgets of 
anv local New York show. 



The nation's disk jockeys are cur- 
rently telling their audiences about a 
campaign to make good music collec- 
tions available to the blind. The music 
is recorded on ordinary phonograph 
records but the records have braille 
jackets and braille labels for indentifi- 
cation. 

Sigmund Spaeth, noted music edu- 
cator and columnist, told sponsor the 
Louis Braille Music Institute of Amer- 
ica, Inc., New York, is soliciting funds 
to pay for the free distribution of rec- 
ords to the blind and institutions for 
the blind. Disk jockeys, he reported, 
are assisting in the campaign. 

Spaeth said Library No. 1 is now 
available, -Ar * ^ 




IN RADIO! 



NOW 





IN TV! 




IV 

CHANNEL B 



Wicffi!a Falls 
^Texas! 



CBS AND DuMONT 
TELEVISION NETWORKS 



Wickita df^alls oJ^e/e vision^ 9^nc. 




(fi foriiiii on yiir.vrioii.v of vnrrvnl interegt 
to tiir odvortisers and their uaoncies 



Il7i(f< slvidvs hits n/if it'li'visUm I'vccnilff matU* — 
(fii(/ whtii prttblvms i*(*iii(fiii to be solved 





Mr. Strouse 



THE PICKED PANEL ANSWERS 

//> /I/ N S//<(»J>>f, lire ;.ri-»i</<fi(, II II I»< , /nr., 
II ij«/iirif:ftiri, />. f . . 

(Jiice ue knew a 
man ulio ouncd 
ii radio >Uili()ii. 
lie .<ol(l it for 
.S2..5()(). Tluil Mil- 
lion later l)(ianie 
a basic CBS af- 
filiate; market 
\aliie: .S 1.500.- 
000. 

Then there 
were the gu \ s 
ulio had pre-freeze \hf grants and 
turned them hark in "There was no 
future for television." 

Latest mend)ers of this fraternil\ : 
The "uhf-is-no-good" l)o\s. A promi- 
nent network ollirial recenlh (piipj)ed: 
"If a \hf station faiN it"^ bad man- 
agement: if a iihf station fail>. it's be- 
cause it s uhf. W i>e words indeed, 

1 nder our competitive, free enter- 
prise s\>tem. there is ne\er a guaran- 
tee of business success. Man\ busi- 
nesses in all lines fail because of poor 
management, insullieient capital or bad 
judgment in starting the business in 
the fir^t j)lace. Most uhf failures ha\e 
been caused b\ similar reasons. Starl- 
ing a station in a market that was loo 
>mall to >upp()rt television, ^larling in 
a market lluit was alreadx receiving a 
number of "ood \hf >i<;nal>. >tartin<: 
willioul a j)lan. 'loo man\ promoter>. 
gcl-rich-(iui( k .xchem(M>. hopped into 
t\ . an\ kind of t\. an\ place, because 
Iv \sa> "a li< ense to steal." 

I)e>pite the failure- and the profes- 
sional pallbearers there are todax a 
number of highh -ucces>ful uhf >ta- 
lion>. Thc\ are doing an elFicienl job. 
oj)erating under the same rule> that a 
good radio .station operale> under: 
good programing, good piomolion 
and good selling. 

Our compau) (WW DC. Inc.) e>tab- 



b-lied a radio station in W'a>liiiiglon 
which the experts all agreed cuuldn t 
suc< ced the market wa> too crowd- 
ed. Not onl\ did we ?ucceed but a half 
a do/(Mi other stations which followed 
us into the market and had their sights 
leveled in a definite directi(jn alscj suc- 
ceeded. 

Now we own a piece of an upcoming 
uhf station (WF.M/-T\, Allenlown. 
I'ii.l. Its a good market, a big one. 
\ll of the area stations are and will be 
uhf except for the fringe signals out 
of I'liiladel]diia (and b\ the way. 
what's going to happen to fringe sig- 
nals when color comes in? I. We think 
W I'M/ is going to be successful, not 
o\ernight of course. Its j)residenl, Ray 
Kolm of Allentown. is a good opera- 
tor, lie knows his niarkel. With 
sound local jirograniing augmented by 
network shows, with good promotion 
including work with the retail service- 
men and dealers on a \ erv sound, 
planned basis, with good selling, we 
think W'FM/-T\' will su(<eed. 

The same business judgment that 
told us to go into uhf in Allenlown 
-toj)j)ed u- from going into uhf in 
Washington. Washington has four 
verv good vhf stations. What can a 
uhf station olTer that will make people 
convert V 



Ity f If/,, iirr prrsvttrni anil prniTtil 

/nnrius'T, II f, \ Sj 1*1 II yhli r'zli 

I hf. without the 
advantage of a 
five-vear freeze, 
in cerliiin specific 
niarkcls lia>- made 
some real prog- 
re>->- — while not 
spectacular. <er- 
tainb sound and 
steadv . 

In the wake of 
m a n y stations 
both u and v sulTering e<'onomic re- 
verses Itccau-e of a number of factors. 




many jjeojjie in the induslr) have 
sought to j)ut a stigma on all uhf. 
These shortsighted individuals over- 
look a number of factors. 

I hf stations, b) and large, that have 
had economic troubles, for lire most 
j)art have been in markets where there 
sim])l\ aren I enough dollars to go 
around and main of them have been 
under-frnaiiced and ill C(jnceived. This 
api)Iies to a great many new vhf sta- 
tions also. Overlooked also is the fact 
that lo vhf permits were handed back 
to the Commission bv groups v\ho had 
little or no faitb in the future of tv. 

To be -j)e< ific. let's look at the mar- 
ket with which I am most familiar, 
Pittsburgh, the nation's eighth major 
market with a vhf established five years 
prior lo the arrival of our uhf channel. 
W hat have we been able lo accomplish 
in seven months of ojieralion? 

W e have the first televised seiiedule 
of major-league baseball, the first home 
and awav schedule both from Madison 
Square Carden for the Holiday and 
National Invitation tournaments and a 
series of home games of the national- 
ly ranked Duquesne I niversily basket^ 
ball team. W e'\ e done more remotes 
in seven months tlian has been accom- 
plished in the previous five vears. W'e 
have approximately 130 clients on our 
station. W'e have basic affiliation with 
\I)C and su])plemenlary affdiation 
with CBS. W'e have the largest studio 
and were the first Iv station in the city 
to drive an automobile and displav for 
live camera demonstration in the stu- 
dio. In seven months, starling from 
scratch, we lunc. according lo the lo- 
<al surveys. 23().l.i2 sets ecjuipped to 
])ick. np onr station as of March 1. 

W'e are going into the first full sum- 
mer of baseball and it is reasonable to 
assume that this figure will he greatly 
e\j)ande(l due to the purchase of a 
se<-ond -et in the homes in so rabid a 
sports town. It is particularly signifi- 
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cant due to the fact that a nuniber of 
llie loading manufacturers have conio 
out with a now set selling under $200 
completely equipped with both uhf and 
vhf. 

It is true that uhf has had an uphill 
fight but anything new usually does. 

It should be borne in mind that it 
takes a station six months to develop 
a rating pattern. In all fairness, those 
timehu\ ers who hold a much more se- 
vere yardstick to uhf than they ever 
did against vhf are selling short their 
own clients, because what they are say- 
ing, in effect, is that this country and 
this particular market has no basis for 
expansion. 



l.OV POLLER, general manager, JT'C 1 \-TI', 

I ha V e bee n 
searching for 
over a year now, 
and 1 have not 
found a tv spec- 
tator who vs'as 
willing to look at 
a poor picture or 
program on vhf; 
conversely I have 
not found a tv 
spectator who 
did not fully enjoy a good picture and 
program on uhf. The alphabetical gap 
has been created in Washington, and 
magnified on Madison Avenue. Tech- 
liically, there are no real problems with 
uhf. Milwaukee has accepted WCAN- 
TV to the tune of 62''i conversions in 
a little over six months. 

We believe that any market having 
more than three tv stations is in for a 
rough time, whether they are v's or u's 
or mixed. Kansas City is living proof 
of that theory. Planned allocations 
did not prove too practical, and chang- 
ing the allocations piecemeal as is be- 
ing done adds to the confusion. It has 
been preached over and over that vvc 
must have uhf in order to enjoy ''a 
truly competitive"' national television 
system. If that still holds true, we 
need a quick, up-to-date inventory of 
tv in the country before we go much 
further with the allocation plan. 

There is absolutely Mo reason for 
uhf not having the same future as vhf. 
given the same opportunity. My ques- 
tion still is — is it getting the same op- 
portunity ? We don't think so. 

{ Please turn to page 153) 



Mr. Poller 




Erecisioli 
Prints 

YOUR PRODUCTIONS 
BEST REPRESENTATIVE 




CLOSE CHECK ON 
PROCESSING 

Picture ana sound results are helJ 
to tlie closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thyniatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION'S 
special developing machinery. 



YOUR ASSURANCE OF 
BETTER 16n,m PRINTS 

16 Years Research and Specialization in every phase of I6mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer. designed equip- 
ment—your guarantee that only the best is yours at Precision! 



Precision Film Laboratories — a di- 
vision of J. A. Maurer, Inc., has 16 
years of specialization in the 16mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 




PRECISION 

FILM LABORATORIES, INC. . 
21 West 46th St., 1 
New York 36, N.Y. J 
JU 2-3970 
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NESTLE ON THE AIR 

^Continued friiiii i>uge H.)) 

to LoimIom for tlie Cluroiuilion ilicii 
to I'ariN. 

"Tlio purpo-e of tlic coiitot." ex- 
W'iii^low Stct-oii, iNcscafr iic- 
•oiint ('\(viiti\(' at Slicriiian & Mar- 
(|ii('tt('. "xMi^ to {zct many J)C()Jj1(? a> 
|)(j»ilile to lr\ \eM'af(''. Ww content 
wa.-. promoted tlirou^li poiiit-of-^ale 
(lis|ila\^ ami pulled ('xccliciit n'Milt.> 
lor 11-;. 



\ iclailer (li^|jla\ cuiitiNt ran !-iiiml» 
taMi'ou>l\ . 

ill mid-Man It, when Nt'-cafc - ^poii- 
-or-liip of Kate Siiiitli ran out, the firm 
decided not l(j renew its eontra( t. The 
rea-ioniiif; : .Nescafe was out to readi a 
hroadci fainil\ audience tlian it ( ould 
with da \ time t\. '1 he aii-wer: 7/je 
JacLir CU'tt.sun Slinii , V.\i> T\. Satur- 
da\> K:()()-<J:()0 p.m. 

I o keep Ncvcafe in the ntinds of 
i'on-uitier> over tlie -iiimner. Ne-tle Co. 
particijiated in the CMS iiadio P(jwer 





YUKON STAY WITH YOUR AUDIENCE 

SUMMER ON WWTV! 

YUKON* — synonymous with gold rush since the eorly doys of Alosko 

Now there's o new gold field open to television advertisers 

Throughout this Spring, Summer ond Foil, 1,500,000 people will visit the fomous 
Northern Michigon resort-lond — which this yeor hos television for the first 
time . . from WWTV. 

You eon move with your oudience this yeor os they leove metropolitan centers 
to join the holf-million permonent oudience of WWTV-lond. 




«M um, MUM turn 



SPARTON BROADCASTING CO., CADILLAC, MICHIGAN 



I'lan fr(jm .March througli August 
Through this participation Nes- 
eate had covera<ie on more than 200 
CHS Hadio stations and identification 
with three u:30-9:0() p.m. radio net- 
work slujwte: FBI in Peace and War, 
Men Millie and Mr. Keen, Tracer of 
l:o.\l Persons. 

Late in 1*J52. when .Nestle executives 
^aw Nes( afe pales dip. the firm under- 
took a hrand preference and consumer 
-tud\. The\ found the pu])lic was turn- 
in<; from < lio( olate-hase products like 
Ne-cafe to the pure-coffee instant 
hrands. Nescafe revamped its fornmla, 
and when Nestle began its one-third 
s|)onsor-hi|j of Cleason in .March 
the connnercials plugged ''new 
MM- f pure coffee ' Aescafe. 

.Nestle Co. s investment in the Glea^ 
son show amounts to SI. 105. 000 for 
production on a 52-week basis, plus 
ait estimated S750.000 more f(jr the 
•JO-station CHS 'r\ lineup. For this 
jtrice. Ne'=cafe, like the two other co- 
-ponsors (Schick and Sheaffer Cos. I . 
gets one minute-and-a-half commercial 
for two weeks, three minutes of com- 
mercial time every third week. 

I hese commercials are integrated in- 
to the show format. Sa)s Winslow 
^totson. iNescafe a/e at Sherman & 
.Man|uette on this score: "If \ou're 
|jay ing a high price for a top person- 
ality , vou get maximum \alue from 
your investment h\ getting this per 
-onalitv s endorsement of the product." 

Sp(xifically .Nescafe likes tv because 
of its demonstration value (the com- 
mercials show the family how fast and 
casih a cup of Nescafe can be mader 
and its merchandisabilitv (.Nescafe 
stresses heavv point-of-sale displav and 
promotion I. At the time Nescafe 
bought Gleason he was already a pop- 
ular comedian with a family-appeal 
show format and a solid rating (in the 
•'^Osl. which has maintained. 

In fall 1953 Nescafe again ran a 
consmner contest. Some SIOO.OOO in 
cash was given to contestants who 
he«t completed a jingle about Nescafe. 
This < onte.=t. amujunced on the air for 
two month*, pulled satisfactory re^ 
spoiise. 

.\gain the reasoning behind this con- 
test vsas twofold: 

1. To get new customers for Nes- 
cafe, as well as pro\e the \alue of the 
re\ani|>ed product to old customer.-. 

2. To get extra displays from chains 
and leading independent grocers. Sher- 
nuMi ik Marquette furnished life-size 
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WDAY-TV 

FARGO, N. D. 

NOW ON 

FULL POWER 

(UP FROM 13,000 TO 65,000 WATTS) 

AND CARRYING 
PRACTICALLY 

ALL TOP-RATED 
PROGRAMS 

FROM 
ALL 4 NETWORKS 

(AND LEADING FILM PRODUCERS)! 

Affiliated with NBC • CBS • ABC • DUMOHT 

FREE & PETERS, INC., Exclusive National Representatives 
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cutout* of (ilca^oii to till" (li*tril)ut()r"> 
(liiiiiij; the mil of the coiiti-^t. 

• XlIctlltT filNoiitl- Nl-«l|r lih'tliod of 

atKi'iti^iiif; i< tliroiijili fi <-i'-*;ihi|)le of- 
fer'. \c«''iif('' iiiti'txIiHcd ;i ■■|)ro\('- 
it-\<)iii»i'lf" (;iih|i;ii^n in Sc |)teiiil)er 
I'/'.'l tv iiiitl iiiajr;i/iin'». One |);ir- 
ticiikii (^Icii^oii ( uniincK iai la>t fall 
ufTcrccJ \ie\\<'is a |)a< ka;;e willi four 
iii(li\ idiial «(i\iii<>v of Nescafe free, 
llii* one ( uiiiiiici ( iaI f»iille<l 23,(H)() 
j)ost(ai(U witliiii a <la\ out of New 
^ oik (^it\ alone. 

Nocafe > <-o|j\ tlieinc lia* Itecii eon, 
si>teiil in all media >ince \Ia\ 1933: 

"New !()()' J jjiiic N(»M afe CofTe<' 
guarantees better (la\or l uji after eu|j.'' 

I liis theme a|)|)('ars in Nescafe's 
print a(l\ ertisiiif; full pafie hlack-and- 
wliite as well as foiir,<-olor ads in Lije, 
Lnoh, Luilies' lloiiie Jottntul, (iooil 
I/uttaeLrciiiitii and the store hook-. It 
also ;i|)|)ears in Nesi afe's d;jil\ newspa- 
])ei atKertisiiifr. usuallx l>lack-and- 
white and some two-color 1 .OOO-liiic 
ads. 

Spot t\ is used priniariK to sii|j|)le- 
uient (Meason eo\eraj;e. (Jn the other 
hand Slierman & Mar(|uette stre-st-s the 
\alne of sjjot radio in ( 1 I reathini; 



an entireK dilTerent audieiK e fifuii the 
t\ audience; (21 luinjiiiifi con^umer- 
tlie "new*' aspect of Nescafe. 

W hen re«iilar loflee prices sk\roik- 
iMed in winter I')")!. Nescafe iminedi- 
atcK went fnll-f(»rce into ^\n>\ radio in 
e\er\ major market in the countr\. 
I his cainpaifjn was (Ik- most inteiisi\e 
spot campaign on iiide|)cndent -tations 
in radio hi»tor\ : On WNICW. New 
^ ork. alone Ne»< afe phi< ed IT.} inin- 
nte aimonncement* a week at .$6. ()()() 
weekK. I he ram|jai^'n has c\|janck'(l 
sin< e Jamiarv int(j more llian M) ma- 
jor markets, with man\ independents 
a* well as network alliliales fair\inf; 
^(hedules of 1 00 announcements and 
more (»a( li week. 

Tlie^e f onnnercial - start with a jin- 
}ile stres^inj; flaxor hut are followed 
with a linieK llard-hittiiif: |)ilch com- 
paring: regular coffee prifcs witli in- 
stant coflee. Campaijin wa* placed in 
Januar\ on a l.'i-weck hasis. 

.Nes< afe s radio effort is of the shot- 
{iun \ariet\. aimed at a maximum adult 
and lei'u-a^e audience. The a<ronc\ has 
heen |iu\in}; sports, <l.j.. news adja- 
cencies. a~ well as lo<al and rejiional 
ladio itersonalilics. This piice l>roail- 



-ide is intended Vu hit the entire fam- 
iK. 

1 he Glea^on show, oU the other 
liaird, i» aimed more specifi<all) at 
the \ounjier housewife, although Nes- 
tle Co. <loe-n*t iliscuuiit the im|jortaiKe 
of men and te*.'ii-af:ers as |)otenlial in- 
stant ( offee consumers. 

Nescafe s leadiufi competitors in the 
field are af;firessi\e advertisers: 

General Foods liislani MaxueU 
House Coffee sjjonsors The Red Hut- 
ions Shou, Cli^ r\*, Moiulays 9:.30- 
10:00 |). in. (through Benton & Bowles) 
at a .?22.000 weekly produclioj) cost, 
and The Second Mrs. Burton, CBS Ra- 
dio, .Moiidav -through-Friday 2:00-2:1.5 
p.m. (-haring the |jrograin with other 
General Foods |jroducts ) at a S3. 000 
weekK production costi 

Standard Brands^ Instant Chase & 
Sanborn, on the market since 1946, 
had onl\ one experience witli network 
t\ : one 1.5-ininute j)articipation week- 
K on iNBC T\ "s Garry Moore Show 
in 19ol. Since then the brand has l)een 
ad\erti»ed \ ia spot radio and tv in 70 
or more < Itiesf. as well fs with lieav\' 
print schedules. 

Borden's Instan-t Coffee was also in- 



Strong Pull 




. . . keeps viewers tuned to 

KMJ-TV 

FRESNO • CHANNEL 24 

the FIRST TV station in 
California's San Joaquin Valley 

KMJ-T\' pioneered television in this important inland 
California market. The strong pull of top local pro- 
gramming plus NBC and CBS network shows continue 
to make it this area's most-tuned-to TV station^ 
KMJ-TV is your best buy in tlie Valley. 

Paul H. Raymer, National Representative 
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Inj(lu< I'd III \^J](t, and finm il^ liirtli 
\\;i> tliK iiio^l ;iir-<oii'«( i()U>« of tlie in- 
( olTi-ev. In l<J.'i2 ( tin oiifili l)CSS» 
lliis hriiiul l)c'j;;iii spoiiMjriii}^ Tri.-i\\ui\ 
Men in let inn, W\C. T\ . Tliiir^«lu\ s 
p.m. It still v|j,,ii-.,,is llii> 
profiniiii willi :i .'^2— Uilioii lineup, al ii 
\s«'ckl\ pi tidiit tioii t ()>| i)f SI 7. •>()() 
wliii li i^ lionic l)\ Hordcii Cn. prudiK Is 
idUilcd 1)11 tlif sliow. 

Ci-ncrnl Foods' liislaiil Sankn, a ciif- 
fciiu'- free instant cullcc. (•()ni|)L't('s iiioic 
ilirci tl) witli N('s( af('''s Dcraf ( tlinfiigli 
DaiH er-Kit/{:('rald-Suiii|)li' I . Saiika's 



air ad\ertisiiij; \\a^ t<'ndod toward fnt'- 
iiiiniitc n('\\s<*a>«t< in lop iii<|littiine nt't- 
wurk adjai encics. 

Hc^ional hrainK likr l-"(df;«>i's In- 
^lant (lolli-c on tin* West Coa-t and 
Klilrr's Instant (Jolloc on the Ea^t 
(!oii>-l are conlciiili'i s in tlieir o^\ii dis- 
trihutioii aii-as. I licir ad\t'rti^in|:, j:cii- 
eralK, li-ans toward ln-avy m'w^papiM 
and spot radio and tv. 

In .\hi\ l";.)2 Xc-tle C(i. (tliroufili 
Slicriiiaii ik \Iar<|ii('ttr I iiitrodiM cd an- 
otlifr l)raiid of instant rolfee Nestles 
Instant ('ollce. 1 lie reasoning ludiind 



iiitrodu<'tioii of a brand that may 
t'\eiiluall\ he nati(jiially tompptili\e 
with \pstlc'> own Xescafi'? 

Don Cad\ explained Xeslle's pol- 
i( \ lliis way to si'OxNhOK: 

" l lie Nielsen Food and Drug In- 
de\ ^fiows ifial ikj single hraiid of cof- 
fee e\er lield more tlian 2.5' v of any 
])artii-ular market. I o streiijitheii the 
Ne-tl«' Co.'s position in iiidixidual 
markers as well as iiati<jiiall\ . we in- 
troiliiteil tlii> new. ini|)roved Nestle 
Instant Coffee. Actually, we don't feel 
that i] will eompete with our well-e;;- 
tahli^hed Nescafe as much as with oth- 
er hraiids. There will always he con- 
sumers who jjrefer Nescafe to N'estJe 
Inslaiil Collee and \ ice \ersa." 

At the ageiic\. Nt^tle Instant ColTee 
i> handled eiitirel) se|)aratel\ from 
Nescafe. W illiam Geoghegan, execu- 
ti\e on the Nestle Instant Coflee ac- 
count. ex|jlained that the ad\ertising 
stress ill all media is uj)on flavor, 
'i'rice.' he says, "is an industry proh- 
leiii. ^ilu•e we have limited distribu- 
tion at the moment, and a more lim- 
ited budget than the older brands, we 
stick to brand selling and a -strong 
fla\ or pitch. ' 

.Nestle liislaiit Coffee's budget has 
increased by some 50'? annually since 
the brand's introductory campaign in 
s|jring 19.52. The budget in 19.54 di- 
\ides this \va\ : 60'!. in priiil media, 
40' f ill radio and t\\ 
I lo date the brand has dlstributioit 
I ill the following areas: Michigan, Mas- 
sachusetts, eastern Penns\ 1\ ania. New 
Jei.se\. Rhode Island, northwestern 
New York, iuetropolitan New York 
and southern Connecticut. 

T\ ii being used in New York, Phil- 
adelphia. Boston. Detroit. Rhode Is- 
land and Buffalo: radio in .Michigan. 
Pemi^\ Ivaiiia (except I'hiladelphia .) . 
Massachusetts. Both air media are 
used on a \ ear- round ba.«is with av- 
erage radii) frequency exceeding 15 
aiiiiounceineiits a week per market, 
average t\ frequciic\ exceeding five an- 
i.ouncements a week per market. 

Demonstration of NlC s quick. eas\ 
solnhilil) is the mainstax of .N'lCs tv 
coiimieiciaK-. Whether film or live, 
these coiniiiercials usualK show' two 
cold glasses of water. 1 he announcer 
|)Uts a teaspoon <if NIC in one glass, of 
another brand of instant coffee in the 
other nla-s. NIC mixes with the cold 
water \ isil)l\ fa.-ter than the unidenti- 
fied brand with which it is compared. 
I he < (»p\ theme: "Now- a foolproof 



OVER 100,000 SETS . . . 




50% SATURATION 

VViM>Y. the bright spirit of TV in Central Kansas, 
can hardly bolieve liis oycsl Now... more than half 
the homes in the KTVH area have TV*. Besides, a 
recent Pnlse report shows KTVH has 15 nifflit-tinie 
and 10 multi-weekly shows with top ratings. A 
golden opportiniity awaits you at a KTVH sales 
office in Wichita or Hutchinson. Studios in Hutchin- 
son: Ih>wvi{i) O. Pkikk.son. General Manager. 



CHANNEL 

12 



KTVH 

HUTCHINSON- WICHITA 



VHF 
240,000 
WATTS 



CBS BASIC -DU MONT -ABC 
REPRESENTED BY H-R TELEVISION, INC. 

COVERS CENTRAL KANSAS 
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says CIiol Sl«i,vli:iii;>li 

of ]>lorse liitoriiatioiial. Inc.. 

"sliows iii<;(Miiiity in '(]i<;<;iii<^ 

out' and coojM'ratiou in 'working- out' 

sclu'dules tliat meet niy clieuts' 

retiuireinonts. He docs not nici-ely 

sul)niit a cut and dried list 

of availabilities. 



specialty is 
working for niaxinuini 
client effectiveness. 
Thixi means di.uging 
out best 
availabilities. 



JEPCO knows ho« the wind blont 




RADIO AND TELEVISION STATION REPRESENTATIVES 



NEW YORK • CHICAGO • MINNEAPOLIS » DALLAS • LOS ANGELES • SAN FRANCISCO 



Local acceptance? 

126 local accounts 
signed in six weeks! 



* Names on rcquesi 



WWOR^TV 



WORCESTER 



MASS. 



There's more to he seen on ehannet 




COVERS PENNSYLVANIA'S 
3ril LARGEST MARKET 



pipeline to^up customer"'? TOind 



Erie 



•Pittsburgh 



WILKES-BARRE / /' 



• Hamsburg 

Philadelphia 




SCRANTON- WILKES-BARRE 





SCRANTON, PA. 

ABC TELEVISION NETWORK 

Anienno: 1244 5l. Above Averoge Terroin 
333 Modison Ave., Scronlon, Po. 
Hole! Slerling, Wilkei- Borre, Po. 



ill 



KapraMfiM Nolionoffy by 
GiOKGt f, HOlUHGteitY CO. 




a three jingle 
audition record 
made just for 
<~- — .^you for only S75 
Hollywood S-6181 
6000 SUNSET BOULEVARD HOLLYWOOD 28. CAL. 



colTce- . 

\e.>.ll(' Co."- network l\' show, 

l)e>i(le 77if Jarkie Clcason S/wu; is 
S[iarr Patrol for Xe^lle cliooolatc liars, 
l\\ crlvend) Cocoa ami \'estie".s Quik. 
Thc-c three iiroducts. as well as Xc.^. 
tle'> Sciiii-Swect Clioeolate Morsels. 
Nettle's Cookie Mi.\, \estle"s Hrown 
Craw and \estle'- White 5aut<% arc 
handled l)\ Cecil & Preshrcx. with 
John |}('rc«ifor(l a.< accouiU executive. 

Tlic chocolate hars. \estlc"s f)uik 
iMid l".\<'rKead\ Cocoa hegaii sjjousor- 
-hij) of SiMirr I'a'rol, ABC T\'. alter- 
nate Saturdays 1 1 :()()- 11 :.30 a.m.. on 
16 January ly.)4. On 3 April 19,5 1- 
Nestie's (,)uik and Nolle chocolate har.^ 
al>o undertook >|jonsorslii|) of the ra- 
dio \er>ion of the .-how: Space I'alrol, 
ABC Radio, allernate Satnrda)s 10:.30- 
1 1 .•()() a.m. Ral>ton-Purina .-ponsors 
alternate weeks on holh radio and t\ . 
The projirain originates in lloll\wo(j(l 
with a .il-slation t\ lineup, 358 radio- 
station lineup. Nestle s t\ contract ex- 
tends through 3 July l'J.S4; radicj ends 
2.1 June. 

Says John Bere-ford: "The radio 
and Iv version- are handled scparaleh. 
with different stories and difTercnl 
east*, except the star of the show. 
Ihereforc. we not only reach a niaxi- 
niuin kid audience with our radio and 
t\ co\erage. hut we may reinforce the 
impa< t of each \ ersiou by having some 
of the same audience tune in to both 
stories." 

The |)rograms are aimed at \oung- 
-ters between aires four and 13. though 
the major group of kid listeners falls 
into the six-to-12 age groujj. The agen- 
cy estimates that some 2.5*^"? of the 
audience arc adult?, though program 
appeal i- three-to-one in fa\or of kids. 
I The -liow had a 23 .Nielsen rating in 
Jannar\ -Febrnar\ a significanlK high 
st ore for a morning program. I 

Scri|)t requirements are rigid in or- 
der to in-ure parent a|j]jro\al: (ll no 
one is e\er killed on Space Patrol: ( 2 I 
criminals are rehabilitated in tbc "rc- 
habilitatiou (enter." Don Ca<l\. Nes- 
tles head of ad\ertising. was in Cali- 
fornia at spdNsoK*- pre>.-time to con- 
fer with the producers and writers of 
(he pioL'iam. to make sure that the 
general atmosjdiere of the show will 
continue to follow the aforementioned 
standards. 

Here's Ne-tle- counnercial tecdr- 
ni<]ne: 

I. Hero of Spare Patrol. Buzz Cor- 
r\. ernlor-e- Ne-tie products in inte- 
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Another 

WSM 
package show 
delivered to 
the Network! 



Wheii the makers of d-CON products 
wanted a strong, eflfective, unified 
medium to sell the entire nation, 
they took a familiar step: 

They turned to the field whose 
national popularity is rocketing 
fastest — country music; to the top 
folk music talent pool — the cast 
of WSM's Grand Ole Opry. 

So NBC listeners coast to coast are 
now hearing at 9 p.m. every Saturday, 
right after the network portion of 
"Grand Ole Opry," the "Country 
Tune Parade," starring Ernest Tubb, 
Goldie Hill, and famous guest stars 
from the Opry itself. 

When your product is ready to ride 
a network, contact WSM for a 
sure-fire salesmaking package show. 
More specifically, contact Tom 
Harrison or any Petry Man. 



Nashville 
19 APRIL 1954 



WSM 



Clear Channel • 50,000 Watts 
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•iratt'd ('oiMiiicrcials. 

2. \\ rite-ill premium^ arc conlinu- 
(iii>l\ oilfit'd on tiu" ail to make sure 
tliat tlic autliciit e will lu tiialK tr\ Xe>>- 
tl('' ])rotliitt>. I'rciiiiiiiiix raiijjp from 
])l:i>tic rtx'kcl >«lii])>« to plastic space 
»lii])>. 'Hicxc M-rvc ii> \alual)le nier- 
cluiinlisiii^ t()()l> for llic trade. 

M\(MR('ad\ Ct»< oa. one of tire .Nes- 
tle products ad\ertised on llie l\ \er- 
sion of SiHicr I'aliol. concenlrates its 
entire hndjiit in tv. Pliis produ<t (a 
UK oa powder for hot instant cocoa I 
is a(l\ertis(Hl more liea\il\ during tlie 
winter iin>iitli><. The main commercial 
pitch is that kids like a hot drink at 
hreakfa-t just a.^ adults do. Before its 
t\ >*pon-orship, F,\erHea(l\ adxertised 
niaiiiU in < omicp. 

\('-tle Quik, a cocoa powder for 
in-taiit < t)ld cocoa, spend* 50% of its 
lnid<;et in radio-l\, .")()' , in comic? and 
>unda\ sup|)lements. Ouik commer- 
cial-i stress how eas\ the drink is to 
make and how good il la^tcs. Quik 
take- o\er most of IC\erKead\ - com- 
mer< iai time during spring and carh 
summer. Togclher, ihe-c two Ne-lle 
instant cocoas dominate the cocoa in- 
du>tr\ . 

The major share of the Nestle choco- 
late liar hudgel is in air media, with 
some Suii(la\ i^upplcinenl ad\ertising. 
Nestle s major comjjetition in the choc- 
olate bar field is llershe\. who domi- 
nates chocolate har retail sales, strange- 
l\ enough without an\ advertising at 
all. Ueastni for llerphe\'s lack of ad- 
vertising: most of its sales are in bulk 
chocolate to caiuly manufacturers rath- 
er than to consumers. 

Ne-lle's pre\ious network tv experi- 
ence for these protlucts had been its 
sponsorship of Mr. 1. Mapnation. 
CBST\\ from September 1950 through 
June 1931. Despite lieav\ parent or- 
ganization and teacher endor.-emeut. 
this show did not prodn<e results to 
warrant renewal after 39 week-. 

From that time to date the products 
were advertised through participations 
on local tv kid shows, full-page ad? in 
IJfp. Loolc and other national maga- 
zines as well as spot radio .schedules. 
Comic- got a large percentage of their 
budget during this |)eriod. 

The onl\ Nestle product, also ad\cr- 
ti-ed on Sjtari' I'alrol. which gets fur- 
ther -pot t\ -upport i- the choctdate 
bar. Ihc-e bars ha\e been ad\erti-ed 
in a hca\ A t\ I.I), campaign in New 
^ ork oiiK since 0<'t<)ber 19,').H through 
April 1951. The I.D.'s consist of a 



mu-ical jingle >tarriiig a little girl and 
end with a plug of Space I'alrol. Placed 
near famiU -appeal programing be- 
tween t):30 and 10:00 j).m.. these com- 
mercials ran at the rate of 10 a week 
during the first three months of the 
New ^ ork campaign, fi\e a week dur- 
ing the la-l three months. 

Nestles Semi-Sweet Chocolate Mor- 
sol- and .Nestle s Cookie .Mix were in- 
troduced 15 )ear-. ago on the Yankee 
Network b\ Marjorie .Mills, a woman 
( oimnentator. Both products are cur- 
rently placed on tv and radio daytime 
< ooking shows through Cecil & I're.-* 
brev. 

1 he«e product- are consitlered to be 
promotional items (for making holi- 
day cookies) and are therefore adver- 
tised seasonally. 1 he main |)art of the 
budget goes into women's magazino 
and Sunday supplements, but radio 
and t\ -pending is hea\\. 

Since the rural areas of the l'.."^. are 
of major importance for Ixjlh prtjd- 
ncts. Cecil & l'resbre\ has bought re- 
gional network- like Yankee Network 
in New England and Don Lee on the 
W est Coast, both of which have exten- 
-i\e -mall-town co\crage. The Ke\- 
■tone Network i- used regularly by 
Nestle for these two products beiause 
of its wide co\erage in small-town and 
rural areas. Nestle currently uses 7V/c- 
tpst Quiz Program on Ke\ stone. 

On women tv participation shows 
these products usualh bu\ two partici- 
pations weekly in one show per mar- 
ket. Radio partici])ations run in ihree- 
a-week schedules per market. Nestles 
Semi-Sweet Morsels retail at 23c. 
Cookie -Mix at 37c. The advertising 
biulget for these two products approx- 
imateK equals Nestle spending for the 
three Space I'alrol products. 

Decaf. Nestle Co.'s "97% cafleine- 
free" instant coiTee brand, is advertised 
through Dancer-Filzgerald-Sample. Ex- 
ccuti\e on this account. Chester Birch. 
-a\s that this brand's major competitor 
i- General Foods' Sanka. Decaf s cam- 
paigns. howe\er. are still in their in- 
troductor\ stages. The acconnt started 
with D-F-S in spring 1953. has since 
been advertised primarily through 
dail\ iiewsjiapers and luiiuile late nig ht 
t\ announcements, on a 50-50 basis. 
\\ omen |iarticipation shows on radio 
are used in those nnirkets where the 
women radit) |)ersonalities are strong- 
er than nighttime adjacencies. 

\\ illiam Cory is l)-F-S atcount ex- 
ccutixe on four other Ne-tle Co. prod- 
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KRNT-CBS 



in Des Moines 




KRNT is the Hooper leader morning, afternoon, and 
evening (and has been for years!). In the morning, 
KRNT leads with an audience share of 48.8%- In 
the afternoon, KRNT leads with an audience share 
of 50.4%' In the evening, KRNT leads with an 
audience share of 41.8%. (Des Moines Hooper 
Report, Feb., 1954). KRNT is the only Des Moines 
station that can talk Hoopers! 

^aodc Scuf became: 

KRNT is the station with the stars . . . CBS plus Don 
Bell, Iowa's favorite disc-jockey . . . Bill Riley, long- 
time popular emcee with the great new mid-after- 
noon participating show . . . Smokey Smith, Central 
Iowa's most popular Western and country-music 
star . . . Elizabeth Clarkson Zwart, veteran Tribune 
columnist with outstanding morning "radio column" 
. . . Al Couppee, Iowa's "Mister Sports" . . , Al 
Rockwell, late-evening music authority. 

KRNT is the station Central Iowa depends on for 
news. Everyone knows such names in news as Russ 
Van Dyke, Paul Rhoades, Don Soliday, Tribune col- 
umnist Gordon Gammack, and Mac Danielson. It 
takes a BIG, FULL-TIME staff of professional news- 
men — with "beat" reporters — to run the NEWS 
CENTER for Central Iowa. That's why any KRNT 
quarter-hour newscast is the most-listened-to news- 
cast in Des Moines! 



KRNT is the Know-How, Go-Now station in Des 
Moines . . . the only Des Moines station which builds 
audience through a daily newspaper radio col- 
umn, as well as display advertising and many 
other promotion features . . . the showmanship sta- 
tion affiliated with KRNT Theater, world's largest 
legitimate theater . . . the station which has one 
rate for everyone, with no PI, no deals. 

REPRESENTED BY THE KATZ AGENCY 
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The magazine you can't do 
without. Simply fill in the 
coupon below and mail today. 
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40 E. 49 St., New York 17, N. Y. 
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iK-ts: Ncstca fziii iii-taiit leal. Vlaj.'{;i 
scasiiiiinf: and bouillon cuhes. the four 
llavors- f)f \(>s.ll('> |)arka;:e -ou])-, and 
.Swi^s. K.iii<;lit (Jic<'>.e. 

\(-<t''a \va« introduf I'd tlir <iu^li 
Nccdiiairi. L<iui- ik l'r(irli\. ( Jii< afio. 
al)oiit three \(>ai> a*:'), in ^|)riiifr 1953 
the account iiicncd to D-F-S. lis bud- 
get i> |)rimaril\ in spot \s. miiiatc and 
2n->c< (jrid parti* i|)atiori* on <la\tinic 
women's sliovss. .'sonie 20' r of tlie 
iMidfiet jioes into spot radio and i;'"\v«- 
papiT ad\t'rti-iri<r. Nestca < unciith iia- 
di-trii>utioii ill IT market-: ^ ork. 

i'liiladdpliia. Baltimore. \\ tisiiinf:ton. 
\tianta. Miami. Ja< ks<tn\ ille. i ampa. 
"^t. Loui-. Dalla-, Tort Worth, Hous- 
ton. Cleveland, Columbus and {icner- 
all\ tlirou<j:lioi]t Ohio and Indiana. 

I lie major competitor of Nc-tea is 
;i Standard Brands product: lender- 
leaf, al.-o not set nationalU di>tril)Uted. 

Higfiest ad\antage of iu>tant teas is 
in tlie making of iced tea. since it h\- 
pnsses tlie l)oiliii<j[ and then i( iii>: stage. 
This means that Nestea's Iiea\iest ad- 
\ertising seasons are spring and sum- 
mer. Copv theme, (jf course, is; "Re- 
fre»hing tea in >econd-. ' 

lleres an example of a 2()-se<ond 
Nestea t\ commercial: 

Announcer: "Look good? Make re- 
I resiling i( ed tea in sei (ii)(|> w ith 
\eslea Instant Tea! One teasjmon of 
\eslea. a half-inch of hot water. \o 
slirrinfc. Nc^tea dis-ohes instantly. 
\(l(l cold water, then i( e. \hhh! 
Sparkling, refreshing iced tea. in sec- 
onds, with Xeslea Instant Tea!" 

This coimnercial shows an attractive 
glass of iced tea with lemon and a mint 
leaf, riieii the glass dissuKes into a 
( iosenp of a \estea jar. and the re- 
mainder of the commercial -hows a 
woman preparing a gla— of iced tea. 

Nestles package -oups were intro- 
duced on I March 19.VJ. The\ arecm- 




a s|)e(:ialt\ 
ac<<)unt in 
high-priced 
package of 



rently being tested in Binghamt(jn and 
.^^yracusic via spot tv and newspaper 
advertising. Retail cost of the soups 
is competitive with Li|3ton's,. at 15c- 
per package. 

Swis- Knight Clice.-e. 
( liee-e, he<-ame a D F-.'s 
spring 1953. RelativeK 
(39c to l-k" retail for a 
»i\ |3ortions). it has distribution pri- 
iiiaril) on the East Coast. Advertising 
budget is di\ided between small black 
and white ads on food pages of dail\ 
newspapers and minute participations 
on davtinie women's radio shows. 

\laggi seasoning, also through 
I)-F-S, is sold nationally but inainlv 
to such institutions as restaurants, ho- 
tels (in Xew York, the Waldorf-As- 
toria uses it). This product, virtually 
unknown in the U.S., has long been a 
staple in European households. I{ea- 
son: constant and ample supply of 
fresh meats in this country. Part of 
the cause for Europe's generally more 
spicy and bigbly flavored meat dishes 
throughout the past three centuries has 
been economic. Since there's no abund- 
ance of food (and e\en in food-pro- 
ducing countries, distribution is tra- 
ilitionally so unequal as to challenge 
the culinary skills of the masses), Eu- 
ropean cooks have always done their 
best to enhance the flavor of jjoorer 
( uts of meat. In the U.S., .Maggi -s ad- 
vertising is aimed directly at profes- 
sional chefs who are schooled in the 
use of seasonings. The budget goes 
into specialized hotel magazines. 

Xestle's bouillon cubes Avere intro- 
duced on a limited test basis in 1951. 
The product has scattered East Coast 
distribution. Currently it is being re- 
ex aluated from a product standpoint, 
and ad\ertising plans lie dormant. 

Expansion of the Nestle line into 
man\ new package food products got 



CBS TV research 
shows over 40% 
penetration 
by KRBC-TV 
Abilene 



Represented nat-ionally |yy 
JOHN E. PEARSON TV Inc. 
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inlo full swing iti the j)ast two years. 
Nestle executives are » iosc-:r.outhecl 
when questioned about sales fisures. 
However, growtli of Xestle's advertis- 
ing budget gives sonre indication of the 
firni's expansion. 

Here are PIB figures for Nestle 
spending in national nicdiji during the 
past two years: 



Maga/inrs . 

NcuspapiT supplements 
Network tv 
Network radio 



I9r,2 1053 
$ 737,727 $ r>!) 1.287 



319.030 
151.375 



547,428 
830,823 
348,411 



lO'I AI, , Sl,211,132 $2,416,949 

These figures reflect the growing iiii- 
portaiice of the air media in Nestle Co. 
thinking. Network radio and tv spend- 
ing increased close to eight times in 
1953 over the previous year. 

Originally founded in Switzerland 
h\ Henri Nestle in the i860's, Nestle 
Co. began nianufacturiiig milk and 
a baby food line in the U.S. for Amer- 
ican consumption in the 1900 s. To- 
day, Nestle Co. headquarters in Whi;e 
Plains, New' York, has 12 plants in 
the U.S., employing 3.200 persons. Ma- 
jor regional sales offices are located 
in eight cities throughout the U.S., but 
advertising and sales strategy is for- 
mulated at the White Plains Hq. 

Company policy, in U.S. as well as 
in the 30 other countries where the 
firm has factories, has always laid 
stress upon quality products, although 
its consumer line is competitively 
priced in the U.S. Nestle bulk products 
(chocolate coating for candy manufac- 
turers, syrups for soda fountain and 
other institutional sale), on the other 
hand, are reputed for quality and are 
high-priced. Nestle's institutional line 
is, of course, not advertised through 
mass media. 

Nestle Co. expects to continue its 
expansion in the package food line and 
is likely to continue forging distribu- 
tion and sales through heavy use of 
tv and radio. -k -k -k 



MENNEN ON RADIO 

{Continued jroin page 37) 

iiig sj)ccialrzed local pressure as tiie 
need rctjuires in today's vcr\ fluid mar- 
ket conditions. 

^fenneii s experience with tcle\ ision 
has been an interesting one. .As a mat- 
ter of fact, this company wa» among 
the first to experiment with various 
television techniques. .Also, today the\ 
are in approximately a dozen markets 
on a sjjot basi>. The) have, at various 
times, sponsored network slicyws and 
are curreiith considering the use of 
I U's. 

Colsoii sa\s that a coinpan\ like liis 
must be acuteh conscious of the period 
by period changes reflected in the Niel- 
sen Food and Drug Index Figures, 
sales force coiiiiiients and agenc} re- 
search, and, as a consequence, seeks 
to keep their media buying. coj)\ 
themes and advertising pressures flexi- 
ble to meet requirements. He admits 
that, although it is prett\ hard to pin- 
point advertising results, they do at 
all times attempt to continue only such 
advertising as actually demonstrates it- 
self at the consumer sales counters. 

To test individual radio stations 
(and other media, too). Alennen fre- 
quently ofi^ers a premium — perhaps a 
shave kit for a quarter. This isn t the 
final answer by any means, but "it 
ffives an indication of the value of one 
station over another one: it s an indi- 
cator of a station's vitality," says Col- 
son. 

Mennen s spot radio history goes 
hack at least 25 years. In fact some 
stations have been used nearly that 
long. But ]\Iennen s intensive spot ra- 
dio use is miich more recent. As for 
network radio, here s a brief sum- 
mary; 

For the first four months of 1932 
IMennen sponsored Freddie Rich's Or- 
chestra (with Irene Beasley) on Thurs- 



Put Action In Your TV Slides! 




ZOOMS 



ROLLERS! BURSTS! 



ANIiMATED SLIDES 




SPINS! f FLASH WORDS! 
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Your Best 
Buy to Sell 
The Rich 
Pittsburgh 
Market 



Every day more and 
more advertisers are 
learning it's good 
business to sell 
America's eighth 
largest trading area 
through WKJF-TV— 
Pittsburgh's pioneer 
UHF television sta- 
tion. That's because 
WKJF-TV offers its 
ever-growing audi- 
ence Outstanding net- 
work shows plus 
strong local pro- 
gramming. 

In case you're look- 
ing for a way to get 
more than your share 
of the 234 billion dol- 
lar Pittsburgh market, 
you'll find it pays to 
use WKJF-TV. Want 
proof? Contact Our 
national representa- 
tives, Weed Televi- 
sion, or write us 
today. 




FILMACK STUDIOS i326S.wabash Chicago. ill 
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(la\ nijilit^, 15 iirinrrlt's on CHS. Au- 
otlici ru'lwork hiiy wiis irr I'XiG'M 
met Mulii;rl; it wn-^ FdiiKiiis Jury Tri- 
als. Other iii'lwdrk raili<» lunc iir- 
rlixlcd CItrrr ( p, Anirrica ( rriirsit al 
xiniclit'sl on NHC in \')'M',; Thr Peo- 
ple I'olc, a Siin(l;i\ nftcrnoon MHS 
profrranr in hrle 103(5 and carh '39; 
Col. Sloopiiuf(h''s Qiiixir Dootlle Con- 
lesi, on CHS in "3')-'4(), llicii on Mutual 
in "lO-'ll: Cdjil. fUif^t^ on lUno Net- 
\sork. '41 -early ■-12. nml fr<nii 1913 to 
1911 AV/ Siilliidii Kiiiertdiris on MHS. 
Iir 1911 \lcrrn"rr rlranirc 1 aL'r'ruics. 



took it-i nren's toiletries to Duanc 
Jorri'^. It was Jorre-; who put .Mermen 
irr niorniri}; ra(lf((. Ixjujrlrt lime a> 
earl) as 6 a.m. At about this point 
Jorrev (le\ ise<l a series of daih fn e- 
mirmte shows railed Fun ril Hrrafcjasl 
with llerh Slrelton arrd Tom Howard. 
.After six months .Mcnnen hru'-hle^s 
rose from ei<rlrtli to fourth pla< e and 
lather sha\ e < ream jumpefl from se\ - 
cnlli to ^(vond pla<-e. Jones resijrned 
the .Mennen aecounl in 19,51 when 
Some of his key e\eeuli\e>. left the 
a'jern y. Heaxni, sa\s Jones: lie was 




If you want to cover Topeka and the rich Eastern 
Kansas market — there's no surer, low-cost way 
than with WREN. Every recognized survey of 
the last 5 years shows WREN has more listeners 
more hours than any other sta tion in Topeka. 
This tremendous audience . . plus WREN's 
prize-winning merchandising department . . . 
can only result in greater sales for your products. 

5000 WATTS TOPEKA, KANSAS 

WEED & COMPANY — NATIONAL REPS. 



loo understafTed to carr) on for .Men- 
nen. Kenyon & Exkhardl has had most 
of the men's line since then willr the 
exception of Koam Shave and the new 
Afla after-slia\e lotion handled hy Cec- 
il & i*rcsl)rey. 

Meniren Co. has heeir a habit-chang- 
er. When the coni|)any brought out 
talcum powder in 1889, il was the first 
to be jjackajred in a tin can with a 
shaker top. In fact it was the first to 
ut-e the word "talcnm. ' It was the 
first to appeal to men. Starling with 
talcum j30wder. .Mermen expanded to 
the pre<-enl-da} full line of men's toi- 
letries, but Mennen sa} s its Skin Brac- 
er outsells all others four to one. The 
company also claims first place for its 
spray deodorant and first or second 
place for all its products in the shav- 
ing cream field. .Mennen, incidentally. 
sa)s it was the first to put slia\ing 
creaiii in a lube successfully: before 
Mennen introduced sha\e cream in a 
tube in 1912 you had to use a shave 
•^tick or shaving mug soap. 

Happily for .Mennen, men nowadax s 
prefer to be clean-shaven in most parts 
of the world. Mennen todav adver- 
tises in 22 countries and in about 60% 
of them uses radio. Television (Men- 
nen \\as one of the first U.S. com- 
panies to use foreign tv) is in three 
countries on four stations (two in Cu- 
ba, one in Venezuela, one in the Phil- 
ippines). The company owns and op- 
erates plants in Canada and Cuba. 
Mennen products are jiroduced in oth- 
er countries on a franchise basis. Men- 
nen usually owns the machinery and 
super\ ises production: [iroducts are 
made on this basis in Kngland. Swit- 
zerland. Brazil. Argentina. Venezuela 
and Mexico, plus most of the Central 
and South American countries. 

Len Col^on has found that commer- 
cials that pull best in the riiite<l States 
pull just about as well in foreign coun- 
tries. "It's trite, but true." he sa\s. 
■'ihal people are prett\ much the same 
the world over. " 

.Meniien's foreign radio commercials 
frequentl} are straight translations of 
the L.S. announcements. In the for- 
eign [\ markets .Mennen likes to use the 
same films that are used in this coun- 
try but with a new sound track dubbed 
in. "We try to film all our tv commer- 
cials. sa\s Colsoii. "with the idea that 
tlie\"ll be used in other countries. 
That s win we don t use an on-caniera 
announcer too often: you can't dub in 
a foreign language on this kind of film 
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l)ecalI^e the lij) s\ iichroiiizatioii wouKI 
iiol lie the same." 

Colsoii keeps close tabs on foreign 
advertising, loaves this month for Wn- 
ozuela. On his "inspection" trips Col- 
son visits ad agencies, gathers market 
data, visits radio and tv stations, news- 
papers and magazines. 

Colson's activities as advertising 
manager actually take him into many 
fields not normall) associated with 
that title. He is used for consultation 
for management on problems of puhlic 
relations, publicity, merchandising, 
new product testing, etc. He came to 
Mennen in 1950, formerly was at Col- 
gate-Palmolive for three years vshere 
he was assistant display manager. 

Colson reflects the thinking of Men- 
nen's management to the four agencies, 
acting as liaison between management 
and the agencies. He has one meeting 



THE NEW RADIO 

[Conlinued from paj^c 3.3) 

view, IFcekcnd and Road Show. 'I'lie 
long show idea is not new. Not only 
have independent stations worked this 
program lode but other networks have 
been quietly using them for a couple 
of jear.?. Last season AHC Radio had 
three lionr-and-a-half to two-hour e\e- 
ning shows, one each Saturday, Sun- 
day and Monday. They were, res|j<'c- 
tively, Saturday Night Dancing Party. 
American .\htsic Hall (with Hurgess 



Moredilli as ho'«t l and Ann'rri'an Con- 
cert Studio, (^)mmcrciallv, ll»- shows 
were not successful but l\w. idea i- be- 
ing contimied in reduced form thi> 
.reason. CUS Hadio has u^^e*! On a 
Sunday Afternoon, also a long show, 
for two summers and is bringing the 
|jrogram back this suimner. 

While the long show has not been 
c()iis|)icuously successful coimncrcially 
there is ])roof of its appeal. Kxample: 
Robert Q. Leu-is Show, which started 
on CliS Radio 2 January, has been 
expanded fronl an hour to an hour 



SUMMER IS THE 
BONUS SELLING SEASON 

ON KOA! 



441n the final analysis, the greatest 
check and control on program accept- 
ability is the general recognition of the 
people in broadcasting that they are 
'operating in a glass bowl.' Even nioro 
significant is the professional recogni- 
tion by radio and television people that 
■with the great opportunities that are 
theirs, also come great responsibilities. 
Speaking for the individual station op- 
erators, I would like to say that they 
take genuine pride in the statnre which 
the industry has achieved. . 

RALPH W. HARDY 
Gorernmenl relations dir. 

NARTlt 



a week with each agency in New York 
City. At Morristown, N. J., location of 
Mennen's plant, he has another weekly 
meeting with the firm's merchandising 
department — part of the over-albadver- 
tising department which he heads. Col- 
son has under him one assistant adver- 
tising manager and two brand man- 
agers. All medical business is handled 
by a medical director and one assis- 
tant. 

"There are no geniuses in advertis- 
ing." Colson once said. "What it takes 
is hard work. A bright idea, by itself, 
isn't worth much. It's the execution 
of the idea that counts." He laments 
that advertising strategy isn't found at 
the bottom of a martini glass like a 
lot of people seem to think. "Instead 
of advertising being a round of drunk- 
en parties," he said, "it's round after 
round of hard work." ★ ★ * 



KOA's Western Market normally delivers 
4,163,700 people and opens family pocketbooks. 

BUT THEN COMES THE SUMMER WITH BONUS AUDIENCE! 

• Bonus Number One — Car radios— a fatal 
of 1,854,200! Nearly 1.5 million hours af car 
radia listening every day! All that PLUS 
tourist listening! 

• Bonus Number Two — Mare than 12.5 
million taurists vacation an average af 8.8 
days in the Mauntain States. ..spend mare 
than $600 million! 

Get with it man! Get your message 
on KOA— The Single Station Network 

WRITE TODAY FOR COMPLETE DETAILS 
ON KOA'S SUMMER BONUS 

KOA serves more 
peopfe who can'f get TV 
than any radio station 
in America! 





For food advertisers 



00_i j^gc in the Wesr'-^^^^'''^*^y 

"^■j^^jtiTr- 111 ^ 

delivers America's most food-conditioned audience. 
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ii liiilf iiiul sold uul. 'I'luTf i> 
f\ idciicc (luit tlic Mclworks will con- 
tiiiiii' lli<-ii olloils ;il<)ii<r tlii* line. 

One iit'twoik |)r<)<ii ;iiiiiii<i t'\c<uli\e 
t\|ilaiii(»(l llie wax he saw llie loiij: 
show tKMid. "A lot of new network 
I'lof-'raiiiiii^" will he loiifi. depailmeiit- 
ali/('(l sliows. '] li<'\ iiia\ run two. 
tlirce. four, rxeii fne iiours. Tlic wax 
we see it. tliose wlio listen will art like 
iiewspjper readers. Their iiitere^l will 



he low le\el for a jjeriod of time, tlien 
it will hit a peak when the listener 
hears soiiielhiii^ thai partieularh iii- 
lere^ts him. 'i'liiis. the arlxertiser eaii 
hi- < oimnen ial in that projirain 
*<'}inient that intere-l* the kind of peo- 
ple he want* t<j reaeh. 

llie loii<: show will <ie[ iiiijxtus from 
I he \ew Radio s einpha-i* on scHinj.' 
eirculatioii. ."^aiis Olixer Tre)/,, direc- 
tor of \H(: Radio: 




I 



r 



KLBS 




SAN ANTONIO, TEXAS 

5000 WATTS 

ON 630 

MORE TEXAS ADVERTISERS 
USE KMAC THAN ANY 
OTHER SAN ANTONIO 
STATION 



HOUSTON, TEXAS 

5000 WATTS 

ON 610 

TEXAS LARGEST 
FULL TIME 
INDEPENDENT 
STATION 



THE 2 STATIONS COVER 4,135,752 



ASK THE WALKER REPRESENTATION CO., INC. 



"1 here are more fish in the radio 
sea than e\er hefore. The old. small, 
half-hour lu-ts aren't alxvays the hest 
wa\ to < ateh these fish. The sehools 
don t eoMfire^'ate the same A\ay. This 
calls for more two-hour plans hut it 
also calU for L^preadiiig out the nets in 
another wa\. Vi e .»cll eo-sjjonsorshijjs 
in 1.5-miiiuie shoxvs and xve ofTer con- 
lifiuous rate^ for this kind of buy. 
That is. if the advertiser buys four co- 
sp(jn>or*-hips. he gets the half-hour 
rate, lie ^'ets. in cflect, four T'^-niin- 
ute segn)enls in xvhich to spot com- 
inertials but he buys them in a strip 
and tliu* jiels dispersion." 

Robert A. Sebmid, MBS' adminis- 
trative X ire president in charjre of sales 
and adx erti.-ing, mentioned another 
faelor in the dispersion-buy trend: 

''The Nielsen Audimeter has done a 
l<jt to change buung patterns. W illi 
it the advertiser can see clearly what 
his unduplicaled audience is and he 
can figure out his cost-per-1.000 per 
home. Because of this we will see 
more of the kind of buying that goes 
on in our .Multi-.Message Plan and 
more of the kiiul of hu\ ing done by 
>. C. Johnson on .Mutual." 

The Johnson Wax people buy five- 
ininule news broadcasts during the da\ 
throughout the week. The schedule, 
bought by Xeedham, Louis and Bror- 
by. is: three fixe-iiiinute strips Mondavi 
through Saturday, two fixe-niinute 
strips Mondax through Friday and an 
additional two five-minute shows on 
Saturday— a total of 30 five-minute 
new sea -Its. 

A good example of the increasing 
interest in disjiersion is Longines-W iU- 
nauer. I See "Longines: radio s big- 
gest watch adxertiser," >PO.NSOK. 5 
April IQ.i^) The watch firm's ncxv 
contract xvilh CBS Radio prox ides for 
txvo additional quarter hours next sea- 
son, gix ing Longines a total of 10 
quarter liour.~ coxering every day in 
the xveek. 

The outlook for the Xexv ]\adio is 
for e\en greater audience dispersion, 
not so much through sales and bu\ ins 
techniques but through technical ad- 
xancenienl. llie xvrist watch radio is 
worn only bx Dick Trac} noxv hut it 
max not be long before millions of 
\mericans xvear something like it. It 
is not a question of whether it can 
be developed: it is a (jucslion of xvlien. 

.Miniaturization of radio reccix er5 is 
proceeding relentlesslx . The printed 
<"ircuit and the tin\ transistor hax e 
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j)aved the way for j?iiialler and choaj)pr 
radios, In a few \ears when hroad- 
casters say, "Everywhere you go, there's 
radio,"' it will be literally true. 

While the advertiser may not he par- 
ticuLirly concerned now with tlie ve^t 
pocket or wrist watch receivers, lliis 
Buck Kogerish future for radio is ac- 
tually an extension of what is going 
on right now. Listen to E. B. Weiss, 
director of merchandising at Grey Ad- 
vertising in a recent issue of Crey 
Matter, the agency's i)roniolional news- 
letter: 

"Too few advertisers are more than 
dimly aware of the asloiniding change 
in the radio listener and his radio lis- 
tening habits that has come about 
since television debuted. And even 
fewer advertisers are aware that this 
fabulous change is still in its early 
stages — and thai, within a ver} few 
years, the radio audience will be as 
totally different from original concepts 
as the soft-cover hook audience differs 
from the traditional hard-cover audi- 
ence. 

Weiss summed up the change by 
pointing out that fewer radios are end- 
ing up in the living room and esti- 
mated that "within from three to five 
years, perhaps less than one-third to 
one-half of the radio sets sold will wind 
up in the home!" 

What is the meaning of this revolu- 
tion? Weiss points out "there is a 
close relationship in the growing use 
of millions of radio receivers in dens, 
bedrooms, workshops, kitchens (and in 
the John) and radio's use away from 
home. The relalionshij) traces to the 
fact that when the radio is tuned in. 
in these various non-living rooms at 
home, and when it is tuned in away 
from home— it is less and less apt to 
receive the undivided attention of the 
listener." 

Does this mean that the New Listen- 
er is not being effeclivel) reached by 
the advertiser? Not at all. Weiss con- 
tinues: 

". . . It is necessary to understand 
that the human animal has a fabulous 
ability to adapt himself to a new en- 
vironment. . . . There is no question 
at all that millions of our people to- 
day are able to listen quite attentively 
to radio against the competition of dis- 
tractions that, only a few years ago. 
would have made any pretense of lis- 
tening a complete impossibility. Peo- 
ple who apparently aren't giving even 
one ear to a radio program display an 



absolutely amazing ahiHt\ to recall the 
name of the sponsor of a program that 
has hat! to compete with a ping-pong 
game, tlie nois(^ of n home workshop 
and traflif lia/.ards. And they recall, 
too. the pop time they've just heard, 
who sang it —and a snatch of the com- 
mercial. .Vla\he 20th Cenlur} living 
has given them a third ear." 

Obviously, then, not only are listen- 
ers becoming more adaptable to dis- 
traction but the advertiser is begin- 
ning to look into this striking human 
facility. Science has known something 



about it for somir time. And even the 
New Listener liiin-elf is (piite con- 
s< ious of it (see "What ]-l,(JO() lis- 
tener- told a -tation about radif),'" 
si'O.NSoii, 22 March 1';,>1 I. 

Dr. Wallace \. Wiilfcck. a ps\<'lioh)- 
gi>l and chairman of the exe<-utive 
conunittee at \\ illiam l'>t\ Co., told 
Si'O.NSOli : 

*"We have known for a long time 
that the auditory fmiction has a \va\ 
of working indepemk'ntly. It has sub- 
threshold ca]iacities in that it can even 
take in sounds when the ear is listen- 



WGSM 



• • • 



740 KC's- 1000 Watts 



'Retail Sales-in domiifant 
and supplementary area 
covered only by WGSM 
$3,351,494,000. 

'Dominant Nassau market 
ranks fourth nationally in 
effective buying income 
$8,071.00 per family. 

'Nassau-Suffolk ranks 
higher in food sales than 
13 complete states 
($367,337,000). 

'Nassau-Suffolk is the 
16th largest market in 
America. 



*Sales Management Survey of 
Buying Power 1953. 




EXCLUSIVELY SERVING THE 
LARGEST "HOME-OWNER" 
MARKET IN THE WORLD . . . 
LONG ISLAND'S 
NASSAU-SUFFOLK COUNTIES. 



WGSM. . . The most powerful independent radio 
station in Long Island's double barreled market — 
Nassau-Suffolk. 



WGSM ... The only independent station completely 
covering the world's greatest suburban market — 
Nassau-Suffolk, Westchester, Fairfield and 
New Haven Counties. 



WGSM ... A strong signal station in Queens, Br&nX, 
acid more than 50% of Brooklyn. 



WGSM. . . Exclusive coverage of the richest 16% 
"ot the New York.City Metropolitan Market. 



WGSM, ,V/ill give you more in '54. 



^* 740 KC 

1000 WATTS 



New York-Represented 
by Rob KelJer. 



379 New York Avenue, Huntington, L. I., N. t. 
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SOUTHWEST VIRCINIVS piQHee/t RADIO STATION 



Most people in Western Virginia listen to 
WDBJ NEWSCASTS because we employ: 

• Two competent, full-time News Editors 

• Direct AP AND UP presswire services 

• Tape recorders, police and fire department monitors, tele- 
phone "beep" system, etc. 

» Full reportorial services ot both morning and evenmg 
Roanoke newspapers (including some 50 string corre- 
spondents in our coverage area) 

• 46 complete, locally-produced, practically spaced news- 
casts weekly 

• 11 complete farm shows weekly 

AND, we've been steadily serving, steadily improving, 
steadily promoting these services for almost 30 years. 



Eatablished 1924 • CBS Since 1929 
AM . 8000 WATTS . 960 KC 
FM • 41.000 WATTS . 94.9 MC 



■ ■ Ir 1 # I P ROANOKE. VA. 

Own»d and Operated by the TIMES-WORLD CORPORATION A 
FREE & PETERS. INC.. National Representatives 




KOWL'S 



"fll 3.00«,000 Ti""^ 



Must be good reasons why 
27 national advertisers like 
Coca-Cola -Old Gold- 
Wildroot- Carnation Milk- 
General Mills and Folders use 
KOWL regularly. One main 
reason is KOWL's loijal 
audience of over 1,000,000... 
the Negro, Spanish, 
Me.xican-American listeners. 
Don't overlook KOWL's 
selling power... ask for 
our "sales pitchi' 




Ifl LOCVCLES 

^ of fhe 
San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speaking! 

They mulfiply. add, subtract and 
divide; THEY THINK! THEY BUY! 
In their own language! Sell them 
with KLOK, the station that reaches 
them all. KLOK's specialized pro- 
gramming guarantees your message 
attention-getting IMPACT! 

Sacramento 



San 

francisco 





FRESNO * 



KOWl 

Snlc« Ofnrr: <I2M WiUhlr* Illvil.. Leu Ancrln 
NATIO.S'AI, RKPS; 

KOIUOK S CO.. INC.. Nrw York. ChlcmKO. 
Dullu. San Fmnriiro 
DORA-CLAYTON. Atlanta. Ga. 



KLOK 

5000 WATTS — U70 KC 



S«n Joi* S'ud'Ot S«n f--«ncitco Sfud'OS 
p. O Boi 94' Hot»l l«nlef»Hi<n 
San Jo\«. CalM. San Ffancitco. Caltf. 
R»pr»\*nt.d by JoKn £, Paarton Co. 



rng U) soriielliing else. This theory 
<i«)f'.- back to William James who i?aid 
that true attention i.** intermittent and 
(lectin';. Few people concentrate 
enoujjii to eliminate other sounds. 
K\en though some people may not re- 
call a certain radio commercial when 
they walk into a grocery store, the in- 
fluem e of this sub-threshold commer- 
cial ma\ have an effect on what they 
decide to buy. A selling message may 
get across to the radio listener even 
if he doesn't consciously listen to it.*' 

The belief in the ability of the part- 
l\ -listeiied-to commercial to leave an 
impres.-ion on the mind is based not 
only on hypnosis. Ur. \Vulfe<k ex- 
plained, but on recent experiments in- 
volving learning while sleeping. Both 
show that an uncon.scious person can 
absorb ideas and suggestions, he said. 

I he ear's unusual abilities have been 
the subject of radio promotion in the 
past. Two lines of thought have been 
pursued, both of them aimed at tele- 
vision and print. 

The more |joj)ular of the two themes 
jioints out that radio can create potent 
visual images in the listener s mind. 
Furthermore, these images are often 
more effective than an actual picture 
>ince the image evoked is one that will 
reflect the actual like? and dislikes of 
the listener. 

It has been pointed out that the 
images of radio soap opera characters 
created in the listener's mind are so 
idealized that it is often a shock when 
he sees photographs of the real-life 
a<tors. 

This visual image concept can be 
carried over to commercials. For ex- 
ample: A radio conunercial for a new 
automobile can create in the listener's 
mind a car that seems much more 
beautiful than it actually is. (It has 
been argued that when the listener 
finally sees the car he may be disap- 
pointed. W hile that is possible, it can 
be said in rebuttal that if the com- 
mercial lures the listener to the auto 
^howroom, it has already done its 
work. ) 

1 he other promotional radio theme 
about the wonderful instrument called 
ihe ear is a little more technical but 
more in keejiiiig with modern radio 
lislening. It is. briefly, this: 

The >ight and sound functions of the 
human animal oj)erate in different 
vvavs. Sounds can come from everv- 
v\here and be absorbed. Sight must 
be focused. Sound i? universal but 



146 



SPONSOR 



sight is specific. In other words, you 
can't al>eorb a tv picture unless yon 
are actually looking at it. But you can 
absorb sound even if your ear if.n'l 
focusing on it. 

What does all this mean when it 
comes to writing radio commercials? 
Oddly enough, no one is sure. There 
has been very little attention paid to 
the ps\chological aspects of radio com- 
mercials. Dr. Wulfeck complained he 
has been talking for a long time about 
the failure of research people to mea- 
sure the sub-conscious absorption of 
audio messages but without result. 

One account executive said: ''You 
know, maybe we ought to think more 
about slanting radio connnercials to- 
ward people who listen with half an 
ear. The subject hasn't been discussed 
here. Our major effort is in tv and 
we make our radio commercials con- 
form to our tv commercials." 

The radio-tv copy chief at one of the 
top 10 agencies told SPONSOR: "We 
write our radio commercials the way 
we always have. There hasn't been any 
talk here about changing. But don't 
use my name. When you talk about 
radio's changing audience and mention 



KWJJ 



CIVIUM ADVERTISER 
BIG BARGAIN 

"How" you say to KWJJ, Chief of 
Northwest Independents . . . and 
he tell you "how". He trade you 
whole Oregon country for little 
wampum . . with plenty strong 
smoke signals. He show you how to 
scalp competitors . . . with no reser- 
vation! Join Chief KWJJ's tribe of 
happy warriors. 



National 
Representative 
BURN-SMITH CO., INC. 




1011 S.W. 6th Ave. >^ 

PORTLAND S; 
OREGON 




that (name of the agency I hasn't giv- 
en any thought to adapting conunci- 
cials to that audience, it makes us 
sound stupid, even though we see no 
reason to make any drastic changes 
in our approach." 

The copy chief felt that radio listen- 
ing hasn't actually changed very nujcli. 
"Even in the old days,"' he said, "we 
were conscious that people were doing 
something else while listening." 

The point that divided-attention lis- 
tening was characteristic of radio in 
pi"e-tv days was not generally disputed. 
srOxNSOR found, though it was cpialified 
as follows: Havtime radio listening in 
the home has always been a divided- 
attention kind of listening <jnce the 
novelty of radio wore off. However, 
I 1) nighttime radio listening was gen- 
erally attentive before tv and (2 the 
out-of-home audience was much small- 
er in the old days. 

One aspect of the discussion about 
whether radio commercials should l)e 
revamped centers on this issue: Should 
the modern radio commercial be loud 
or soft? 

If sponsor's spot check of agencies 
is any indication, the advertising world 
is split on this question. 

The pro-stentorian point of view was 
expressed by SPONSOR columnist Bob 
Foreman in the issue of 14 December 
1953: 

"To capture the attention of radio 
audiences or to penetrate the wall of 
their inattentiveness, radio copywrit- 
ers have rightly chosen to use louder 
audio gimmicks. . . . Many advertiser? 
are stepping up the dwibels with echo 
chambers, drums, pistol shots and so 
on as well as the volume of their an- 
nouncers' voices. . . . ' 

Grey Advertising's Weiss makes a 
case for the pianissimo approach in 
the Grey Matter piece referred to pre- 
viously. After noting, like Foreman, 
the increase in the radio commercial 
shock technicpie, Weiss says: 

"We rather doubt the need for shock 
treatment — as we've already pointed 
out, our people have developed a new 
faculty that really permits a radio 
commercial to register while listeners 
are otherwise engaged, precisely as a 
magazine ad registers while the reader 
hurries along to the inevitable sur- 
render of the heroine or while the 
newspaper reader impatiently turns the 
page to find out what happened as the 
gun moll backed out of the bistro."'*** 




WITH 




SALINAS, CALIF. 

5000 WATTS 



THE 
CLOVER LEAF 
STATION > 
COVERS 

SALINAS • MONTEREY 

WATSONVILLE • SANTA CRUZ 

at half the cost of using 
separate stations. One Sta- 
tion Coverage of 74,428 
Radio Homes in California's 
newest Metropolitan Area 



i 









N 






w 





SALINAS 

CAll FORNIA 



REPRESENTED BY WEED & CD. 
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for the 
best in 

HISUN- 
APPEAL" 



It S 



SOUTHERN 
CALIFORNIA 



5,000 WATTS 



Los Angeles • Long Beach 
for 

li inspirational 



programs 



KOME 

! 1,000 WATTS 



OKLAHOMA 



Tulsa 



for 



your musical 
^ moods 



KUOA 

5,000 WATTS I 



Siloam Springs 

for 

n- regional 

farm features 

The Siaiions of ihe American Home 
Owned and Operated by 



BROWN SCHOOLS, inc. 

John E. Brov^n, Sr., Pres. 



You can get choice program or spot 
availabilities in these three great market 
areas. Buy all three stations as a package, 
or any one individually. Call or write today. 

Represented no(iono//y by Cill Perna Inc. 



PSYCHOLOGY OF MEDIA 

\(l(>ntinuf(l from /h/^'<'»12i 

ytvtlin aiul tastr: Maturit\ i- aNcj a 
mutter of ta!>tt'. \\ hicli media are do- 
iiij: iiio^t lo lu'i^c tlie ta^tc (cultural 
level I of tlie Aiiiei ieaii people- ikU 
on!) for j)urel\ < ultural olijett^, like 
|ioetr\. iiiu^ie and drama, hut aNcj for 
ad\eiti>ed |)rodu( t!— iiioderii furniture 
instead of Ciand Hapids inidwe^terii 
^f) widespread around the turn of tlie 
eentur\ r* 

Jo:«ejjli T. Kla|)j)er examined two 
decade^ of e\j)eriincMt> and literature 
ill the field for the Coluinhia Liiiver- 
?-it\ Bureau of i\|)|)lie(l Social lie- 
search and concluded that it dejjeiid> 
on tiie iudi\ idual. 

Here are his major conelu-ion^ as 
rejjorted in The Effects of Mass Media, 
published in Octoher I'JiO. ( i'lea«c 
note j)oints 5 and 6 esj)eeiall\ . I 

1. .Ma<s. media content today is 
mostK devoted to what ( ritics regartl 
a- beinj; id poor taste. "Material in 
j:o(jd taste is nevertheless al-o present- 
ed li\ all media. 

2. "I'oor material" reac hes a iiuicli 
greater audience than "jiood material. 
Howev er. \ ou got to r^-mem! er that 
hurIi of the audience for poor mate- 
rial "consumed no cojiiniunicLtioiial 
material whatever prior to the advent 
o[ mass media. 

l'ersoii> tend to "all or none be- 
liavior " ill media u-age, except that 
heavv radio listeners are not necessar- 
il) likeiv to be lieav\ readers. Reading 
ex|)o>ure de|)end~ on degree of educa- 
tion, and mov ie going on age. Radio 
dravv?- its li>tener> fr(jm all cultural 
and age levels "and tliu> reaches per- 
sons not often reached bv otliei me- 
dia." 

1. I'er.-ons u>e each medium to .>at- 
i-fv their alreadv e-tabli>hed ta?te-. 
■ I bus nuis? media content largelv se- 
K(ts its own autlience. Per>on> of 
"ood ta.-te seek and con>ume siood ina- 
terial: j)ersons of jjoor ta>te. jjoor ma- 
terial. " I he iiio?t likeiv effect of ma>- 
inedia uj)oii jjublie ta^te thus seems to 
be to render the taste static. 1 Iiis ha- 
i)een demonstrated in regard to |)rint 
and radio.' 

.1. ibeie is no evidence that "at- 
t( iidanee u|)on ina>- media j)re< liHles 
the develo|)inent of good tiir-te. Indi- 
vidual- seem to u>e media rather in 
furthering alreadv e-labli-bed behavior 
patti"rn>. I bu-. tlie media content 
"inav be harmful to neurotic-.' Ilii- 
ha- been deinoii-trated in regard to 



comi( books and to a le.-ser degree 



in 



regard to mov ies. 



6. Mass media <an and do stimu- 
late development of good taste. How- 
ever, this efTect seems largely restrict- 
ed Ui tbcjse already predisposed to such 
development hut v\ho lack the oppor- 
tunitv for exposure or who are un-ure 
liov\ to |jroceed. " I bus musical ta'-le 
i- developed h\ the radio, but most 
often among cultured persons predis- 
posed t(j he interested in music; radio 
also stinmlates and guides reading, but, 
again, largelv among persons who are 
alreadv readers." 

This jjoint is esjieciall) important to 
adv erti.-ers : "Each of the various me- 
dia. Klapjjer finds, "stimulates its 
audience to u?e other media. Planned 
exjjioitation of these tendencies can 
and has been attempted. In particular, 
radio has been successfull) used in de- 
liberate attempts to stimulate book 
sales aiul library circulation." 

7. I a-tes develojjed by mass media 
are not a- "jjure as those developed 
for similar material from extra-media 
sources. ''Faniiliaritv serves for in- 
tense or technical interest, for exam- 

|)le. in regard to news and seriou- mu- 
-) 

SIC. 

>fc«(/i(i (ii9(/ p(irfic'i{)(i(ioii: One fac- 
tor v\birb n odern social scientists — 




2,181,504 

com 



and 



LOTS OF PEOPLE, tOOJ 

Cows thot help produce on in- 
come of over $3.4 billion, ond 
people who spend over $2.7 
billion of it ot the retoil level— 
That's the profit picture of 
WKOW's 53 county morket. 
For more focts on this low cost 
coveroge see your Heodley- 
Reed mon. 
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and admen — seem to liave overlooked 
ill llieir discussions of media pfTecli\'e- 
ness is llie influeiire of group parliei- 
patioii. 

Back ill 1935 Dis. lladlcy Caiilril 
and Gordon W . Allport concluded in 
their book, The Psychology of Radio, 
that the ellecti\encss of media can 
also be judged by the degrees of par- 
ticipation permitted. 

They made these three rankings: 

1. Congregate groups are first: per- 
sonal com ersation, discussion group, 
informal congregate assembly, tele- 
phone and formal congregate assembly. 

2. In the intermedia position fall 
certain long-distance media, variously 
distinguished for the speed, fidelity or 
intimacy of their transmission (talk- 
ing picture, tv, radio, telegraph and 
personal correspondence) . 

3. In the lowest group are the im- 
personal agencies of communication, 
relying exclusi\ely on print: form let- 
ter, newspaper, billboards, magazines, 
books. 

Their conclusion was sound then 
and is pertinent today considering the 
narrow escape radio had from pre- 
mature interment at the bands of some 
of its tv'-stanipeded supporters. 




] UIO KC • 1000 WATTS I 



■■Radio s .-ecnrc place among the 
media does not dejiend upon it> central 
position hi the coiitiiimim. The fact 
that it is both more and less a j)artici- 
pant than other forni> of coniiiiuiiica- 
lion has no bearing upon its sur\ ival. 
What guarantees lUc permanence of 
radio is the two-fold fact that it is an 
additional highway by which men may 
widen their experience of the outer 
world, in directions not served by 
other a\eiiucs of coniiiiuiiicatioii, and 
that this enrichment is secured with a 
miiiimum expenditure of energ) . I!a- 
dio demands little of the listener in 
money, ellort. responsibilit) or social 
coiiformitN. 1 1 is one of the least ex- 
acting and jet most eflcctive means of 
extending the social en\ ironmeiit.'" 

Li.s-(t>iiiiir/ is mut'dirvvtUmttl: One 

vital aspect of communication b\ sound 
which admen often fail to consider i 
that the sense of hearing- alone among 
the five senses — need not be focused in 
order to get an impression. Sound can 

★ ★★★★★★★ 

"It is baisic, I helie\c, that creali\e sell- 
ing can induce the public to buy more 
products. If the public buys more, 
plants are operated at capariiy. . . . We 
may state as fact, then, that salesman- 
ship ean continue to increase our stand- 
ard of living; — that there need he no 
pause, call it recession, adjustment or 
nhat you will." 

xMELVIN II. BAKER 
Chairman of Board 
ISalional Gypsum Co. 

be absorbed from all directions. You 
can listen to more than one thing at a 
time. You can be doing other lliirgs 
and still listen. In fact, \ou usuall\ 
have to act to avoid hearing — by walk- 
ing away, starting up a conversation 
or turning off the radio or t\ set. 

That is why G. Maxwell L le, \ .p. 
and re?earcli director of Ken) on & 
Eckbardt. calls air media "dynamic" 
and print media "static." (In the lat- 
ter case you must act in order to get 
the message, that is. re.^!d it.) 

That is wli\ Hans Zeisel, once a 
McCann-Erickson researcher, now a 
Univer:it\' of Chicago professor and 
consultant to the Tea Council, savs you 
might limit \ our print advertising to 
bright, new. lively products and use 
air media to advertise the dull. 1 oriiig 
ones — all other things being equal. 

Psvchologists agree that ■"sound" 
audiences tend to be captive; ""print" 
or "sight" audiences, non-captive and 
therefore harder to reach and interest. 
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Rodttt StoHon W J P S h THE t|MHt slo- 
Hon In tlw EvonivUl^f Indiono inoflc9t« If 
you wont to rtoch MEN, check oW maO' 
OblliliM around our llvo play-by-play 
Sports « « « tho y#cw ofound* 

* LOCAL MOH SCHOOL raOTBAU 
iVANSVIUI COUICI raOTtAU 

•k WO nn raoTtAu 

it LOCAL MCM SCHOOL lASKETtAU 
It iVANSVIUI COUICI BASKITtAU 
•k mOIANA (WIVilStTY lASKITtAU 
it INOUNA HIGH SCHOOL TOUINAMINT 
it NCAA •ASKITIAU TOUINAMINT 
it IVANSVIUI MAVIS BASOAU 

* 900 MIU INOIANAPOUS SKIOWAY lACI 
it OTHtt SPOniNO IVINTS AS THIYOCCW 

SporH moon USTENEIS. Ustonore moon 
RESUITS. Ul IH provo our worth to yov. 

Rsbflrt Ja Mclnl#iK, Gwicrol 'Moiio0#r 

liPtiiiNiiB ir 
The GMra* P. HalHngbwy CMipony 





"A RADIO IN EVERY ROOM" 

Evansville/ Indiana 



Now , . buy the Key line! 



SAVE 



20 



% ON 



i 
I 



NORTHERN CALIFORNIA 
COVERAGE 

Four booming California 
markets (2,200,000 buyers) 
^*■Ith one I on' -co St buy! 

KSJO Son Jose 
KBOX Modesto 
KG ST Fresno 
KHUB Watsonville 

R*pr*t»nl*d by 

R A M B E A U 

Ntw York • ' Chicago • S<n FraneUeo 
Loi Anqtlti * Minn»*polii 




si'()N>0l{ is indebted lo Dr. Wallace 
II. W'ulfec k. a |)s\cli(jl()j;ist and < liair- 
iiiaii of tlie ('\<-< uti\e < ()iiimilt<'(.* of 
William Co.. for < al]in<i its atten- 

tion to the uni(|ue noii-dirertional 
<|i)alit\ <if li*tenin{;. 

In addition, he point- out. tile aufli- 
lor\ function can work in<ir'|)end<*ntl\ 
of the other senses and ha- sub-thresh- 
old ( aparitie- iti that it ran take in 
sound- e\i'n if the ear i> li-tening to 
soniethinii elx^. I his tlieoi N j:oe- bae'\ 
to William Jame-. who ?ai(l that true 
attention i< iitlermittent and fleetiu^. 
even when a per-^on is coneeiilratinj;. 

"r.\eii ihoufih -ome people ma\ not 
recall >ub-llire>bold sound- when the) 
walk into a <rrocer\ Anrc lo bu\ -ome- 
lliiiif;. the influences of a 'sul)-lbre>h- 
old" < omnierc iai ma\ ha\e an effect on 
what i- 1 oujiht." Dr. W ulfcck said. 

lie mentioned recent experinienl- 
on learnlnj; while a>leep to ^how that 
il is possible to absorb ideas while 
more or less unconscious. 

"1 1\ pilosis has contributed mu(h to 
our knowledge of how ideas and 



Instead of u^ing ps>cholo<:i<-al cri- 
teria for picking and using media, 
what do many admen actually do? 

si'O.NSOK will examine lhi> questjori 
in the concluding article on media 
psychology in the next issue. 

sounds can be absorbed by an uncon- 
scious person," Dr. Wulfeck said. 
"Von can tell a h\j)nolizcd person il 
is raining outside, and an umbrella 
should be raised. When he wakes up 
and goes outside, he will liave an 
irresistible desire to open an umbrella 
even if ihe sun is shining. In the same 
way. a selling me-sage does gel across 
to ibe radio listener even if he doesn't 
consciously listen lo il. Research so 
far has failed to measure ibis uncon- 
scious absorption.'" 

How should radio commercials be 
changed then to fit in with this new- 
pattern of unconsc'ious listening? 

"1 don t know exactly. Hut 1 don't 
think that brand name repetition is 
enough. Ihc human animal has to 
ha\c if rea-on for doing -omething. 
lie ha- to rationalize his behavior. 
People will do sill\ things to rational- 
i/.e j)rior behavior. A connnon mental 
disorder today is anxiety. We think 
it is niostl\ psvchological. glandular or 
el-c a conditioned respon-e. a learned 
behavior jiicked up in < bildhood. I fow- 



ever, when j)eoj)le are anxious tliey 
attemjjt to find some immediate rea- 
-on. like lack of money. But you take 
a man who worries about his income 
and gi\e him a million dollars and lieM) 
-till go on worrying. A good commer- 
cial then not oid\ aj)j)eals to a man s 
moti\e- but al-o gives liiin a rational 
reason for following its suggestion. " 

This led to a discussion of motiva- 
tion studies, a field that can be of 
iininense u^e to media analysts. 

Hut Dr. W ulfeck (juestioned the basic 
a— umptifjii of motivation studies. 

■"W hen advcrti-ers ask for a sludv to 
uiicoNcr the ba>ic motivations of their 
be-t prospects, what lhe\ really want 
to know is liow their advertising can 
make these prospects do what the\' 
want. ' 

And this, lie said after considerable 
thoug^ht. worried him more than the 
Indrogcu bomb. W hy? 

■"Difficult as it is, learning lo control 
liuinan behavior is jirobably no more 
( omplicated than iiueiiling the hydro- 
gen bomb was. And scientists solved 
that problem. When they solve the 
secret of controlling human activity, 
then man may well be reduced to mass 
slavery." 

And, he surmised, radio and tv with 
their exclusive ability among all the 
media for instantaneous communica- 
tion of an idea lo an entire country — 
and perhaps soon to the entire world 
— plus the tremendous suggestibility 
of the human voice, may well be the 
principal means lo such an end. 

Importattcv of psychology: For 

Dr. Ernest Dichlcr, president of the 
Institute for Kesearch in Mass Motiva- 
tions, of Croton. N. Y., and advocate 
of the depth interview in advertising, 
all media evaluation should be put on 
a psychological basis. 

"At first."' he explains, ^'you have 
lo forget about the various media and 
concentrate on the consumer — on those 
subjective factors which influence him 
and which are much more important 
than the physical differentiation of the 
different media. ' 

He listed a nund)er of these con- 
sumer-directed subjective factors: 

"What goes on in a consumer's mind 
when he uses one or the other of the 
media j)lus what goes on when he is 
exposed to the sj)ecific message is 
much more important than the physi- 
cal differentiation of the different nie^ 
dia. " Dr. Dichter savs. 

He therefore breaks up the psycho- 
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logical evaluation of media into two 
steps: (1) A discussion of the three 
major subjective factors that influence 
a consumer when he is exposed to a 
medium: (a) his opinion of the inten- 
tion of the advertiser; (1>) the con- 
sumer's level of expectation concern- 
ing the medium; (c) his conception 
of the mood of the medium, and (2) 
what really happens in the mind of the 
consumer as he listens, watches, views 
and reads a specific message from the 
standpoint of (a) orientation, (h) ego 
involvement and (c) mental rehearsal 
of tlie purchase. 

As a preface Dr. Dichter gave Sl'OX- 
SOR this brief picture of the history of 
media : 

"Throughout history man has recog- 
nized the value of various forms of 
communication. The Chinese say that 
one picture is worth a thousand words. 
The Russian? say the spoken word is 
gone forever. Long experience has 
taught people that face-to-face contact 
is more effective than any other form 
of communication. Ad\ertising is sim- 
ply duplicating the existing forms of 
human communication but in artificial 
ways. Television seeks to duplicate 
the face-to-face contact. Radio tries 
to duplicate the call of- the muezzin 
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RADIO WOW 
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6-10 a.m. 



WOW. Pulse 8.3 
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WOW Pulse 10.4 
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n-nlJt\^ Regional Radla WOW Ar*a 

WOW 

OMAHA S90 • NBC I 
, A Meredith Station ' 

I JOHN BLAIR & CO., Rep. 



from the minaret. 

"Historically each form of commu- 
nication has provoked great events. 
Uevolutions ha\c been started l)\ a 
Dutch play, the writings of Thomas 
Paine and Uobespicrre, a civil war b\ 
Harriet Heecher StoweV L ucie Tom's 
Cabin, crnsades and hoi) wars Ijy 
churchmen and orators. Other tr(;mcn- 
dous actions were inspired 1)\ face-lo- 
face contacts, either individually in 
conspiracy or in addressing a huge 
crowd (paralleling television I, as. for 
example, Hitler's, Franco's and Musso- 
lini's speeches. 

"Thus it can be seen that almost any 
kind of medium can be used for action. 
Advertising is trying to copy these his- 
torical devices. Therefore in trying to 
evaluate media you do not really start 
from scratch. People over the cen- 
turies ha\ e learned to consider certain 
factors in connection with various 
forms of media,"' 

These are: 

1. The level of expectation. Over 
the centuries print, especially in book 
form, has created a certain expecta- 
tion among people, particularly one 
of permanence. Books are more perma- 
nent than magazines, which in turn 
are considered more permanent than 
newspapers, which ob\ iously are more 
jjermanent than the spoken word or 
the visual image on television. This 
attitude toward print has nothing to 
do with such physical phenomenon as 
printer's ink, paper or wood cuts. It is 
the result of centuries of conditioning. 

During one's lifetime the consumer 
learns to expect certain things from 
various media. He has a television re- 
action pattern, a radio reaction pattern 
and a printed media reaction pattern. 
You can either capitalize on that exist- 
ing reaction pattern or you can go 
against it. In order to judge media, 
you therefore have to find out from 
people what it means to them when 
something appears in print or is heard 
on the air. 

2. The intention of the advertiser. 
"\\'hat is he trying to do to me?" By 
using a newspaper, an ad\ertiser states 
his intentions very clearly: He wants 
to reach you immediately — today. \ ou 
must have been on his mind. \^'e have 
proof that the consumer understands 
that. He reacts to it. On the other 
hand, when he sees a calm magazine 
ad surrounded by lots of white space, 
he also understands that the intention 
of the ad\ertiser is to con\ev a feel- 



WANT TO SELL 
CANADA? 

One radio station 
covers 40% of 
Canada's retail 



sales 





CFRB 

TORONTO 

50,000 WATTS, lOIO K.C. 

CFRB covers over 1/5 the homes in 
Canada, covers the market area that 
accounts for 40% of the retail sales. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 market. 



REPRESENTATIVES 
Uniled Stales: Adam J. Young Jr., Incorporaled 
Canada: All-Conada Radio Facilities, Limiled 



IIY JULY 
60,00(hv 

^ OUT OF %B 

MONTANANS 

living in the NINE 
Western Counties 

OWN THEIR HOME 

A RICH MARKET for — 
• Home Furnishings 
• Home Appliances 
• Garden Tools 
• Home Aids 

93% LISTEN TO 

serving Western Montana 
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HERE WE GO ROUND 
THE MULBERRY BUSH 

Ihe mulberry buih — Ihe muU 

berry bush 
Here we go round Ihe mulberry 
buih 

SO EARLY IN THE MORN/NG/ 
The KMBC-KFRM Team is 
looking under every "Mulberry 
bush" In the great Kansas City 
Primary Trade Area in behalf 
of its advertisers! 
If your product or service 
needs to be brought out from 
under the bushes where people 
can buy it, call KMBC-KFRM, 
Kansas City, or your nearest 
Free & Peters office, for 
availabilities on The 
KMBC-KFRM Team. 

The folks in the Heart of 
America w/on't bother 

to beat the bushes for 
your product. Today 
they are buying the 
things they hear about 
on the radio station they 
listen to most . . . 
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RADIO FOR THE HEART OF AMt 



The 



RESULTS" 
STATION 

in Washington 



Rapratantad Nationally by John Blalr & Co. 



iiiji lif I'lt'^aiice. tiiiit'l*"<Mi('ss, a Ia< k of 
urjiciK N. l](M ()iiI(l not (]() llial 

tliroii;;!! Iv. I luil would I r a coiiiplcHc 
iiuMi^c of [lie iiicdiiini. You taii l have 
a l)eaulifiil. colorful, liiiielcs- iiislilii- 
I'oiial iii(»a;;c on l\ (or at lL'a>t \ou 
>lioul(lii'l I . IJr. Dithler coiuiiiuc 

A. The mood oj ihe inedium (in 
llie mind of llic < ()ii!-unicr ) . '\ \\c con- 
suiuci i^ a "(liflcieiit ' person ulieii lie 
watclios tv, livtcii> to tlie radio, read- 
a ina<iaziiie or skims a ncuspapcr. I'or 
example: When \ou read a newspaper. 
\()u"re in more of a lmrr\. les> relaxed, 
more impre sed with the lemp(irar\ 
and <ontiadietor\ nature of the news 
(and pos>ibl\ tlic advertising). You're 
more <i)mpe'iti\e-minded, more C(jn- 
flict-consrious be<ause the newspaper 
<;i\es \()u a w i<ler and more rapid view 
of conflicting thitifrs liappeninjj:. with 
eonflieting statements often on tlie 
same page or in the same article. Thus 
\ou don't helieve as readiK and you re 
as impressed — there s not as mu<'h 
prestige in a newspaper. 

Magazines on the other hand ha\e 
l-een endowed with an aura of greater 
dignit), greater permanence, more lei- 
sure, a slower pace, more contempla- 
tion, more of what we call lime-hind- 
ing. with relating things, giving a 
w ider view at least a w eek or a 
month rather than a da\. Vou have 
more time to read a magazine and \ou 
read it at different times. You read 
it w hen \ ou are more ) ourself than 
when you read the newspaper. Exclud- 
ing the trade papers, which might 
have a different psychology, you read 
a magazine on your own lime, to gel 
more of a hird s-eje view of things, 
whereas you read a newspaper on the 
train, or subway, more to get ahead 
in the struggle of daily life, to arm 
yourself against the slings and arrows 
of every day. 

Radio has nmch more the elemeul 
of development. It has drama. It has 
sec|uence. There's a beginning, a mid- 
dle and an end. It is more fleeting. 
You almost expect it to be more un- 
usual ill its atleiilion-gelting devices: 
it is lesi coiiveiition-houiid. "If 1 had 
to write an ad for a product thai was 
\erv uiU()n\enlioiial, I might want to 
he aware as a co|)\ writer tlial radio is 
a less-('oii\ entional t\pe of advertising 
approach than a magazine is. A revo- 
lutionar\ new discovery might possi- 
l)l\ lend itself more readil) to radio. 

Tele\ision lias much that resembles 
radio the same sequence, a begin- 



ning, a middle and an end. It has 
drama. But it i^ much closer to reali- 
t\. It can lift the consumer out of his 
present surroundings and transport 
him. psyc hologically. to a new world. 
Therefore it can be considered three- 
diiiieiisional b(*cause it dftes not appeal 
t(j jusi two senses. 'T(dc\ision is a win.^ 
(low on the wcjrid. It arou-cs curiosity 
and alisfies cui io-it\ . 

Here IJr. Dichler ga\e an example 
of how tv can be misused, in his 
opini(jn : 

''Lasl night on a certain show J 
heard a refrigerator coimiiercial b\ a 
well-known person. If you accept 
what I just said, the commercial was 
misusing the medium almost complete- 
ly. It should have been somebodv's 
kitchen with a real refrigerator just 
deli\ered and a real liousewife invit'ng 
me to come out of my kitchen into 
hers, to vi-it with her and satisfy in\ 
curiosity. She couhl c\en have said, 
■| had this deli\cre<l this morning. 
\\ Duld you like to see it ijiside? I'll 
open it for \ou. 

"Instead of that, there was a strange 
intermediary like this woman — dressed 
elegantly, nol being another house- 
wife and nol ])ermitting me Lj) iden* 



BMI 



jTJILESTOi\ES 

BMI introduces a new 
s^eries of 195 i program 
conliniiilics entitled •'Mile- 
stones" . . . complete half- 
hour shows — ready for im- 
mediate use — smooth, well 
written continuity for a 
variety of uses. 
'^Milestones'" is scrxiccd to 
all B.MI-liccnscd stations 
once each month, four to 
six weeks in ad\ance of 
program dale. 

^'Milestones"' for May: 
"National Music Week" 

"Mother's Day 
"The Astor Place Riot" 
Edward Forrest 
First Great American Actor 

"Thirty-Three Hours to Paris" 
Lindbergh's Flight— 1927 

"Mitrtlanrt- i« avanablr far mm. 

mrrcial tpamorthip ,rf your 

local tialian Jor drlaiU 



BROADCAST MUSIC, INC. 

NEW YORK ■ CHICAGO • HOLLYWOOD 
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tif\ nnself witii Iiei- -denioiisiraling 
a refrigerator to inc. At best they 
made a salesman out of her rather 
tiian fully using the three-dimension- 
ality of tv or asking me Lo come into 
another home." 

In summary, Dr. Diohtor ?a\ s y ou 
got to kuow "not what \se think the 
different mood of each medium is hut 
what the consumer thinks it is."' And 
you have to base that on research. 

Finall5^, he says, you nuist cousicler 
the three specific perce])tive processes 
that take place when a message reaches 
the consumer: orientation, ego-involve- 
ment and mental rehearsal. This is 
important. Dr. Dichter explains, not 
only so \ ou can w rite better copy hut 
also to serve as yardsticks by which 
you can measure media. He describes 
tbem tbusly: 

Is Orientation. The consumer has 
to know w hat your product is all about. 
You, the adman, should ask yourself. 
"What are the better processes so far 
as tv is concerned or radio is con- 
cerned or printing is concerned in or- 
der to orient people about my product 
or service? Does tv orient them more 
rapidly or difTerently than radio? If 
so, under what conditions? 

2. Ego-involvement. This include 
all the intellectual and emotional fac- 
tors ranging from interest to boredom 
for the one and from liking to hatred 
for the other. By determining which 
medium enables you to involve the con- 
sumer's ego more rapidly for your 
product, you have another means of 
comparing media. 

3. Mental rehearsal. You ma\ have 
told people what your product is all 
about. You may have interested and 
involved tbem. But unless you have 
enabled them to rehearse mentally the 
purchase of your product, your mes- 
sage has probably fallen flat. This 
covers trying it on, thinking concrete- 
ly about using the product, owning it. 

By considering theie three major 
levels of contact with the message and 
using them as criteria for evaluating 
media, you will learn more easily how 
tt) use each medium best. Dr. Dichter 
concludes, ■* * ■* 



LOUISE FLETCHER 
SELLS THE 

NEGRO 

HOUSEWIFE 
VIA 

WSOK 

NASHVILLE, TENN, 





Mr, Baltimore 



SPONSOR ASKS 

[Continued from page I20( 

«v If II lit H-tl.riMlUn:. e<><i.-r<W mannKi-r. 

n l!i(t:.T\ , n iii.,->-iiar,^, i'„. 

Television i> lel(>- 
vision. \\ lietlier 
it be ulif or vlif 
makes no basic 
dillerence insofar 
,^^B|^^ as I he \ iewer i> 

i ^ .Jl concerned. The 

problems, where 
tliere ar(> prob- 
lems, stem from 
three sour<es. 
I lie most basi 
problem is caused in the programing 
department. As television has devel- 
oped in this conntr), network pro- 
graming seems to he the thing and. 
therefore, if a station has no network 
affiliation, the going is extremely 
rough. The networks them? eh es ha\'e 
been extremely reluctant to jump on 
the band wagon of uhf in all cases 
preferring instead to remain on a share 
basis with the existing vhf stations. In 
many cities where the networks have 
been progressive enough to accept a 
uhf station, the successes are most 
notable. The public wants entertain- 
ment, and it doesn't care what the 
identification of the channel is. 

The next problem perhaps has been 
created b} the necessary attitude of the 
FCC which has resulted in an over al- 
location of stations without regard for 
the economic aspects of the situation. 

The final problem which may ari e 
is not serious but should he considered. 
In some cases the signal on uhf does 
not travel as far as it does on vhf he- 
cause the amount of power currently 
available has not been in all cases suf- 
ficient. This is not generally true, how- 
ever. In the Wilke---Barre-Scranton 
area, for instance, the entire metropoli- 
tan market is sufficiently covered b\ all 
stations in the market, and in one di- 
rection the signal goes 70 miles on a 
regular basis. This of course is due 
to the particular terrain. When higher 
power is achieved, such as we plan in 
the near future, there is no question 
but that the area covered by uhf sta- 
tions w ill be certainly sufficient to pro- 
vide a most satisfactory market in 
which to do business competitively. 

Regardless of the channel number, 
tf television programs are acceptable, 
the people will watch them. "Televi- 
sion is television." 




NEW MRIViU.! 



BIG CHANGE 
AT WVET 



\cs, the station with more local 
accounts than any other TI [REE 
Rochester stations put together 
has joined Americi's livest net- 
workl Result: — improved pro- 
grannning . . . ever increasing 
audience . . . better-than-ever- 
buys for advertisers in the rich 
Rochester - Western New York 
market! 

5000 WATTS . 1280 KC. 




WVET 
Now 



IN ROCHESTER, N. Y. 



Represenfed Nalionally by 
THE BOLLING COMPANY 




• ^ Reasons Why 

The foremost national and local ad- 
^0 vertisers use WEVD year after 

M> year to reach the vast 

^2 JcwLsli 31arko( 

of .>lc(ropolil:iii .Vow York 

I. Top adult programming 
^^^0 2. Strong audience impact 

3. Inherent listener loyalty 
4. Potential buying power 
Send tot a copy of 
"WHO'S WHO ON WEVD" 
HENRY GREENFIELD 

Managing Dlrertor 
WEVD 117-119 W^est 46ib St. 
.Ne*. York 19 
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IN AGRICULTURE 

W H E AT 

IS THE CHOICE 
OF OKLAHOMA 



IN TELEVISION 

KWTY 

IS THE CHOICE 
OF OKLAHOMA CITY 



IN FARM AND RANCH NEWS, Wayne C. 
Liles is the choice of Oklahoma. For eight 
years he was County Farm Agent for Till- 
man County, Oklahoma. He is past presi- 
dent of the Oklahoma County Farm Agents 
Association, and the winner of numerous 
awards for his work with farm youth. A 
graduate of Oklahoma A & M College, he 
has been prominent in Hereford Breeders 
Association work. He is a soil conservation 
expert. Yes, Wayne C. Liles is one of the 
winners who have made KWTV-9 the choice 
of Oklahoma City! 

EDGAR T. BEll, Executive Vice-PrejIdenI 
FRED I. VANCE, Sales Manager 

KWTV 80«i lo }14,000 wolli ERP with a M77 laol lowar !n Iota lu-nrntr 19}4I 




WAYNE C. LILES 
KV/TV FARM DIRECTOR 




KWTV-9 

AFFILIATED MANAGEMENT K 0 M A CBS 
REPRESENTED BY AVERY-KNODEL, INC. 
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BRAINWASHING! 

Just a glance at the latest Pulse 
( Jan-Feb^'54) will clear your 
head about the Sari Francisco Bay 
•Area. KYA-, the independent of 
influence in the.ten bay Area 
counties, has taken some healthy 
jumps in many quarter hpur * 
periods across the board io make 
some white hot buys for you. 

Here's 
en* 

example i 

George Ruge's 
KoKii 

Klub 7 A.M. 
2.4 

Independent B 
1.8 

50 KW Net A , 
1.5 

(from Pulse 
'Jan-Feb'54) 

But thot's only a small part of the 
story. Investigate and you will 
discover plenty of hot buys all 
through the day on KYA. And 
KYA covers the Bay — why pay 
for waste circulation? 




George W. Clark, Inc.. New York and Chicoga 
Adam Young, inc., los Angeiei , 




Gvitrtff Shupert has been elected president of 
ABC, Film Syndication Corp., Inc., new wliolly 
owned subsidiary oj American Broadcasting- 
Paramount Theatres. Inc. Organization formerly 
was called ABC Syndication ; it was established 
August 1953 when Shuj>ert joined the network as 
vice president in charge oj the division. Shupert 
told sro.\soi{ there has been n noticeable trend 
toivard more filmed dramatic programs in the 
daytime. And, he savs, new kinds of sponsors — 
such as super markets- - are being attracted to thenl. 



Ilngh II. Jolinsosj is the new media director 
oj Kudner Agency. Johnson, who has been 
associate media director, succeeds the late 
Daniel J. Pykett. Johnson has spent a great deal 
oj time the past few years in the field in contact 
with local media and ivith retail businessmen in 
nearly every state. Prior to joining Kudner in 1944 
he was advertising manager jor the Bell Aircraft 
Co. and before that assistant to the director of 
merchandising of the Buick Motor Div. of General 
Motors. Buick is a Kudner account. 



II. Leslie Hoffman, IT est Coast television 
and radio set manufacturer and licensee of fni 
station KSBR, San Bruno, Cal., recently got a 
construction permit for a neiv tv station. He 
expects station ivill begin telecasting 1 May and 
ivill cover the San Francisco Bay area, Sacramento, 
Stockton and most of Northern California. Trans- 
mitter ivill be located atop Ml. Diablo. Station 
ivill operate on vhf ch. 13. Hoffman is one of 
Coast's oldest tv sponsors as well as set makers: 
his programs hare won several tv awards. 



Jtd€lge JltStUt Miller on 1 April retired from 
the board chairmanship of NARTB after serving 
the trade association for eight years — the 
"most exciting years of the radio-tv industry." 
In his tenure at NARTB Judge Miller took strong 
stands against government control oj broadcasting 
and program censorship. Before joining AARTB 
he was a jederal judge appointed to a Hjetime post 
and before that taught law at Duke Lniversity; 
one of his students was I ice President Richard M. 
Nixon. Judge and Mrs. Miller will live in California, 
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The New Radio 

TliOiJC wlio lament radio's pli>;ht 
iiowadavs ofleii arc iiiislecl I)\ two 
tilings: ill 'i lie\ are iiiainl\ aware of 
network hilling clei-lines and fail to 
reckon iip the rounler - halanciiig 
growth of spot. (2) riiev insist upon 
looking at e\er\ ehaiige in radio as a 
( hange of deterioration. 

Actualh instead of deteriorating ra- 
f!io is evolving, progressing, heeoniiiig 
a i^ew niedinin. 

It's a niediiiin inanv veteran admen 
don t see in perspective hetrause thev 
are so close to it. Here at SPONSOH 
we've taken a few steps hack from the 
picture to get the panoramic \ iew. 
You II find what v\e call the Xevv Ra- 



dio dc-( rihed in the lead artic le thi> 
i-<ue. starting page 31. 

*' * * 

SCcR 

Some of the nio-l ha-ic thing- are 
easiest to overlook. That's particularly 
true in fast-moving ra«li<j and televi- 
sion operation-. Where can von get a 
rundown, for example, on who handles 
each internal department of a station; 
on iis contiimil) specifications: on its 
deadline schedule for acceptance of 
continuity ? 

1 he answer in many ca-es is no- 
w here. 

Nowhere except b) dint of gradually 
learning whos who and whats what. 
I5ut at \\'H\S-TV, Colund)Us. and other 
stations around the coiintrv they're 
going out of their wav to help the ad- 
vertiser and agenc) know the station. 
\\'BNS-'r\ has put together an attrac- 
tive hooklet called Scan which does 
just ahout that. It gives you the 
W B.NS- 1 V picture in a scan: a floor 
plan of the station: deadline schedule 
for slide production and continuitv ; 
names of people to contact when you 
have a problem involving traffic, tal- 
ent, merchandising, and so on. 

We like Scan and the idea hehind it. 
In fact maybe we ought to do the same 
thing here at sponsor. How ahout v ou 
in your operation? 



What recession? 

\t the spring meeting of the Asso- 
ciation of National .Advertisers spon- 
sor's Kditorial Director. Ray Lapica, 
was struck bv the mood of optinii-ni 
perv ading the premisesj 

I his was in sharp contrast to the 
undercurrent of rece-- ion thinking 
sweeping the nation. 

After the ANA me?ting he double- 
checked bv -ending questionnaires to 
cverv one of the 191 firms that had 
representatives (generally the ad di- 
rector) at the s|)ring sessions. I>v pre*s 
time 4.S firms had responded, many 
giv nig detailed information on s?les 
trend- and acl ljudgets (see page 381, 
The general consensus regarding the 
recession: inavhe there is one, hut if 
so it nmst be happening bo somebody 
else. 

Of the 43 respondents, including 
some of the nation's top adv erti-ers, 
27 said l)usine«- wa- up ov er last vear, 
six said it was the same, 10 reported 
sales dips. 

Hut 29 reported that their ad bud- 
gets were up, 12 about the same. Twjo 
failed to answer this question, None= 
reported an ad budget drop. 

This report should go a long wav 
toward putting a halt to recession ru- 
mors, especiall) those making the 
l ounds in adv ertising circles. 



Applause 



The tv pioneers 

l>tablishing a commercial television 
station in 1947. 1918. or 1949 wasn't 
as easv as it may now seem. 

It called for initiative of the highest 
order. 

It called for capital investments far 
bevond anv thing that radio broadcast- 
ers were accustomed to. 

It called for men who made recom- 
mendations to owners and were willing 
to lav their longtime jobs on the line. 

It called for heav v month-after- 
tiionth los-es, often hitting as high as 
? 10.000 ill a single month. W hen the 
losses would stop no one could tell. 

There were practicallv no -ets. 

At the start there was no coaxial 
<-ahle. 

How long before expensive broad- 
east equipment b(M-anie obsolete, how 
long it would stand up. was anv hotiv s 



guess. Nobody knew the answers. 

Everytliiiig was being done for the 
first time. 

Ev erv thing w as a problem, solv ed by 
trial and error. 

Men worked around the clock. 

There was no trained telev ision per- 
sonnel. 

These were the davs of the first 
commercial tv stations, and the first 
commercial tv pioneers. 

In this issue SPONSOR commemo- 
rates, in a carefully prepared section, 
the stations and the men who blazed 
the trail. The pioneer contribution 
that thev made can easilv be forgotten 
in the fast pace of the industrv. Yet 
theirs is a contribution which deserves 
to be forev er remembered : and w e 
hope that these pages will bei'ome an 
im|)orlaiit part of the rich liistorv of 
telev ision. 



In order to make these pages not 
onlv comniemorativ e but highly useful. 
SPONSOR enlisted the aid of each pre- 
freeze pioneer station in submitting 
growth facts which give agencies and 
advertisers a commercial insight into 
these stations never before available. 
Each station spent many hours ferret- 
ing out the data we requested: for this 
we are deeply grateful. We plan to 
consolidate this data on a master chart 
to be published in our 17 Ma\ N AK TR 
issue. 

Along w ith the Rurbaclis, Fav s, 
Slorers, Haveirs, Fetzers, Houghs and 
maiiv more whose names are recorded 
indelibly in the pages of oiir pioneer 
tv station section, it is onlv fitting that 
we single out the name of one man 
who urged and encouraged many of the 
tv pioneers to take the first step — 
General Dav id SarnofT. 
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SERVING SAGINAW, BAY CITY, 
FLINT AND ALL OF NORTHEASTERN 
MICHIGAN * NBC • DUMONT 



""ASP 



Active Soles Promorion. WNEM-TVs Client Service Department 
provides deoler moilings, paid newspaper ond rodio promos, 
bus cords, point-of-sole pieces or»d speciol result getting pfo- 
motions toilored to fit your product ot no odditionol cost to the 
client to moke WNEM-TV, Michigon's most SELL-MINDED stotion! 



HEADLEY-REED CO. — NEW YORK, CHICAGO • MICHIGAN SPOT SALES — DETROIT • JOHN H. BONE, GEN. MGR. 



KANSAS CITY IsH^^^^^^f ^ 

##W OH CHANNEL ■ 



J 



TUf j:rt'at Kansas Cjfy "TV HjlarktV 4« s%»i"rt^+f^ lijiliit 
ailVnj*. Kiiilo iiifs fS-Vofite <l.Tir» jun >SV Hj-TV^ — is ChA-n'- 
iM-1 ^>rc*^n,t'3- ^ -fjiU scUtidtOf erf ■CBi>-TV nrfuirjrt: 

li^Jlit when In VSt'HB*TV-» %tia,r sinsilded aHr- 

HavlM do tl.ic spllin]ff to i.SV,.l8J* Cflfvisijrn Hoihm-I 



1!I-J-J-1!).>4 



I Don Davis, P>-esident 
I John T. Schilling, Geqeral Mnj 



WH'B-TV puts audience to sleep . . . 

on Sleop-E-Z b«ds! Aiitry Brothers, Inc., bedding 
manufacturer, recently devoted their late-at-night 
(12:15 a.m.-12:}0 a.m.) segment of "Star Time" to 
promote a special sale of their Sleep-E-Z twin Holly- 
wood beds. Roch Ulmer, staff emcee of this locally 
produced show, delivered the two commercials as he 
relaxed on the bed fetchingly attired in a flannel 
night-shirt and sleeping cap. During the three days 
following this novel sales pitch, the Sleep-E-Z folks 
did {(5,400.00 worth of business on their twin bed 
special at their two retail locations. The sponsor's 
field supervisor attributed 75'"( of the store traffic to 
the "Star Time" plugs. 



CHANNEL 

SHARING TIME 
WITH KMK-TV 



BASIC CBS-TV 

Kansas City 
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WH B 

71.0 KC. lO.ObO WATTS f 
MUTUAL NETWOi 

'KANSAS CITY5 

OLDEST *'P"."'.d 

CALL LETTERr JOHN BIAIR & CO 



